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CHEAP TRICKS ARE BACK!
PUBLISHING WITH CONVICTION
MiMICsS AND DESIGNERS: A ROUND TABLE
VISUALIZING ASTHMA
PLUS MUCH MORE...
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Not bad for a DA!

We always knew our convenient
desk accessories were as powerful
as applications. Now we'd like to
thanf the Editors at MacUser for
letting you know.

We're also flactered that the two
other nominees for “Best Graphics
Program”: Adobe Illustravor ™ 3.0
and Studio 32™, cost three times as
muchas DeskPainte & DeskDrawa.

DeskPaint is a 98k DA that works
as well with black & white images
ona Macintosh Plus or Classic as it
does with color images ona Ilsi or
IIfx (even in 24-bit color). It reads
and writes PICT, TIFF, and
MacPaints files. It does smooth-

ing, auto-trace, graduated fills,
multiple windows, and a lot more.

DeskDrawa isa DA comparable to
MacDraws. Some of its' features
include hairlines, rotated text and
arrows. It reads and writes PICT

DeskPaint & DeskDraw
are also available in DESK",
a set seven integrated desk
accessories:

DeskWrite™: Word
processor with 95,000
word spell check. Wraps
text around graphics.

DeskPaint/Draw:
The same programs
described in this ad.

DeskSecretary™:
Never forget another
appointment,

DeskCalc™;

Spreadsheet and charting.

DeskFile™: Dacabase
for text or graphics

DeskCom™:

Telecommunications

Please circle 361 on reader service card.

filescompatiblewith SuperPaint™,
MacDraw II, and Canvas™.

Best-of-all DeskPaint & DeskDraw
work on top of your favorite pro-
grams_including; PageMaker™,
Xpress' , WriteNow™ , MacWrites,
Word™, and FileMaker™.

Call us at 1-800-482-4567 for a free
brochure.
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Perfect printing. get anywhere else: CalComp product
Your work deserves it and Color- New ColorMaster Plus quality and long term commitment to

service, support and supplies, Our
1-year on-site warranty is just one
example.

Your incredibly intelligent next step?
Call 1-800-932-1212 for more informa-

Master® Plus was specifically designed
to deliver it

ColorMaster Plus has the right resolu-
tion: 300 dpi

You get PostScript power: it's 100%

Adobe compatible. tion. In Canada, 416-635-9010.
For accurate color, it's PANTONE®
approved. “b dI'aWOH

Size selection? Letter or tabloid with
full bleed-giving you the largest live

image of any desktop printer. —
Plenty of ports, too, SCSI, Appletalk, on one ColorMaster Plus prmwr ‘%}
i And all ColorMaster Plus models cal comp

RS-232 and Centronics parallel so you

can mix and match different computers  come with something you simply can't A Lockheed Company
CalComp, P.O. Box 3250, Anaheim, Ca 92803, ©@ 1991 CalComp Inc. ColorMaster Plus and We draw on your imagination are

. Phoenix Page Color is a trademark trademarks of CalComp. All other product names, logos, trademarks or registered trademarks are property of their respective manufacturers

of Phoenix Technologies, Ltd, All Images created with Aldus PreeHand and Persuasion software



Now your soft fonts will
be ready and waiting for you...

A yawn. ... A long, heavy sigh. Once
again you're ready to print but your soft fonts
aren’t. Because somewhere in the realm
between your computer and Laser]et® printer
they're slowly downloading. So you wait.

...instead of the other way around.

At Pacific Data Products we know that
there’s only one way to get soft fonts that are
easy to use and don't require downloading—
by storing them in a special type of printer
cartridge. That's why we’ve created the
FontBank Cartridge™ for the HP Laser]et
family of printers.
The FontBank Cartridge contains a brand
new kind of memory where you can store your
favorite soft fonts. It's different from your
printer’s memory because what you store in it
doesn’t disappear when the printer is turned
off. You can even remove the cartridge from
one printer and put it in another without
losing fonts. So once you've downloaded your
soft fonts with our simple installation pro-
gram, you'll never need to download again.
And you'll know exactly which fonts are
residing at your printer. No more guessing.
No more surprises. Even after the cartridge
has been programmed it's easy to add or
delete fonts as often as you wish.
The FontBank Cartridge requires no extra
printer memory and is compatible with
virtually all bitmapped soft fonts. If you own a
Laser]et III, ITID, or [IIP printer you can use
PCL5 scalable fonts. And, we've included
printer drivers for today’s most popular
software applications.
If you'd like your soft fonts ready and
waiting for you, call your nearest dealer
or contact Pacific Data Products at
7 9125 Rehco Road, San Diego,
e, CA 92121 (619) 597-4626
N FAX (619) 552-0889,

| Sy
J i
FontBank Cartridge 1s o trademark of Pacific Data Products, Inc. HP and Laser]et are registered trademarks of . 4,
Hewlett-Packard Co. All other company and product names are trademarks or registered trademarks of the I M
g

company or manufacturer respectively. EUROPEAN HEADQUARTERS: Switzerland Tel (41) 22-412650,
DATA PRODUCTS

IS By

Fax(41) 22-410682. ©1991 Pacific Data Products, Ine
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Give us your artwork and for $299 we’ll send
you your logo ready to use on your Mac or PC,
(We'll also quote you on combining it with
your favorite font or digitizing a custom font of
your design and even offer discounts
for multiple copies.)

Gain cost and tme benefits and maintain a level
of consisiency not previously possible
with slicks, scan-ins or redraws.

Don’t wait!

This $299 deal won’t be around long.

=

CALL

[ 1-800-336-0045 ]
Linotype

Li33A3Y

*Sorne restnctions apply based on complexity of supplied artwork.

Loty Libwrmry o registeered truckrvarh ol Lanotye A arh/on s mutmchiries Al ot comsimisy ol prveboct naves a7y udernsacks mindon shissterns] (et of (it pespuetion smnen
Logos are used for demonstration only and are the property of their respective owniers.
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WHAT MAKES ALDUS MAGAZINE TICK

It's the Q&A section that makes Aldus Magazine what it is, No other publication offers
as much authoritative advice on the use of Aldus products. And the members of Aldus
Technical Support that are pictured here and on the contents page have everything to do
with making the Q&A section what it is.

Q&A starts in Technical Support with the 120 or so technicians who answer some
40,000 questions from customers every month, Next, the magazine liaisons—Wendy
Katz, Allen Wagner, Paul Sorrick, Ellen Wixted, Conrad Chavez, Amy Jacger, Janct
Williams, and Abbo Peterson—compile a list of the most frequently asked questions.
Then, with help from other colleagues in Technical Support, they put together the
answers and send them to us. The folks you see in these two pictures have been
contributors to Q&A for the nearly two years we've been publishing Aldus Magazine. We
tip our hats to them. —Harry C. Edwards

The Q&A crowd, from left to right: Peggy Snyder, Andrea Shannon, Abbo Peterson, Domenick Dellino, Paul
Sorrick, Wendi Dunlap, Tim Davenport, Cari Lembersky, Kirsten Moore, Paula Shore, Janet Williams, Jeff
Harmon. See page 3 for more. Not pictured: Amy Jaeger, Cliff Warner, Dave Fogelsong, David Joslin, Joe
Friend, Joel Marquez, Keith Zentner, Lynn Powers, Pam Treece, Patty White, Sam Lord Marx, Steve Smith.
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As with last year’s Cheap Tricks issue, the design department
used a few cheap tricks of its own, Last year, production costs
were roughly one-third of the average for otherissues, and
we suspect the same will be true this year.

Some nuts and bolts

The first trick involved output. We laser-printed cam-
era-ready art for the entire issue here in the office, except
for photographs and color screen shots (which are a
combination of conventional scanning/stripping and Page-
Maker Linotronic output). The center Cheap Tricks
section was printed on a Printware LQ720, which outputs
at 1,200 (horizontal) by 600 (vertical) dots per inch on
plain paper; the rest of the pages were output on Hammer-
mill Laser Plus paper to a VT-600, with a resolution of 600 by 600 dpi.

More cheapness comes from using only one spot color (PMS 145 mixed with matte
varnish). Our hope is that the purity of a PMS color adds dimension without the expense
of CMYK separations.

Pages with artwork created in Aldus FreeHand were spot-color separated, using
PrePrint, to the paper printer.

The second trick involves scanned photographs. Some of the photos (like the one
above) and all the illustrations were separated using spot-color separations from inside
PageMaker. It's actually quite simple to create a duotone—or, for that matter, a tritone—
using “Image control..."” (see sidebar).

Finally, all the color screen shots and spot-color duotones were ganged together on
three pages and sent out to the Linotronic for separation, costing roughly $100.

The font Boy, used in the “Publishing with Conviction™ head (page 17), and the font
Upright, in the Cheap Tricks headline (page 29), are from Dichl. Volk Typographics in Los
Angeles (213-851-3111). They have a nice selection of modern fonts that they have
custom-designed for their clients, and now offer to the public. —J. Scott Campbell
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In fact, it never does. Which is
why at Aldus we’ve created a number
of support plans to fit your particular
needs.

To get you started, just register
your Aldus product, and for the first 90
days you can call us and our technicians
will answer your questions for free.

Following the 90 days, chances
are you still may need help now and
again. And our annual subscriptions are
the best value for ongoing assistance.
For instance, CustomerFirst™ Basic lets
you talk toll-free to our technicians as
often as you’d like. Plus, you’ll receive
updates to our products and discounts
on new releases. CustomerFirst Premier
gives you everything Basic does, along
with priority access for your calls,
bigger discounts on new releases,
consultations for your page layouts
from professional graphic designers,
and more.

If you prefer, you can choose a
pay as you go method and call one of
our technicians using our 900 number.
We even offer a free, automated
technician 24 hours a day, 7 days a
week to answer simpler questions.

For more information
about our CustomerFirst Support
call 206-628-2320

Give us a call—we’ll be more
than happy to give you a custom fitting.

ALDUSH
: : : The Creative
R, s G Edge in Business

WE'VE TAILORED A VARIETY
OF SUPPORT PLANS BECAUSE
ONE SIZE RARELY FITS ALL.

Aldus and the Aldus logo are registered trademarks, CustomerFirst is a service mark of Aldus Corp. All rights reserved. ® 1990 Aldus Corp




A Modern Renaissance

af Your Fingertips

Presenting Aldus® Gallery
Effects,™ Volume 1: Classic Art
— Fantastic frescoes. Muéniri—
cent mosaics. Bold embosses.
All available with a qui(‘lz click

u]‘ lhc mouse,

Sixteen master effects with thousands of varia-
tions to m.tlmnulivu”y enhance and translorm
your color and gray-scale images.

Usin{g (;allcry Effects, l.(l(lll}"ﬂ (lusié,ncrﬂ
can re-create timeless techniques in the time
available. I':xplnre more ideas, Open up more

creative anlul 10Ns,

( ;n”ory Effects works the way you do:
Within Adobe I)I‘l()l()h‘l‘l(}pm and other letulim{l,
L’;l‘tlplli('s programs as pluig-in [ilters. With
uppli('ul ions like Aldus Pni_;el\'lnlu'r@ as a desk
accessory. Even as a stand-alone uppli;‘utinn.
For classic images without sx\’ilvllinf; programs.

You don't need a llug_';v studio and stall to
create monumental art. All you need is Aldus
( ;u"cry Effects and a Macintosh®
Su{;éc.‘ilul retail price: $199,

See your local Aldus dealer, or
call the Product Information (;l'uup
at 206-628-2320,

ALDUS

This ad was created with Aldus Gallery Effects, Aldus Digital Darkroom, and Aldus PageMaker. Aldus, the Aldus logo, and PageMaker are mgisterad trademarks of Aldus Corporation. Digital Darkroom and Gallary Effects are
frademarks of Aldus Corporation. Adobe Photoshop is a trademark af Adobe Systems Incorporated. Macintosh is a registared trademark of Apple Computer, Inc. All rights reserved, “1991 Silicon Beach Software, Inc




KEEPING IN TOUCH

Letters from our readers.

Have a question about Aldus Magazine? A gripe? A compli-
ment, correction, or tip? Please let us know. You can reach us
in any of the following ways:
= By letter. Write to Editor, Aldus Magazine, 411 First Avenue
South, Seattle, WA 98104-2871.
s By phone. Leave us a message at (206) 343-3275.
* Via CompuServe. In the Aldus Forum, leave us a message
in the Aldus Magazine section.
* By fax, Call (206) 343-3273.

Please note that we'll treat all the above communications
as letters to the editor unless otherwise instructed, and we
reserve the right to edit for length or clarity.

Platform, please

My main complaint about the advertisements in
your magazine is that they often fail to highlight
when they're applicable only to Macintosh users.
Since I have never used and don't plan to use a
Macintosh, it's a waste of my time to wade through
an interesting advertisement only to find in the fine
print at the end that the product offered isn't appli-
cable to the MS-DOS platform. (This oversight
occasionally occurs in your editorial matter as well.)

Jack A. Hunt, Ocean Springs, Miss.

You're not alone in your sentiments. We now advise
advertisers of that fact—though of course they control what's
in their ads—and as of this issue we are breaking out our
advertiser index by platform (see the bind-in card facing
page 56). As for editorial matter, our apologies for those
times our vigilance flags. —Ed.

Not such a good form

I read with mixed feelings Jerry Whiting's article
in the March/April 1991 issue (“Forms and Func-
tion,” page 39). I can comfortably say I speak not
only for a staff of forms analysts here in the Missouri
state government but for much of the business-forms
profession when I say that the “good form™ design
shown on page 41 is not necessarily an efficiently
designed document.

The traditional open captions with lines follow-
ing are what forms professionals constantly try to
convince customers not to use. The boxed method,
with captions in the corners, provides maximum line
space for filling in. Studies consistently show that

more data can be requested and filled in on a box
design than on an open-caption-line design. And we
have found that with the design method used at the
bottom of the form on page 41, people are some-
times confused as to whether they are to add data
above or below the lines.

One other point and I will get off my soapbox.
Creating forms in PageMaker is not its strong point
or what it's most noted for. There are many software
packages, designed specifically for creating forms,
that are much more effective than PageMaker. |
hope you'll take this in the spirit in which it is
intended, and see where we are coming from in
convincing “born again” computer form designers
what the best software packages and design practices
are for the forms industry.

John E. Downs, Jefferson City, Mo.

A great service

May/June 1991 was a great issue—you have
outdone yourselves. We use PageMaker and Persua-
sion, and your issues help us make better use of our
programs as well as our abilities.

I also enjoyed the interview with Edward Tufte
(page 26). Besides trying to master the technical side
of communication, it's a lift to read about the
philosophical side.

It's hard to measure in dollars, but you provide
your users with a great service with this publication.
Keep up the good work.

Jean Thomas, Tampa, Fla.

Deplasticized

Thanks for using the paper cover instead of
plastic!
Tom Ludovise, Occidental, Calif.
You're welcome. We remind our readers that paper
wrappers inake environmental sense only if theyre recycled;
in landfills they may be worse than plastic, since they take
up far more space. —Ed.

Archaic suggestion?

Just when I feel comfortable with my ability level
on the Mac, another issue of your magazine arrives
(Continued on page 15)

Aldus Magazine
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HOW TO DRAW THE STEELY LOOW
OF BRUSHED METAL

HOW T0 DESION A FLYER THAY
BELLS A PRODUCT

WEW HOT LOOKS! LINES, CIHCLES.
SOUMDOLES AND DOTS ENERDIZE
ALMOST ANY DESION!

HOW TO MAKE & THANBPARENT
WACHGROUND SHATKW

WUCH MORE. A% USUAL!

help you think like a prol

i W Ever make a bro-

chure with peeka-
il g boo panels? Design sta-
. ‘ tlonery that could pass
muster at IBM? Wrap text and
graphics around a 3-D box?
Do you know how?
If you were reading Before
& After you would.
Fine em-
bossing costs
hundreds of
dollars; do you

i ﬂ-
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From the pages of
Before & After: How to

draw glistening
nr:lrcliuml s".‘\.'ﬂﬁf'l

2

t Subscribe? Before & After, John McWade’s
magazine of design and layout—it has
4 P4 criticsra r's saying, “Wow, |
4 can design 100

know how to sim- \ beautiful pages—ourselves.
ulate it—free? | But a computer can’t design.
Can you And supercharged
design a newslet- . software doesn’t know
ter in a few hours "=, what’s beautiful.
that your boss ~  Which, actually,
will be pleased to is just great.
take credit for? Because it means
It’s all in Before & After. you get to do all the cool
Desktop publishing came with stuff yourself.

With a little help from us.

How to draw hot neon in three easy steps!

BEFORE&A (er

How to design cool stuff

a promise: that we could design

YES! Start my annual, 6-issue subscription to Before & After! Every other month,
I'll receive a beautiful issue packed with ideas, projects and how-tos, all for $36.*

Name __ T

Company

Address _ L

City Zip

State

L] Payment enclosed [ Please bill me later

BEFORE & AFTER'S NO-NONSENSE, MONEY-BACK GUARANTEE:

If you are ever unhappy with your subscription—for any reason—please let us know and
we will immediately refund your entire subscription price. All of it. No delay, no nonsense.

ALDM 0791 “U.S. RATE ONLY. CANADIAN SUBSCRIBERS PLEASE ADD $4 AND REMIT IN U.S. FUNDS. OVERSEAS ADD $18,



For every desktop publisher who wants to know

more about design—and work more confidently!

Before & After’s unique design “clinics” are
valuable for beginner and professional alike!

pILARLE!

GAZEBOS .. MORE
PATIO .. INDOOR FURNITURE |

f qﬁ"‘h" The Delicate Look of Wicker % f
The Strength of Fiberglass

RO -

Fiberglass strong.

. i ‘4 _Ej
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] GAZEROS wu MORE
simmm 0061 B Elk Grove-Florin R
._i’.. l Elk Grove, Calif. Y5624

916-686-8212

ONE BLOCK SOUTH OF BIK QROVE WAV — i¥ EMERALD FARK FLAZA

No Postage
Necessary If
Mailed In The
United States

BUSINESS REPLY MAIL

FIRST CLASS MAIL  PERMIT NO. 331 SACRAMENTO, CA

Postage will be paid by addressee

BEFORESA fer

331 J Street, Suite 150
Sacramento, CA 95814-9671

FREEHAND STEP-BY-STEP:

Howtodraw
glistening surfa@

reflections

Tramslucent water droplets
are a combination of smooth
blends and bright highlights:

O]

1, DRAW A DROPLET
Small water droplets
are usually round; big
ones are blobby. For
now, draw a circle,

2. ADD A SHADOW
Clone the droplet; off-
set the clone about
this much and send to
back. Fill with black,

w
v

3, GRADUATED FILL
Droplet gleams where
light exits. Fill toward
the light from white to
20% black; Taper type:
Logarithmic (it concen-
trates the white at one
end); Taper angle: (in
this case) 104°,

4. ADD THE HIGHLIGHT
Droplet sparkles as
light enters. Draw a
shape like a curving
square, Fill with white
and place near the
light source, Delete
any lines you may have
and you're done!

Against a background:

' r 4
——

5. 00PS!

A light gray droplet
obscures a colored (or
shaded) background.
To appear translucent,
the droplet (or any
object) must be filled
with Its own color plus
the background color:

6. MAKE A NEW COLOR
Here, background cal-
or is 100% cyan and
30% magenta. Refill
the droplet from white
to 100% cyan, 30%
magenta and 20%
black (its own color).
Cool, huh?



Z/FRO TO 4K IN 62 SECONDS

That’s all it takes to record a 35mm
slide on Agfa’s new ProColor Premier®
film recorder. Total imaging time, includ-
ing rasterization, for an average business
slide is less than two minutes.

High impact color. You’ll be assured
of professional quality color and
smooth color gradations with our new
XCS-24™ extended color support.

Worry free imaging. The ProColor
Premier’s easy to understand status and
control menu keeps you informed.

A sleek package that supports both
the IBM PC® and Macintosh®. Easily

wheel it to your deskside, hook it up,
and you're ready to accelerate.

All this at a desktop price. Call us at
1-800-288-4039 for a set of sample
slides imaged on the ProColor Premier.
See what your next
presentation could
be like.

The ProColor
Premier. Another of
Agfa’s Projections for
the 90’s. Setting new

standards for AGFA @

excellence.

Agfa Corporation, Business Imaging Systems, 200 Ballardvale Street, Wilmington, MA 01887, (508) 658-5600, Fax (508) 658-0200 ext. 5460
AGFA and the Agfa rhombus are registered trademarks of Agfa-Gevaert AG. ProColor Premier and XCS5-24 are trademarks of Agfa Corporation.
IBM is a registered trademark of International Business Machines Corporation. Macintosh is a registered trademark of Apple Computer, Inc.



Inside Aldus

PIRACY: EVERYONE LOSES

“By breaking the seal on this disk pack, you accept the terms . . .”

10

By CURT BLAKE

When you rip into a new package of software,
you probably don’t give much thought to the License
Agreement that accompanies it. But once you've
broken the seal on the disk package, you've accepted
the terms of that agreement. And it's the License
Agreement, together with federal copyright law, that
defines what your rights and limits of use are with the
software you purchased.

A common misconception with buying software
is that “it's mine to do with what I please.” When you
purchase an Aldus product, you obtain only the right
to install the product on your hard drive and use it—
you don’t actually own the program. Among the
things copyright law does is prohibit you from
making copies of the software (other than one
archival copy) without the copyright holder’s ap-
proval. The Aldus License Agreement expands your
rights by allowing you to copy the software to your
hard drive.

To help clarify those rights, compare buying
software to buying a book. For example, if you bay
acopy of The Hunt for Red October, you buy the right
to read the book and place it on your shelf. You don't
buy the right to copy The Hunt to sell or to give away.
Doing so would break a number of copyright laws
and guarantee you a day in court with the holder of
the book's copyright.

Unfortunately, the illegal use or duplication of
software—a.k.a. software piracy—is a pervasive,
worldwide problem for all software companies.
Although it’s impossible to determine exactly
how many illegal copies of Aldus products exist,
estimates range between 3 and 8 illegal copies for
every 1 legal copy. Aldus loses at least $47 million
per year to illegal duplication and use of its
software products. To be sure, Aldus and its
shareholders lose profits, but you, the user, end
up the real loser. Dollars lost to piracy are dollars that
can’t be spent on developing new products or en-
hancing services, such as technical support. Like
stealing, software piracy may be appealing to the
perpetrator, but it’s a no-win situation for everyone.

We have, therefore, stepped up efforts to fight
software piracy. The message is clear: We won't
tolerate the illegal copying and use of our products.

Our anti-piracy strategy is threefold. First, and most
important, is education. More often than not, people
don’t realize that copying software is illegal. Most
people who make copies of software would not
dream of shoplifting, but since “softlifting” is so easy,
they think it's legal. That's why Aldus was the first
company to include in every box of software a
brochure explaining the legal side of software—what
you can and can’t do. We are also more than willing
to speak to corporations or groups of users.

Second, we've joined with other software devel-
opers in cooperative efforts to enforce our rights. To
fight piracy internationally, Aldus founded the Busi-
ness Software Alliance in 1988 with five other major
software companies. In the U.S., Aldus has long
participated in the Software Publishers Association’s
copyright litigation actions. Recently, the SPA has
redoubled its efforts by launching a major public
awarcness program.

Finally, Aldus has started its own anti-piracy
program. Every Aldus reseller has been provided
with an anti-piracy kit, which providers dealers with
the tools to answer customer questions regarding
software use. But the program doesn’t stop with
education. If a reseller knows abouta pirate and can’t
encourage him to “come clean,” the pirate is re-
ferred to Aldus Legal. And what most pirates don't
realize is that in the last few years, copyright laws
have been stiffened with harsher penalties. Willful
copyright infringement carries a fine of up to
$100,000, and criminal copyright infringement car-
ries a jail term of one year and/or a $25,000 fine. In
the long run, it is definitely cheaper to be legal.

Look around your office. Is there group of people
using a single copy of a product off a network? Is a
user group duplicating copies of retail products to
hand out to its members? Did someone you know
give a copy of some software to a friend? As one
pirate, with ten illegal copies of Aldus FreeHand,
said, “We thought we'd never get caught.”

To make a piracy report or for more information
about Aldus’ anti-piracy program, call the Aldus Anti-
Piracy Information Line at (206) 233-7350. [

Curt Blake is Aldus’ General Counsgel.

Aldus Magazine



'lake a lightweight presenter

to your next presentation.

e

In fact, LiteShow I1
makes slideshows
look amateurish by
comparison.
You can display
256 brilliant colors at

[t weighs under four pounds.

But if your living depends upon
making presentations, the LiteShowI[™

is no lightweight.

LiteShow Il is a radical, new technological
breakthrough from In Focus, the industry’s leading
innovator in LCD projection panels and presentation

iw technologies.
1, y LiteShow Il makes dynamic, brilliant color
4 computer-generated presentations—without the

expense or baggage of a computer. Or the hassle and
expense of overhead transparencies or color slides.

Create your presentation on any [BM/compat-
ible, PS/2 or Macintosh computer. T'hen capture your
presentation on a standard 144 MB, 3.5” floppy disk.
Save as many as 50 images per disk. You can even
mix and match images created in DOS, OS/2,
Windows and Macintosh applications.

BECE i Using LiteShow II's
: uilt-in software, organize
3 I3 your images in any order you
EE: like. Just like a slide carousel.
P

# But unlike a slide carousel,
LiteShow II gives you a host of special effects.

*Prices may vary although they i never equal the economy of LiteShow 11

It fits into an ordinary briefcase.

-

640 x 480 resolution.
Animate your

images with wipes,
dissolves, timing effects,
windowshades that reveal bullet
points one by one, and more.
[n addition to dramatically increasing the
impact of your presentation, LiteShow Il dramatically
reduces presentation costs.

An image displayed on LiteShow 1 costs
about 6 cents compared to $1.00 for an overhead
transparency or $15 for a color slide’ And LiteShow
[Titself costs less than a VGA laptop.

LiteShow I works with any multi-sync
monitor or video/data projector. But for the most
dramatic presentation team, couple LiteShow Il with
an In Focus PC Viewer®
LCD projection panel. Its
640 x 480 resolution sup-
ports CGA, EGA, VGA, and
Macintosh video standards.

When you consider
. presentation impact, image quality,

= . case-of-use, flexibility, the
freedom to make last minute changes on the fly,
the easy portability and the final, bottom-line cost,
LiteShow I1 is the most persuasive and cost-effective
way to make your point.

And there’s nothing lightweight about that.

IN FOCUS SYSTEMS‘”INC’ F

In Focus Systems™ Ine. 7770 SW Mohawk Street, Tualatin, Oregon 97062, 1-800-327-7231. In Oregon, 503-692-4968 Fax: 503-692-4476,

LiteShaw 11 is a trademark, PC Viewer and In Focus Systems are registeredd trademarts of In Focus Systems Ine. Al other trademarks or registered trademarks are the propercy of their respecrive holders.



How to create super graphics
with Logo SuperPower

o

o

Begin with the Eagle Head,
one of the 660+ elements
in Logo SuperPower.

Draw a circle using the
toolbox. Change the
eagle to white.

Add Effect 148 (flag wave).
Change shape of effect.

Change top of circle to red.

TAAA

&

Y
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Begin with Effect 08-3, one
of the hundreds in Logo
SuperPower.

Add element "Water Drop."
Change shape of effect;
change effect to white.

Form a "B" in italic shape.
Add element 66-1

Duplicate element and
move to desired location.

Logo SuperPower

Logo SuperPower is a large
database of 660+ design elements.
You combine two or more elements,
modify the elements, even add your
own elements, and you create
high-quality graphics in minutes.

Macintosh Users:

Logo SuperPower works in
conjunction with Aldus FreeHand or
Adobe lllustrator.

For Macintosh PageMaker users, a
version called LogoPower is
available.

PC Users:

Logo SuperPower for the PC works

\Irzvg Corel Draw or Arts & Letters
itor.

Free
Demo Disk
with 8

Design Elements
(800) 648-5646

The LogoPower & Logo SuperPower
System was created by David E.
Carter, internationally-known
consultant on logos and corporate
identity.

The logo samples here were created
in minutes with Logo SuperPower.

If you create logos or publication
graphics, Logo SuperPower will
change the way you work.

Product List

For the Macintosh User:
*Logo SuperPower §FreeHand)
*Logo SuperPower (lllustrator)
*LogoPower (PageMaker)

*NamePower (creates names for
companies and products) Call
for brochure.

For the PC User:
*Logo SuperPower PC
(Corel Draw or Arts & Letters Editor)

%, Decathlon
7 Corporation

/s

4100 Executive Park Drive, #16
Cincinnati, OH 45241 « (513) 421-1938

For the lawyers: All product names used In this ad are
trade marks, owned by their respective companies,



ALDUS NEWS

New technology, a new product, a new board, and a new look.

ALDUS ADDITIONS ANNOUNCED
AT DEVELOPERS CONFERENCE

Aldus Additions, a new technology that allows
access to the internal routines and data of Aldus
products, was announced by the company at the
Aldus International Developers Conference, held in
Seattle in early April.

Aldus Additions will allow developers to create
software that works closely with PageMaker—and,
in the future, other Aldus software—through the use
of the Additions command and query language.
Using the command language, a piece of third-party
software can control PageMaker in the same ways a
user can with a mouse and keyboard, thus automat-
ing any number of operations (setting up a page,
flowing text, placing graphics, formatting, printing,
and so on) without the user ever opening PageMaker
himself. The query language allows other software to
gain information about a PageMaker file.

Applications created with Additions technology
might do anything from automating common tasks
within PageMaker to performing sophisticated docu-
ment-creation or workgroup management func-
tions; they could help “customize™ Aldus applica-
tions for very specific markets.

The Additions announcement was only one focus
of the developers’ conference, which was attended by
about 125 participants representing over 80 compa-
nies. Technical discussions and seminars centered on
issues such as TIFF 6.0, the next incarnation of the
image file format Aldus originally developed; im-
port/export filters for PageMaker 4.0; multimedia
software and storage issues; international localiza-
tion; and the potential for comarketing arrangements.

PERSUASION 2.0 FOR
WINDOWS IS SHIPPING

The PC version of Persuasion 2.0, Aldus’ popular
presentation software for the Macintosh, is now
shipping. The product was originally announced in
the pages of our November/December 1990 issue.

PC Persuasion, which operates under the Mi-
crosoft Windows 3.0, resembles its Macintosh coun-
terpart in basic structure, but offers various refine-
ments as well; for a quick feature overview, see page
55. Its retail price of §495.00 includes a free copy of
Adobe Type Manager, with the Gill Sans and New
Times Roman PS fonts. Also in the box are drivers
for Autographix and MagiCorp imaging devices,
and a coupon for the Genigraphics driver.

For more information about PC Persuasion, or
for the name of an Aldus Reseller near you, see the
phone numbers on page 63.

THE GIFT oOF GAAB

Aldus’ new Graphic Arts Advisory Board (GAAB)
held its first meeting in April, spending two days in
intensive discussions, technical presentations, free-
wheeling brainstorming sessions, and social events,
The meeting was considered important because it
not only allowed sustained contact between Aldus
and a group of design luminaries, but also offered a
rare chance for the designers to meet and brainstorm
among themselves,

In the first part of the day-and-a-half session,
Aldus presented its graphic arts strategy and product
line to the 18 designers, and solicited their input on
future product direction. Later the participants split
voluntarily into either a “technology track™ or a

THE 1991 ALDUS GRAPHIC ARTS
ADVISORY BOARD (LEFT TO RIGHT):
CLEMENT MoK, KATHERINE McCoY,
LARRY KEELEY, MARGARET
YounGELOOD, JOHN WATERS, MICHAEL
BIERUT, PAUL Souza, HARRY MARKS,
Tim CELESKI, RICK VALICENTI, STEVE
McKINSTRY, ERIK SPIEKERMANN, WoobDY
PIRTLE, LESLIE SMOLAN, MICHAEL
CRONAN,; YUICHI INOMATA, AND NANCY
SKOLOS. NOT PICTURED ARE MICHAEL
MANWARING AND BARBARA, NESSIM.
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“design track,” both of which addressed the relation-
ship between computers and design. The discus-
sions, which several participants characterized as
“lively,” ranged from specific examples to very
general matters of influences, education, and phi-
losophy. At another session, Apple Computer pre-
sented its own graphic arts strategy to the group.

The members of the board are among the most
prominent designers in the industry, some of whom
use computers extensively in their work and some of
whom don't. “Our first GAAB was very successful,”
said Deirdre Devlin, Aldus’ Market Development
Manager for Graphic Arts. “When first contacted,
most of the board members were reluctant to be
away from their offices for two days. At the end of
the meeting, the overwhelming consensus was that
it should have lasted longer. They're all willing to
come back in six months for a more hands-on, roll-
up-your=sleeves working meeting.”

See page 22 for a related story.

WHAT'’S IN? A NAME

Aldus recently announced that it will add the
word “Aldus” to the names of all products from its
Silicon Beach Software subsidiary. This “branding”

Impressive

transition, which began with the European versions
of the products in early 1990, took effect in the U.S.
in May with the introduction of the new product
names in company communications such as press
releases and advertising. By the end of September,
Aldus-style logotype, packaging design, and collat-
eral materials will have been phased in. The newly
renamed products are Aldus Super3D, Aldus Per-
sonal Press, Aldus Gallery Effects, Aldus SuperCard,
Aldus SuperPaint, and Aldus Digital Darkroom.

“Aldus’ acquisition of Silicon Beach Software in
1990 has given users a single source for high-quality
graphics, desktop publishing, and multimedia soft-
ware,” said Steve Cullen, Aldus vice president and
general manager of Silicon Beach Software Inc.
“Both companies will continue to commit their
combined resources to producing technologically
advanced products for a broad range of users. Pre-
senting the entire line under a single corporate
identity reinforces that commitment.”

The branding change will not affect the way the
former Silicon Beach Software products are priced,
distributed, or supported. Technical support will
continue to be provided from Silicon Beach
Software’s San Diego offices. [§}
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(Continued from page 8)

and deflates my ego. [ am constantly complimented
on my work and people are always saying they wish
they could do what I do. I read your magazine and
wish the same thing about what you do.

[ do have a suggestion for those of us who do not
have access to slide printing services, A friend told
me about reducing, on a copier, an overhead-size to
a slide-size piece onto acetate and trimming it to fit
a slide sleeve. This may sound archaic to you at
Aldus, but it works for those of us without the
money to spend.

Marybeth Masker, Palmyra, N.Y.

Archaic or leading-cdge? Or just cheap? Anyway, check
out the trick on page 30. —Ed.

Promoting carnage

Since you've chosen to recognize the political
implications of your startup screen (May/June 1991,
page 10), I write to express strong objection to your
focus on the Pentagon's use of Aldus Persuasion as
part of its slick sale of death-dealing airplanes (May/
June 1991, page 19). I realize that desktop publishing
is in itself value-neutral, and can be used to advance
life or to urge its destruction. But your company

ought not to be so proud of its use for promoting
death, as the air force presentation was clearly in-
tended to do.

I have been happy to promote PageMaker as a
fine instrument to assist the work of many I know
who work for peace and justice. However, [ am
much less likely to do so now that you have revealed
your support for the use of your products by the
engines of murder and carnage. '

Wes Howard-Brook, Seattle, Wash.

Overly optimistic?

The house ad (“Aldus Magazine Design Con-
test”) on page 32 of your May/June issue prompts
me to write. During 22 years of teaching journalism
here at Humboldt State University, I've advised my
students that there’s no such thing as “first annual.”
The rationale behind the ban is that you may be
overly optimistic in assuming that, indeed, there will
be a second event.

The Associated Press Stylebook suggests saving “an-
nual” for the second and succeeding events.

I do enjoy your magazine—too bad it’s not
a monthly.

Howard L. Seemann, Eureka, Calif.

Actual
8.V image
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Sure, you're into computers, but how do you get your dog, or your house, or your f* '=
company into one? A Canon Still Video Imaging Kit may provide your answer. = f

As easy as taking a snapshot, it lets you convert any three-dimensional ~ 4% /
object into a digitized image, ready for use in programs like PageMaker," \P ﬁ d
Quark; Photoshop*and Persuasion’ '

Impressed? Call us for a free brochure and dealer -
locations at 1-800-221-3333 ext. 313.

- Enjoy uxinnded payments with the Canon Credit Card. Ask for detaits al participating Canon deahers and retallors
Available only in the U5,
Beand and product names are Irademarks of their respective holdars

Canon
STILL VIDEO

© 1991 Canon US.A., Inc,
One Canon Plaza, Lake Success, NY 11042
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Professional PostScript’Art

Jor Macintosh®, IBM® PC, NeXT", Sun

ClickArt EPS Illustrations

Images in EPS Hlustrations include business-oriented art,
maps, food & drink, travel & transportation, ﬁ)ons,
musical instruments, seasons, states, people & lifestyles,

nimals, and more.

Sugg. Retail Price: Macintosh or IBM PC §129.95

ClickArt EPS Animals & Nature

Images in EPS Animals & Nature include exotic animals,

ame animals, pets, farm animals, insects, trees, plants,
owers, grains, the Earth & solar system, dinosaurs,

shells, weather, seasons, dingbats, and more,
Sugg. Retail Price; Macintosh or IBM PC $129.95

ClickArt EPS Business Art

nages in EPS Business Art include computers and

business equipment, industrial & occupational symbols,
communications, presentation helpers, people, globes,
I[‘Zln."\pt)l'tilliﬂﬂ, LfOl‘pOi'EltL" icons, and more.

Sugg. Retail Price: Macintosh or IBM PC §129.95

New Professional PostScript Art:

ClickArt
EPS Sports & Games

Features major team & individual sports,
“adventure" sports, games, including lawn
& board games, equipment, borders, field &
court layouts, and more,

Sugg. Retail Price: Macintosh or PC: $129.95

L '1:9 (

i

New Professional PostScript Art:
ClickArt

EPS Symbols & Industry

Includes a selection of general business &
international symbols, military armaments

& ranks, medical symbols & equipment,
science & engineering symbols & equip-
ment, and much more.

Sugg. Retail Price: Macintosh or PC: $129.95

v & 1991 T/Msker Contpuny
Compirker e Postierip Adobe Sysicrm, NeaeT, Heddh, I | Sun, Sun Micraky
| L
. / . /

y s i 'y

ClickArt Events &
Holiday Cartoons

(Bitmapped)

including art for major
holidays, parties, an-

events, vacations, an
more,
Sugg. Retail Price:
Macintosh $49.95
IBM PC $69.95

e ]

ClickArt

Business Images

(Bitmapped)

Includes presentation
art, office equipment,

people, flags, map

symbols, arrows,
logos, food, and
more.

IBM PC $69.95

/Al Rigihis fogservid m‘;- Tollowidg ale regisiered gnd mm.-xfnlrmlmnl-\nurmulf\lu-unn[ung--lhmu i kAt “T/Makord, T/Misker Compny; “nnnunln‘fpph
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The latest from Phil Frank
— a collection of cartoons

nouncements, 5p0r1in ‘5

industrial & communi-
cations images, states,

Sugg. Retail Price:
Macintosh $49.95

Save
Up To

ClickArt $50|

Special Offers

Buy ANY SINGLE
EPS portfolio for

$79.95

Sugg. Retail Price: $129.95 (Mac or PC)

Buy ANY SINGLE
bitmapped portfolio for

$29.95

Sugp. Retail Price: Mac $49.95 or PC $69.95

To place an order, call

24-hour FAX 415/962-0201

T W 1390 Villa Street

Mountain View, CA 94041
TM™M# 373
Special Offer for Aldus customers! Hurry-offer expires 12/31/91
Offer good only when purchased directly from T/Maker.
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VICTIONS.

John Trappe was sentenced to a six-year-minimum
term for robbery and assault. While in prison he
earned an AA degree in English from a community
college, and was studying for a BA.

Based on his experiences, he wrote an article
entitled “Youth Institutionalized: The View from
Inside” and submitted it to his favorite newspaper,
the Christian Science Monitor. To his amazement, they
published it. The experience meant so much to him,
and he saw so much literary and artistic talent going
to waste around him, that he hatched the idea of a
prisoners’ magazine.

“When John suggested the idea to me, I said,
“You're crazy,’" recalls Jim Trappe, an owlish, gre-
garious professor of forestry at Oregon State Univer-
sity in Corvallis. “But I agreed to look into it. I found
out he was right, there wasn’t any such magazine in
existence. At that time there were about 750,000
prisoners in the U.S. and Canada—now there are a
million—and that seemed to me an adequate sub-
scriber base.

“Of course, | didn't realize that at least half of
them are dead broke.”

Being a university professor and researcher—he’s
one of the world’s leading experts on forest fungi,
with a specialty in truffles—]Jim Trappe applied his
orderly mind to the problem at hand. “I knew
nothing about prisons until John arranged for me to
become acquainted with the system,” he re-
calls. As he learned, his sense of outrage grew,
sharpened by the firsthand reports of his son
and his son’s fellow inmates.

The U.S. imprisons about 1 in every 235
people, a larger portion than any other indus-
trialized nation—including the Soviet Union
and South Africa. And the percentage of those
released who wind up back in jail is estimated
at 50 to 80 percent. Contrast this with Sweden's
rate of less than 10 percent.

- Yet, Trappe points out, nearly all prisoners
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Sugg. Retail Price: Macintosh or PC: §129.95
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Jim Trappe, publisher of Convictions magazine,
thought maybe this was the end. For months he and
managing editor Myrna Branam had been struggling
to launch their new magazine under an unusual
restriction: the magazine's editor-in-chief, Trappe’s
son John, was an inmate at Oregon State Peniten-
tiary. Countless manuscripts went back and forth by
mail, often getting picked over and discarded by
prison administrators, The editorial conferences took
place by phone or in the visiting room at the prison.

srugle o keep

John Trappe was sentenced to a six-year-minimum
term for robbery and assault. While in prison he
earned an AA degree in English from a community
college, and was studying for a BA.

Based on his experiences, he wrote an article
entitled “Youth Institutionalized: The View from
Inside” and submitted it to his favorite newspaper,
the Christian Science Monitor, To his amazement, they
published it. The experience meant so much to him,
and he saw so much literary and artistic talent going

Somehow, though, they had persevered, and were in mauﬁmn ﬂ]”a to waste around him, that he hatched the idea of a
the final fever of editing and layout. *  prisoners’ magazine.
Then the blow fell: John was caught with a “When John suggested the idea to me, 1 said,

weapon, a sharpened toothbrush handle he'd made “You're crazy,"” recalls Jim Trappe, an owlish, gre-
for self-defense, and was placed in disciplinary seg- BY garious professor of forestry at Oregon State Univer-
regation—the jail's jail, “the hole.” No phone calls, NICHOLAS  sityin Corvallis. “But I agreed to look into it. [ found
restricted mail. His father could visit him, carrying H. out he was right, there wasn’t any such magazine in

nothing in or out, for a total of 30 minutes a week. ALLISON existence. At that time there were about 750,000

But the Convictions team hadn't come this far to be
stopped by another obstacle. Already they had over-
come hostility from prison administrators, commu-
nication blockades, confiscations, and extreme skep-
ticism from all quarters as they tried to start a
magazine “by and for prisoners and their people.”

prisoners in the U.S. and Canada—now there are a
million—and that seemed to me an adequate sub-
scriber base.

“Of course, | didn't realize that at least half of
them are dead broke."”

Being a university professor and researcher—he’s
one of the world's leading experts on forest fungi,

Jim Trappe had taken out a second mortgage on his

house when other financing failed; Branam had ::::::::: with a specialty in truffles—]Jim Trappe applied his
neglected her flourishing desktop-publishing busi- 900 1ssue o  Orderly mind to the problem at hand. “I knew
ness forseveral monthsto get the magazine launched.  cowwicrions.  nothing about prisons until John arranged for me to

These were people on a mission.

So every week Jim Trappe arrived for “a very
busy 30-minute meeting” with his son the
editor. "I would smuggle in a list of that week’s
questions,” he recalls. “It was contraband—
you're not supposed to take any pencil or paper
in—>but I discovered they didn't search pock-
ets.” And in January 1990 the first issue of
Convictions, 52 pages of writing and artwork by
and about prisoners, rolled off the presses.

Convictions” origins are as unusual as every-
thing else about it. In 1986 the 18-year-old

become acquainted with the system,” he re-
calls. As he learned, his sense of outrage grew,

sharpened by the firsthand reports of his son
and his son’s fellow inmates.

The U.S. imprisons about 1 in every 235
people, a larger portion than any other indus-
trialized nation—including the Soviet Union
and South Africa. And the percentage of those
released who wind up back in jail is estimated
at 50 to 80 percent. Contrast this with Sweden's
rate of less than 10 percent.

= Yet, Trappe points out, nearly all prisoners
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will be released sooner or later. “We devote few
resources to preparing prisoners for reentry into
society,” he remarked in a recent talk, “Typically, we
take an 18-year-old who comes from a broken
home, who seriously abuses alcohol and/or other
drugs, and convict him of committing an impulsive,
stupid, harmful act. We put him in prison for several
years, during which we deprive him of opportunities
to mature emotionally or socially, to learn decision-
making processes, to gain much as far as job skills, or
to earn a meaningful income to save for his release.

“He is victimized by the absolute power of his
keepers and sees how civil servants can violate the
law with impunity. He learns to survive by mastering
Jjungle warfare tactics. Then, when he is sufficiently
schooled in these ways, we release him with an old
set of clothes, a few dollars, a bus ticket, and no job—
and admonish him to go and sin no more.”

Trappe concluded that not only do prisoners need
to develop marketable skills, which can include
literary and artistic ones, but they desperately need
the kind of self-esteem, pride, and challenge that an
uncensored prisoners’ magazine could provide.

So with a pile of manuscripts in hand, he began
searching for a desktop publisher. And one day he
walked into Myrna Branam's business, Word Design.

Branam is another unlikely crusader. A self-
described “little Mormon grandmother,” she re-
turned to college when three of hersix children were
grown; in July 1988, armed with a major in technical
journalism, a minor in computer science, a Macin-
tosh, and PageMaker, she launched a business in her
garage. Within a few months she had moved into
office space, and by the time Jim Trappe found her,
Word Design was a fast-growing operation (it now
has three full-time staffers).

Trappe and Branam hit it off right away. “Any-
body that gets involved in the magazine seems to end
up getting more involved than they planned,” says
Branam. “I took this on as just another client coming
into Word Design.” Now the phone is answered
“Word Design/ Convictions,” and both signs stand in
front of the shop.

As Trappe and Branam put out the first three
issues of the quarterly magazine, they encountered
an array of problems, some that are familiar to
most desktop publishers, others decidedly pe-
culiar to Convictions.

Take the problem of plagiarism. “The pris-
oners are very good at plagiarizing,” says Bra-
nam cheerfully. “We have to watch very care-
fully.” Of course, some plagiarists are more
subtle than others. The magazine's first issue
contained a searing story recounting the death
of a cellmate, entitled “A Death in Georgia.”
Some months later, Convictions received a sub-
mission entitled “A Death in Oregon.” It was
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virtually word for word the same story they'd pub-
lished, with names and places changed.

Obscene and vulgar language is another issue.
Anyone who spends a few moments reading an issue
would likely find some of the language offensive. “I
am a very strong Mormon, and I feel very strongly
about my religion,” says Branam. “But I'm also a
professional. As an editor, I have to make room for
these writers' voices. We’re not dealing with Boy
Scouts—they don't say ‘golly gee whiz.’

“However, [ will not tolerate certain things—
violence towards women, sadism. And they can use
the F-word to their heart’s content, but you'll never
sec the Lord’s name taken in vain in this magazine.”

Their biggest problem, though, has been getting
the magazine into the hands of its intended audience.
Both Trappe and Branam were surprised at the lack
of support, and at times open opposition, they
encountered from prison administrators. Their ini-
tial promotional mailing was sent to 600 prisons
nationwide, “We had multiple responses from about
50," says Trappe, “and dead silence from the rest—
key evidence that they didn’t get to the prisoners.”

This experience has been repeated again and
again, and Trappe has become something of an
expert on prisoners’ First Amendment rights and
how to defend them. In fact, his efforts earned him
the Oregon ACLU's 1990 Civil Liberties Award. He
has been to court, written to governors and newspa-
pers, and done administrative battle. And he usually
wins, since the law and the Constitution appear to
clearly support a prisoner’s right to subscribe to a
magazine. But the fight takes time, dedication, and
money. Says Branam, “Jim goes to war with the
prisons; I take care of getting out the book.”

Prisons are a maze of regulations, many difficult
to fathom—prisoners at one prison can use blue
pens, but not black; at another seven sheets of paper
are legal but the eighth is contraband. The firstissue’s
cover depicted a fountain pen with its tip resting in
the lock of a pair of handcuffs, with the caption
“Freedom through creativity.” This caused its con-
fiscation in several prisons, on the grounds that it was
demonstrating a way to pick handcuffs. “This is the
mind-set we have to deal with if we’re going to get
our magazine to its subscribers,” sighs Trappe.

But the magazine’s problems seem minor
(at least in the minds of these two optimists)
compared to its successes. One case in point is
Michael Carrigan. In August of 1987, Carri-
gan, an alcoholic, was living on the streets of
Salem when he was picked up for the murder
of a fellow transient—a crime he says he didn’t
commit. He's now serving a life sentence at
Oregon State Penitentiary.

Although he’d always dabbled in arts and
crafts, it wasn't until he got to prison that he
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began to paint seriously. He submitted a painting to
the contest Convictions held to solicit material for its
first issue, and won first prize. Now Jim Trappe has
helped Carrigan sell some of his work outside the
prison, with the result that Carrigan has a small
savings account and—perhaps more important—a
plan of action for his possible release on parole in 16
years. * Convictions means a great deal to me,” he says.
“l almost have to suppress my intense feelings of
involvement, because it leads to frustration—I can't
give it the help I want to.”

To others inside, the magazine has seemed to hit
anerve. Soon after its third issue, with a subscription
base of around 1,200, the magazine was receiving
300 pieces of mail a week. The letters are full of
phrases like “At last someone cares” and “You're our
hope, the incentive to keep our dreams.” Each copy
is read closely by at least 5 to 10 prisoners, and it
seems that every reader wants a subscription,

Going has been slow, though, due principally to
the obstructions thrown up by prison administra-
tions. After its third issue, published in summer
1990, Jim Trappe's second mortgage was exhausted
and Convictions temporarily suspended publication.
“We started out undercapitalized,” says Trappe,
“andit’s grown much more slowly than we'd hoped.”

So he and Branam are presently applying for
several grants, and plan to resume publishing “the
moment we get money.” With a good-sized cash
infusion, their goal is to put free copies in the hands
of at least 50 inmates in each major prison in the
country, offering subscriptions on a “bill me” basis.
Even the most conservative estimates of prisoner
finances, combined with the response rate Convic-
tions has achieved so far, would take them well over
10,000 subscriptions, which is their break-even point.

Eventually they foresee adding an ad salesperson.
Who'dbuyanad? “No one is too impressed with our
demographics at the moment,” admits Trappe. Ciga-
rette advertisers are an obvious choice, but the
magazine’s board has decided not to accept them.
Other possibilities are makers of items sold at prison
canteens—candy bars, weightlifting accessories—
and law firms, since about 25 percent of the subscrib-
ers are not prisoners, but relatives, clergy, and others
involved with the prison system from the outside.

John Trappe is due out on parole in 1994, when
his dad hopes to turn the publication over to him.
“I'm 60 years old, I want to go truffling,” he laughs.
However, he and Branam envision the magazine
eventually growing into a larger publishing com-
pany, putting out prisoner help directories, hand-
books on reentry, and the literary or artistic work of
cons and ex-cons, It could also develop an investiga-
tive prisoner-rights and prison-reform arm.

For now, though, the problem is getting the next
issue out. [§)
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By JOHN D. BERRY

oward the end of the first meeting of the
Aldus Graphic Arts Advisory Board (see
the news story on page 13), we gathered
half a dozen of the participants in one
room and asked them to talk to each other
and to the readers of Aldus Magazine.

The participants in our round table were Michael
Cronan, Yuichi Inomata, Michael Manwaring, Steve
McKinstry, Erik Spickermann, and Margaret Youngblood
(see the biographical sketches on page 26). We set the stage
by asking what a designer is, how one becomes a designer,
and how the computer has affected the process. Below are
some extracts_from what followed.

Steve McKinstry: For one thing, the computer has
brought the tools, the terminology, and even some
of the techniques of design to a greater mass of
people. And now that they have these tools, there is
pressure on them to do it right. So [ think there's a
stronger desire to understand design.

Michael Manwaring: We face a really interest-
ing dilemma. Ifit's happening to me, [ know it must
be happening to lots of designers. We get asked by
computer companies, magazines, whatever, to help
people who have design tools but don't know what
design is. And I wonder, “Do I really want to be
doing this?" I've been teaching for 15 years, and we
teach design in a cultural context. We would never
allow anyone to go through the school just taking
design classes. The point is to try to show students—
without being too obvious about it—the connec-
tions among their English class, their Eastern Art
History class, their Scientific Method class. Learning
design is not just a how=to or a step-by-step.

So I think, What could I possibly teach these
people other than to give them a new set of tricks?
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Six graphic
designers
converse
about the
nature of
their
profession.

It's the wrong way to teach design. I do believe that
designers should be involved in education. But when
people want quick help, it's out of context. We wouldn't
do that at school. No decent design school would.

McKinstry: There are no shortcuts to good
design. Everybody feels that the computer provides
shortcuts. While I think there are shortcuts to tech-
niques for technicians, [ don’t think there are short-
cuts for making design judgments.

Michael Cronan: | think you have to ask,
“What is design?” Is it the shape that a product takes
when it’s completed? Is it the surface of a page? |
think we’d all agree that design’s much more than that.

For one thing, it's a mode of inquiry, a way of
finding out about stuff. And I don't think you can
teach that from a rule base. Saying “Don't do this, do
do that” is eventually going to come up and bite you

MICHAEL MANWARING, YUICHI INOMATA
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MARGARET YOUNGBLOOD

in the butt, because that's not what you can success-
fully do with people. One thing you can do with
them, though, is give them tools—whether literary
tools or technological tools—so they can conduct
that inquiry so much better. That inquiry might be
public, it might be group-oriented; it might not even
produce an object. It can be personal, a kind of
plumbing of your own depths.

[ think one of the things people are doing with the
computer is trying to get access to this mode of
inquiry. Because design as a mode of inquiry can
affect and improve many aspects of what you're
doing. The message to me that design puts forward
is: you must live your life well.

Erik Spiekermann: Can we perhaps bring it
back to the level Aldus Magazine is trying to address?
You're not trying to teach people to design. I think
we agree that this is impossible in a magazine. But
you're teaching people to use your products. And to
take the structure of a given message—whatever
structure is available or has been given to them—and
make it legible, make it inform or communicate, Or
at least make it sort of physically digestible.

For that, there are alot of hard rules you can apply.
There are almost facts. Some things are more legible
than other things. So a magazine like yours gives
people those crafts—kerning, leading before and
after, all those silly things that everyone uses. My
simple advice to all students always is: “Learn all of
the rules and then break them.” But don’t break
them beforehand: learn them,

McKinstry: | sometimes wonder, though, if the
software and computerindustry doesn't promote the
idea that things come more easily than they really do,
because it sells products. T think that’s a mistake. I
also think it’s a disservice to the public that a designer
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“It seems
like a lot
of what
is said
here is
based on
the fear
that
somehow
these
people
are going
to figure
out what
we do.”

Margaret
Youngblood

tries to attend—if you see people have certain tools
and can talk the talk, you believe you're going to get
the service you need. The client can be convinced
that they’re going to get as higha quality through this
very shortened learning method as they would from
any other method.

Manwaring: [ think that's exactly the point.
There was a television commercial in San Francisco
where a very loud and aggressive salesman was telling
you, “Be a graphic designer! You're bored with your
job; be a graphic designer!” A lot of things right now
are trivializing the term “graphic design,” and form-
ing in the public’s mind what a graphic designer is.

We still get a lot of clients who had never even
heard of graphic design three months ago. These
kinds of people are impressionable, and they should
know that there are designers who can give them
value for their money. It's not just decorating a
brochure. And I think we want to let the public
know that there is a difference, and that they're not
going to learn design by buying a piece of software
or subscribing to a magazine or buying a book.

McKinstry: People can throw around the termi-
nology and mimic the examples you give them—
templates are mimicry. That’s all good, but to get
beyond the mimicry stage and do what design calls
for takes training.

Margaret Youngblood: I don't disagree with
what you all are saying. But it seems like a lot of what
is said here is based on the fear that somehow people
are going to figure out what we do. And we want to
protect our field.

On the one hand, sure, software can provide a
toolkit of parts and create the style and everything
else, but what won't be there is the thought behind
it, the idea. And maybe that’s where the difference
is. However, we're really sepatating design from art,
and maybe there shouldn’t be that much separation.
[ mean, everyone can be an artist, can't they?

McKinstry: What do we have to be afraid of?
Whatever develops in technology, standards are set
by the best practitioners, and the best practitioners
are decided by peer group and by believable success
in the product. We're using the latest tools, too, so
we have a chance to elevate our own level of work.
The only fear I have is in my dislike of hucksterism.
Ifa client believes that by bringing in a Macintosh all
his problems with designing information are solved—
if someone convinces him to buy the tools and not
train people adequately—that’s hucksterism.

Spiekermann: But then they come crying back
to us.

Youngblood: But that might be all they need.

McKinstry: True.

Cronan: Part of the process in school is to create
artificial deadlines in order to achieve a certain level.
In this culture we're not bred to study stuff just for
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its own sake—we're bred to study stuff so we can pass
tests and get accreditation. That's really damaging,.

I think that most of the people in this room today
sort of backed into graphic design through a series of
almost calamitous events. [t wasn’t something we
were born and bred for. But now we're breeding
graphic designers, and I think some young people are
throwing the baby out with the bathwater in terms
of their life experiences. People grow up in this
environment that says graphic design is an extraordi-
narily important thing, and you should pay attention
to all of the infinite rules of graphic design. When,
in fact, I think it boils down to basic things like
legibility—and then it’s your heartstrings after that.

If you get too focused on being a widget sculptor
ora widget engineer, you lose track of the rest of the
things you need in your life. And one of the essential
things graphic design—orany kind of design—needs
is a bigger view. To the extent that a computer can
provide us with a bigger view, it’s good. To the
extent that a computer can limit us down one
channel, it's bad.

Yuichi Inomata: I have taught in many situa-
tions in Japan—teaching both older and younger
people. We once gave seven-year-old kids 30 color
Macintoshes with PixelPaint already opened. It was
such a good situation! Kids don’t need teaching
sometimes. Everything was very easy, very smooth.
They don't need to learn to click or drag or about
menus or anything—they don’t need it. But, on the
other hand, older people need meaning. It’s so hard
to teach what logic is, what software is, what hard-
ware is. The educational level of each age is different.

Spiekermann: In Europe, it's quite different
from country to country. In Italy every designeris an
architect, sort of a little Michelangelo. But there's no
graphic design tradition whatsoever. The same in
France. There's a little advertising, but hardly any
graphic design to speak of. And nobody can write a
coherent sentence about design in France and Italy.
They are almost design illiterate.

In Northern Europe, it's quite different. In Ger-
many, when people talk about design, they mean
product design or engineering design—you know,
design in the drive shaft of a Mercedes or the shape
of a freezer. Graphic design is the guys that do the
posters and the record covers, perhaps even the book
covers. But nothing else. Everything else that we call
design is covered by the advertising industry.

It's not quite so true in England, and it’s not true
at all in Holland. Holland is like a model land for
design. It's almost gone to the extreme that every
village pond has been squared, and there’s a sort of
design fence around it.

To the public, otherwise, I think the impression
is very much like here. Designers put the icing on the
cake. Design is still seen as frivolous, “We solve
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design puts
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Michael Cronan

problems,” we claim. And people say, “Oh rubbish,
you don't; you design the posters.”

Cronan: One time a president of a corporation,
a pretty successful guy, in an attempt to compliment
me, said, “You know, what you guys do is really
value-added to us.” [ felt like taking a rusty spoon
and committing seppuku.

Spiekermann: [ think what Steve said about
mimicking is very important. We can almost liken
someone buying a new piece of software to a baby
being born. In your first few years you learn your
language from mimicking your parents. You're not
born with it, but you grow up with it. And then only
later, when they send you to school, do you get the
theory behind it. You learn something about the
syntax you've been using. Then you get abstract
ideas about it.

Using that sort of parallel, all you can do is give
people things to mimic for a couple of years, until
they reach a certain level of curiosity or literacy or
whatever. And then they have to go to school,
whetherit's Cranbrook or California College of Arts
and Crafts or someplace else.

McKinstry: Another interesting question is
whether, 10 or 20 years from now, designers will be
doing anything we'll recognize as graphic design.

Spiekermann: How do you mean?

McKinstry: Well, for instance, I wonder how
the field will be affected by social and economic
concerns. There's so much concern about trees as a
renewable resource, and about pollution and the
environment generally, that it seems possible that
could affect the kinds of things that are put on paper.

Paper is still the most controllable form of infor-
mation—you decide when to read and for how long,
when to turn the page, when to put it away. You
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don’t need to boot anything up or use any special
equipment. I could go on and on. But if anything is
going to produce a change in medium, [ think it's
going to be economics and social concerns.

Manwaring: If we're talking about 10 to 20
years, | think pictures will still be here. And if
pictures are still with us, the meaning of pictures will
be with us, right? And if meaning is still with us, then
how we make pictures—whether it's electronic, or
oil, or whatever—doesn't really matter. It's a picture.

[ hate to talk about what I teach, because I teach
a very long, drawn-out process, and hit about six
different oblique angles. But [ do tell students that I
think people—nondesign people, the public—re-
spond better to representation than abstraction. That's
my theory. And of representation, they respond
better to living things than to nonliving things. A
bunny rabbit over a rock. Of living things, they
respond better to human beings than to mammals or
raccoons or whatever. And of human beings, the
picture that people respond to most of all—if you
really want to grab somebody—is a portrait of
themselves. That's what they're most interested in. |
think that's been true through history, and I don’t
think it's ever going to change.

McKinstry: There also another factor: human
nature's desire to record and save recordings.

Spiekermann: To leave marks.

McKinstry: To leave marks and have control. To
leave tangible evidence of passage. Paper can do that.
“Oh boy, let's get out the family album of disks!"
People want to save information so that it seems to
really exist. I don't think everyone's convinced that
it really exists in the electronic realm. [§}

John D. Berry, who moderated this discussion, is a
typographer, book designer, and freelance writer in Seattle.
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to all
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rules and
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But don't
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Erik Spiekermann

Michael Cronan s president and principal designer of
Cronan Design. His work was featured in Venice at the
Museo Fortuny exhibition *Pacific Wave: California
Graphic Design.” Cronan Is president of the American
Institute of Graphic Arts/San Francisco, and is an
Instructor of graphic design at the California College of
Arts and Crafts,

Yuichi Inomata is one of Japan's leaders in the use of
Macintosh computer technology. In 1986 he brought
the first Linotronic Imagesetter to Japan. Last year he
formed the Macintosh designers Network, which pro-
vides user support and graphics software seminars,
and publishes MdN magazine, a quarterly, 100-page
color design magazine,

Michael Manwaring’s design studio, The Office of
Michael Manwaring, Is a muftidisciplinary design firm
with an international cllentele. In 1982, The Office of
Michael Manwaring was selected by the San Francisco
chapter of the American Institute of Architects to design
its centennial exhibition at the San Francisco Museum
of Modern Art. Manwaring was the subject of a profile in
the June 8, 1987, issue of Time. He teaches at the
California College of Arts and Crafts In San Francisco,
where he won the Distinguished Faculty Award in 1988.

Steve McKinstry, design director for Macintosh Today,
was the first to take a publication direct from the
Macintosh to four-color film, and also the first to use
desktop-created color photographic separations.
McKinstry is a consultant to magazines and newspa-
pers wishing to convert to Macintosh and PC technol
0gy. He s currently working with Time Inc. to convert the
designs of Sports lllustrated and Sports lllustrated for
Kids to the computer.

Erlk Splekermann is a type designer, graphic designer,
and typographic consultant. His studio in Berlin,
MetaDesign, specializes in corporate design work and
complex design systems, as well as delicacles like
forms and schedules. His latest typeface design is ITC
Officina. He is a principal in The FontShop, a worldwide
supplier of high-quality device-independent fonts. His
Rhyme & Reason: A Typographical Novel has been
translated Into English.

Margaret Youngblood, of San Francisco's Landor Asso-
clates, has directed identity programs for American
Express, Southwestern Bell, Carnegie Hall, RCA-Colum-
bla Pictures, and Hyatt Hotels and Resorts, She has
studied In both the U.S. and France. Her design work,
besides having received numerous awards of excel-
lence, Is included in the permanent collections of the
Library of Congress In Washington, D.C., and the Louvre
and the Musée des Arts Décoratlifs in Paris.
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= Windows screens, including Windows 3.0, at a maximum resolution
of 1024 by 768 by 256 colors,
= text or graphics screens :
= fext or hi :
= fext or

K of memory to spare for a TSR?
:stination format?
resolution independ

shics screens from VGA, MCGA, E

fort

PostScript  EPs/Al
language

ed size and area before saving?
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= HPGL plotter output for conversion to supported vector and raster formats?

What do you use if you want to fax
= formatted text with original attributes via your fax card?
= integrated text and graphics from PageMaker or your word processor via
your fax card?
= documents via you
printed documents?

ax card that arrive looking remarkably like Laser]et

' What is better than PageMaker |
for your desktop publishing?

" PageMaker .

Inset Systems

71 Commerce Drive, Brookheld CT DGB04 3404
203:740-2400

g V_V‘ith |

b
i

FAX CARDS
Brooktrout
Calculus EZ-Fax
Canon Nav%a‘lur
Complete Fi
EverFax
Fremont FAX98
Fujitsu dexNET
GammaFax
Hayes JT Fax
Imavox TurboFax
Intel
JetFax
NetFax Manager
perfectfax
Relisys TEFAX
Ricoh
SciFAX
SMARTFAX
SpeclraFAX
WoarldPort
Xerox MicroFax

ASCII Text
Text Screens




Announcing the First Annual
Aldus Magazine Design Contest.

Show off your work! Win a trip to Venice,
@ color computer system, or software!

Don't be shy. We want to see the beslt work our
yeaders are creating with Aldus products. Thal's why
we're launching the First Annual Aldus Magazine
Design Contest

Our Grand Prize winner receives a choice of a
Lmn‘l\hanf_{ trip to Venice—home of our namesake,
Renaissance publisher and type designer Aldus
Manutius—OR a full.color Macintosh ar PC system
he winner in each category gets his or her choice of
an Aldus software product (including the Silicon
Beach Software line). And everyone who enters
receives a specially designed Aldus Magazine Design
Contest T-shirt

In addition, we'll publish the submissions of the
Grand Prize winner and the category winners in our
First Annual Design Contest issue, coming this
November

Our distinguished panel of judges will be looking
for beautiful things that work. To be eligible, you
must be a registered user of an Aldus product; your
submission must have been principally created using
Aldus PageMaker, Aldus FreeHand, or Aldus
Persuasion; and it must have been printed,
whlished, or presented since January 1, 1990
r Deadline for entries is August 16, 1991. Winners
will be notified on or befare September 13, 1991
L‘mn;}lmr credits will be requested at that lime,
Categories
1 Annual report
lr’.-’ Magazine /Journal
3 Newspaper
U Brochure/Mailer
5  Display ad
6 Newsletter
{7 Technical documentation/manual
B Book
B ldentity system (including letterhead,

business card, signage, etc.)
10 Logo
{11 Hustration
12 Technical illustration/Infographic
13 Poster
14 Packaging
15 Book cover
116 Pernodical cover
17 Persuasion slide presentation
18 Persuasion overhead presentation
{19 Persuasion onscreen presentation
FJI) Other

F O R E N T R

ALDUS MAGAZINE
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Design Contest

Preparation of Entries

All entries must be received by Aldus Magazine by 5
p.m., August 16, 1991. Sorry. no entries can be
returned. All entries must be submitted as hard copy
(except for on-screen presentations), as well as on
disk, Logos should be submitted as a black-and white
photostat or Velox. Oversized items (e.g.. packaging)
should be submitted as 35mm shdes. No loose
slides. please-—submit in transparent sleeves

Please limit the elements of an identity system to five

items. Non'U.S. entrants should mark each package
“Malerials for contest entry. No commercial value
Forms and Entry Fees
You must be an Aldus registered user to enter. Every
entrant receives an Aldus Magazine Design Contest
T:shirt (for first submission only). The $15 entry fee
covers handling of the first submission under one
name. Additional submissions under the same name
are $5 each. Please attach an entry form to each
submission, and include a check or money order in
U.S. funds payable to Aldus Magazine Design
Contest, Entries received withoul either form or fee
will be discarded

Submission of entries to Aldus Magazine
acknowledges the right of the magazine 1o use them
for publication in the November/December 1991
issue, and for reprints, overprinls, and/or exhibitions
promoting the contest
Prizes
Grand Prize Winner. Winner's choice of: (a) Trip for
wo to Venice (includes airfare from the major city of
your choice in the U.S. or Canada and six nights’
lodging in Venice); OR (b) Macintosh llci with 5 MB
RAM, 8O-MB hard disk, extended keyboard, and 19
color monitor; OR (¢) Compaq 386/20e with 4 MB
RAM, 110-MB hard disk, extended keyboard, and
NEC MultiSync monitor

Category Winners. Winner s choice ol any single
software product from the Aldus product line, (Aldus
Magazine reserves the right not to award a prize in
every category.)

Mailing

Mail or express entries o

Aldus Magazine Design Contest
Aldus Magazine

P.O. Box 4910

100 South King Street, Suite 320
Sealtlle, WA 98104

I you have questions, call us at (206) 628 2321. Employees of Aldus Corporation or of its advertising agency are prahibited from participating
Noid where prohibited by law. All federal, state, and local laws and regulations apply. Taxes on prizes are the sole responsibility al the prizewinners
|

.



It's pound foollsh to count your sllk purses before they're a penny earned.
Anonymous

S EC O ND

AN NU A L

Entry Form Aldus Magazine Design Contest
Please il out this form and attach it se

ey 1 S !
Please (photocopies are OK). Fee 53 V9 yaur submission. One form per submis

2 1or first entry, $5 Or ¢ I i A0y |\ e s
entry, $- i achclin Y unde 1
i B

name

Name

Title

Addross

City

Category of submission (please ¢

; Ircle)
1 2 3 4 5 g

7 8 9 10 11 12 13 14
[_uthmﬁplo.‘lu describe)

Aldus product(s) principally used

! (please ch.
DAl.lns PageMaker Q aAldus Free e e e

Hand @ Aldus Persuasion g

Aldus Magazine
Design Contest
Aldus Magazine

*lease check one:
d This is my first entry (

AThis s an additic
ntry fee enclosed

Certity that the enc

@ contest, | under

nature

3INg the Aldus product(s) checked
ovember/December 1991 issue

$15 enclosed); T-shirt size |
: T-shirtsize is Qmed Q
nal entry (§6 enclosed) ' . ’

as DC eck u money orde

closed sy Ission is m n nal w. was
d submissic IS my ow original ork, and that twa

a8

.:lbDVG | grant Aldus Magazine the right to r
and in any repnnts, over

stand that my submission won't be returned to me

Jhe “second annual” anything is fraught

with danger. Instead of originality, you can fall
into self-imitation. You can try to re-create the
past instead of moving into the future.

Soon after our first ad for the Second Annual
Cheap Tricks Contest appeared, we began to
worry. Some mail had come in, but it contained
tricks we'd already published. Or it contained
tips instead of tricks—clever, useful things
involving our software, but without two key
qualities. A great Cheap Trick saves money, but
also has a certain aesthetic: it's a system-
beater, it's a scavenger's delight, it's snake oil.

Is the well dry? we thought. Did all the good
ones get used up last year?

Then Dana Wiser's submission arrived (“Poor
Man's Scanner,” page 32). One look at the

July/August 1991

Principally created
eproduce It in their

Prints and/or exhibitions promoting

P.D. Box 4910
0 S, King St
eattle, WA 98104

¢ Suite 320

photo of his Rube Goldberg operation—the tin
lamp, the tissue paper, the inexpensive flatbed
scanner doubling as a slide scanner—and we
knew the well wasn't dry. Over the next few
weeks tricks came in by the dozens.

The best 16 are reproduced in this section—
new tricks, and new twists on old tricks. All of
them win an Aldus Magazine sweatshirt, and
the top 5 winners (“Big Tricks") each get their
choice of Aldus software. In addition, we got
some samples that didn't represent a new
trick, but were just so appealing that we wanted
to show them to you. They're in our Gallery of
Cheapness on page 35.

Have a look. Something in these pages
should produce a tingle in your pocketbook and
a sly grin on your face,




Announcing the First Annual
Aldus Magazine Design Cont

OV

est.

Don't be shy, We want 10 see the best work our
yeaders are creating with Aldus products. That's why
we're launching the First Annual Aldus Magazine
Design Contest,

Our Grand Prize winner recelves a choice of a
weeklong trip to Venice
Renaissance publisher and type designer Aldus
Manutius—OR a full-color Macintosh or PC system
The winner in each category gets his or her choice of
an Aldus software product (including the Silicon
Beach Software line), And evervone who enters
receives a specially designed Aldus Magazine Design
Contest Tshirl,

In addition, we'll publish the submissions of the
Grand Prize winner and the category winners in our
First Annual Design Contest issue, coming this
November

Our distinguished panel of judges will be looking
for beautiful things that work. To be eligible, you
must be a registered user of an Aldus product; your

home of our namesake,

submission must have been principally created using

Widus PageMaker, Aldus FreeHand, or Aldus

Persuasion, and i1 muslt have been printed,

published, or presented since January 1, 1990
Deadline for entries 15 August 16, 1991. Winners

vill be notihed on or before September 13, 1991

Complete credits will be requested at that time

L Annual report

2 Magazine/Journal

3 Newspaper

4 Brochure/Mailer

y  Display ad

6 Newsletter

{  Technical documentation/imeanual

B Book

9 ldentity system (including letterhead,
business card, signage, elc.)

10 Logo

1 Nlustration

2 Technical illustration/Infographic

3 Posler

4 Packaging

5 Book cover

6 Periodical cover

L7 Persuasion slide presentation

18 Persuasion overhead presentation
19 Persuasion on-screen presentation
20 Other

1
1
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Il you have questions, call us at (206) 628 232
1
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art
S50 l‘f,lnf!'l in
U.S. funds payable to Aldus Magazine Design
Cantest, Entries received withou!t either Torm or fee
will be discarded

Submission of entries to Aldus Magazine
acknowledges the nght of the magazine o use them
lor publication in the November /December 1991
issue, and for repnnts, overprints, and/or exhibitions
promoting the contest

Grand Prize Winner. Winner's
Ilwo o Venice (includes airfare from the major city of
your choice in the U.S. or Canada and six nights’
lodging in Venice); OR (b) Macintosh llci with 5 MB
RAM, 80-MB hard disk, extended keyboard, and 19
color monitor; OR (c) Compag 386/20¢ with 4 MB
RAM, 110-MB hard disk, extended keyboard, and
NEC MultiSync monitor

Category Winners. Winner's choice of any single
software product from the Aldus product line. (Aldus
Magazine reserves the right not to award a prize in
BVery ( .||:-11‘u|\ |

choice of: (a) Trnp for

Mail or express entries to

Aldus Magazine Design Contest
Aldus Magazine

P.O. Box 4910

100 South King Street, Suite 320
Sealtle, WA 98104

1. Employees ol Aldus Corporation or of 118 advertising agency are prohibited from participating
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It's pound foollsh to count your sllk purses before they're a penny earned.

Anonymous
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J he “second annual” anythingis fraught

with danger. Instead of originality, you can fall
into self-imitation. You can try to re-create the
past Instead of moving into the future.

Soon after our first ad for the Second Annual
Cheap Tricks Contest appeared, we began to
worry. Some mail had come in, but it contained
tricks we'd already published. Or it contained
tips instead of tricks—clever, useful things
involving our software, but without two key
qualities. A great Cheap Trick saves money, but
also has a certain aesthetic: it's a system-
beater, it's a scavenger's delight, it's snake oil.

Is the well dry? we thought. Did all the good
ones get used up last year?

Then DanaWiser's submission arrived (“Poor
Man's Scanner,” page 32). One look at the
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photo of his Rube Goldberg operation—the tin
lamp, the tissue paper, the inexpensive flatbed
scanner doubling as a slide scanner—and we
knew the well wasn't dry. Over the next few
weeks tricks came in by the dozens.

The best 16 are reproduced in this section—
new tricks, and new twists on old tricks. All of
them win an Aldus Magazine sweatshirt, and
the top 5 winners (“Big Tricks") each get their
choice of Aldus software. In addition, we got
some samples that didn't represent a new
trick, but were just so appealing that we wanted
to show them to you. They're in our Gallery of
Cheapness on page 35.

Have a look. Something in these pages
should produce atingle in your pocketbook and
a sly grin on your face.
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DOWN SLIDING

BlG TRICK

Create your own slides
in PageMaker.

The lowest price for imeging a
Persuasion slide Is about $3 to $5,
even at the deepest-discount slide
service bureaus. If your budgetwon't
bear that (or if you need results in a
few hours), you can fake up home-
made slides with PageMaker, some
simple equipment, and a lot of moxie.
The results aren't exactly high-end,
butthey'll do for some situations. We
received two basic variants.

Example 1. Two readers submit-,

ted the idea of laser-printing onto
acetate, cutting that up, and mount-
Ing the cut-up pieces in slide mounts,
First measure your slide mounts and
set up a template in PageMaker,
leaving sufficient margins around
each for mounting. You can probably
fit 20 to 25 on a letter-size page.
Then add your type and artwork (a
type size around 6 points seems to
work). Manually feed transparency
film into your laser printer, and use
the venerable sprayfix Cheap Trick
to darken the toner—see July/Au-
gust 1990, page 29. Then cut the

Thrift, thrift, Horatlo!
Willlam Shakespeare, Hamlet
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HAND BINDING, PERFECTLY

BlG TRIGK

A penny sav'd 's a penny got.
William Semerville

individual slides out and mount them.
The whole process is fast and the
slides cost literally a few cents eabh.

Our Champion in this category, Jill
Overton, takes the process one step
further by adding cheap color. (Her
samples appear in the Gallery of
Cheapness on page 35.) Sometimes
she starts by printing onto colored
acetate. But after the slides are
printed, she adds color either by
taping on colored gels (she uses
Rosco brand) or by simply drawing
right on the slide with colored mark-
ing pens. Tacky, you say? Sure. But
highly personal, and cheap. And they
look surprisingly good when projected.

Jill Overton, Raleigh, N.C.; Brian
Sooy, Elyria, Ohio

Example 2. If you have a decent-
quality 35-mm. camera, PageMaker,
and a laser printer, try this ingenious
trick. Print out your slide copy, black
type on white, on 8%/2" x 11" paper.
Then prop each sheet up in a copy
stand, point some bright lights at t,
and take a photo with an orange"f;r
yellow filter over the lens. (Try Ekta-
chrome 64 film, an f-stop of 8, and a
shutter speed of 1/30.)

Then take your film to any quick-
processing lab and—even though
they'll look at you like you're crazy—
ask for it to be processed as C-41
film, not E-6 (I.e., color print film, not
slide film). When it comes back, put
it in slide mounts. Each frame will
have a pleasing medium-blue back-
ground with reversed-out white let-
ters, since what you're actually
mounting Is a color negative. It's a
very conservative and surprisingly
handsome result. (You can even in-
clude photographs, “Inverted” to a
negative image, but the laser dot
pattern will be apparent when pro-
Jected.) Cost for 100 slides is around
20 to 25 cents each, and the whole
process takes only a couple of hours.

Gary Dorn, La Crescenta, Calif.

Perfect-bind your
own books, using easlly avallable
materials.

Small-run booklets are easy to
produce on the laser printer. But
what if they're too thick for saddle
stitching (staples in the gutter)?
Here's a solution.

1. Printout as many copies as you
need, double sided and collated.
Stackthemall atop one another, with
a plece of scrap paper between each
complete set. (Colored paper is easy
to spot.) Jog them flush on all sides.

2. Set aweight (a brick works well)
on top of the stack. Then apply pad-
ding compound (available at most
printing supply stores; be sure to get
white) to the gutter edge, using two
coats If necessary.

3. When the compound has dried
(typically overnight), slice the indi-
vidual books apart with a straight
razor or knife. Take care not to slice
into agood page, although the bound
edge Is flexible enough to let the
books bend backwards. Discard the
separators.

4, The covers need to be wide
enough to cover the front, back, and
spine. Laser-print them on heavier
stock, and score the two folds for the
spine with adried-out ballpoint pen or
a butter knife. Attach them with pad-
ding compound or craft glue, and trim
if needed.

William Donegan, Melrose Park, Il

Aldus Magazine



PERSONALIZED POST-ITS

TRICK

Laser-print onto
Post-It™ notes.

The ubiquitous Post-It note can be
considerably more effective if it's
personalized. Set up aletter-size page
in either PageMaker or Aldus Free-
Hand, and draw a hairline box, with
no fill, the size of the note you want
to print onto. Clone or copy/paste to
fit as many onto the page as pos-
sible. Print as many coples of this as
you'll need.

If you're using Aldus FreeHand,
select all the boxes andsend them to
a background layer; then, on an ac-
tive layer, you can add your text and
artwork to one box, then clone and
position it over all the others. In
PageMaker, you'll need to add the
text and artwork, copy and paste,
and then delete the boxes.

Now peel off blank Postits and
stick them to the template sheet(s),
sticky edge towards the top, and be
sure to rub them down well, While
this sounds like it should fall into the
“do not try this at home" category,
I've never lost a note inside my Laser-
Writer. (Editors' note: It worked fine
in our one trial on a LaserWriter ||
NTX, butif anything goes wrong, don't
tell the printer repairman that we
recommended this,)

Lee Shiney, Wichita, Kans.

July/August 1991

Economy . . . consists not In saving but in selection.
Edmund Burke

A NIFTY MAILER

TRICK

Create an economical return
maller.

Almost everyone wants to save on
printing and postage costs. Here's a
greatideaforaone-piecereplymailer.
It could be printed commercially or
fed twice through a laser printer.

The two elements on side A, up-
side down to one another, are an
address area (preprint your return
address, then handwrite the
recipient’s address or use a label,
and affix postage); and a reply form
for change of address, registration,
or any other kind of customer reply.
Folded on the dotted line, this is the
outside of the outgoing mailer,

Side B's two elements, sharing
the same orientation, are a mes-
sage to your recipient and a busi-
ness-reply-mail area addressed back
to you. The customer fills out the
form, detaches the bottom half, and
drops It in the mall,

This could also be used as a
magazine insert. The customer sends
you back both halves with his order;
you detach them and return the bot-
tom half, creating an instant confir-
mation to the customer with a mini-
mum of administrative hassle for
you.

James S, Mosvick, Austin, Tex.

Outside

NO LINO? TRY A STAT

[RICK

Achleve high resolutlon by
photostatic reductlion.

It's a reasonably well-known trick
to reduce your laser-printed output
on a photocopier to achieve a higher
effective resolution. Copier output,
though, isn't perfectly clean; dots
blur, especially after a few genera-
tions, and streaks and specks are
common,

Naturally, high-end imagesetter
output is the best solution. But it
costs money, and maybe there's no
service bureau nearby.

Well, how about a print shop?
Most have a statcamera, and charge
only a few dollars for a stat. If you
laser-print any line art or type at
300% of final size and have a stat
made at 33.3%, you'll wind up with
a very clean 900-dpi result.

Jeffrey A. Work, Independence, Ky
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Light bulb
with reflector

Tissue paper

Transparency Glgn
Flatbed -lcarmer

BIG TRICK

Make FPO 35-mm. scans on an
ordinary flatbed scanner.

As our catalog shop considered
switching over to PageMaker from
conventional paste-up, one persis-
tent question was: How could we get
for-position-only (FPO) scans of 35-
mm. color slides for our color sepa-
rator to strip to? After some experi-
mentation, we found away to use our
flatbed scanner.

Remove the slide from its mount
and place it on the scanner bed; you
may want to lay a plece of glass on It
to keep it flat. Suspend an electric
light directly above the scanner, with
some tissue paper or frosted ac-
etate to diffuse the light. Experiment
with your setup: on one scanner, a
25-watt bulb inside a cheap metal
reflector, about 7 inches above the
scanner bed, worked; on another, a
100-watt bulb had to be only a few
inches away. The results aren't pub-
lication quality, but they're fine for
FPO artwork.

Dana Wiser, Ulster Park, N.Y.

Frugallty Is the sure guardlan of
our virtues.
Brahman proverb
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Thrift Is the Phllosopher’'s Stone.

Thomas Fuller

REALLY REAL WORLD
PAGEMAKER

[RICK

Create a template on the
computer for cutting wood oi
metal.

Aldus FreeHand and PageMaker
are well known for the precision they
bring to drawing and layout—circles
are perfectly round, lines are straight,
measurements are precise, It's sur-
prising, then, how infrequently that
precisionistaken intothe “real world.”

But it's very easy with either appli-
cation to make a template for drilling
or cutting materials. Dimensions, hole
locations and sizes, borders for cut-
ting, even text Instructions can be
laid out and laser-printed. Then just
glue the printout onto the wood or
metal to be cut (glue stick works well,
since you don't want too strong a
bond). After the work is complete,
remove the template and sand the
wood or clean the metal, to remove
the residue.

Doug Reed, Arlington, Tex.

SCAN ANYTHING

[RIGK

Try scanning anything you find, to
make a background.

If you have access to a flatbed
scanner, don'tthinkyou're limited to
scanning photos and artwork—try
laying almost anything interesting on
the bed and see what you get. Look
especially for things that have tex-
ture: fabric, torn or crumpled paper,
aluminum foll. The results are often
dramatic, and if you have agrayscale
editing program, you can play with
the results still further. An especially
striking example: make a photocopy
with the lid of the machine open,
then crumple and uncrumple the re-
sulting toner-covered sheet. Scan it
and vollal faux marble,

Charlene Anderson-Shea, Hono-
lulu, Hawall

INSTANT ARTIST

TRICK

Customlze your clip art.

This one seems basic, but it es-
capes many people. If you need an
image that you don't want to draw
from scratch, and nothing in your clip
art library is right, think about custom-
izing an existing image. It's often
remarkably quick and easy—change
an adult into a child by resizing and
reproportioning; change aleapingten-
nis player into a kicking soccer player;
change a truck Into a bulldozer. Use
your Imagination, and piggyback on
the clip art illustrator's expertise.

Evelyn Eisele, Simi Valley, Calif.

s.[
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RESOLVING COLOR

BlG TRICK

Print on a desktop printer at
double size, half resolution, then
reduce on a color copler.

Even if you create separations on
the desktop, color printing is expen-
sive, and minimum run is often
1,000. However, the resolution of a
desktop color printer like the QMS
ColorScript may not be high enough
foryou. Inthatcase, try printing your
colorillustrations on the ColorScript
atdouble thelir final size but half the
resolution (say, 65 dpi). Then re-
duce them to 50% on a good-quality
color copier.

Lisa Page Prahl/Ramey, Seattle,
Wash.

FUN WITH PENS

[RICK

Color laser art with marking pens.

A quick and dirty way to liven up a
memo: Scribble with a highlighting
marking pen or colored pencil over
reversed-out type. Half your audience
(if you're lucky) will think you have a
color printer.

Michael E. Sivila, Oakland, Calif.

July/August 1991

Spot color 1
laser print

paper tray

color copler

a

Color copy with
one color.

e, i
R TRy

Spot color 2 i
. Jaser print

\
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Continue the process for the
number of colors you want.
MULTIPLE-PASS COLOR

TRICK

Print multicolor documents by
running several times through a
color copler.

Color copiers do a good job with
spot-color art. But what if you're
creating a PageMaker document and
don’t have a way to get color output
in the first place?

The trick Is to laser-print each
color separately in black, using
PageMaker's spot color overlay ca-
pabilities, and then photocopy re-
peatedly onto a single sheet of pa-
per, specifying a different color each

time. (This technique can be also be
adapted to using a desktop color
printer that only uses one color car-
tridge at a time.) Different devices
have different tolerances for rerun-
ning a sheet of paper, so you'll have
to do some experimenting. For in-
stance, using an HP DeskWriter, it
was necessary to print the two col-
ors one by one first, then run the
page through the LaserWriter for the
black elements; If there was Laser-
Writer toner on the paper, the Desk-
Writer had trouble grabbing it.

Be ingenious about pagination: If
you're saddle-stitching, interleave the
pages so that each spread has a
different second color.

Kristofer H. Cruz, Bellevue, Wash.;
Gregg Simon, Mobridge, S.D.

CHEAP CASSETTES

TRICK

Laser-print audlocassette labels,
and affix them to the blank cards.

Simple, but not always obvious.
Sure, you can design and laser-print
labels for your audiocassettes (com-
pany training tapes, undercapitalized
music ventures, etc.). But instead of
Just Inserting a folded plece of paper
in the case, create a template so you
can glue the result onto the card-
board label that came with the blank
tape. Itmakes the simplest label look
much less homemade.

Susan Hare, Fremont, Calif.




COMPING
COLORSCRIPT BLACKS

[RICK

Use Pantone blacks plus stralght
black to simulate different
finishes.

If you're creating a comp on a
desktop color printer like the QMS
ColorScript, it's hard to simulate the
difference between a flat black and
a varnished black—an effect often
used on high-end projects like corpo-
rate brochures or annual reports.
One solution is to spray varnish on
the relevant areas yourself, but it's
tedious and messy, and requires
masking the unvarnished blacks.

An easy solution: use
PageMaker's regular black for the
matte black, but specify Pantone
5605 or 5467 for the glossy black.
Both use substantial amounts of the
four process colors, and will appear
distinctly glossler on your comp.

Bob Canada and Genie Clinken-
beard, Terre Haute, Ind.

PageMaker black

Color
5467

There can be no economy where
there Is no efflclency.
Benjamin Disraeli
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THE WONDERFUL WORLD
OF ACETATE

TRICK

Use acetate sheets
In your laser printer or copler for a
varlety of uses.

Judging from our contest results,
Aldus customers all over North
America are going wild with acetate.
Ourwinning entries fell into two main
categories.

Scanner substitute. If you wantto
get a piece of traditional artwork
“Into the computer” but don't have a
scanner, try photocopying the art-
work onto acetate and pressing it
onto your Mac screen, where you can
trace it or use it as a guide. (Some
readers use tape, while others have
discovered that static electricity alone
will hold it there.)

Among the possible uses are to
recreate a map or existing draw!ng in
Aldus FreeHand, or to wrap text
around a graphic that will be stripped
intraditionally (draw a rectangle, make
It the color “Paper,” and shape the
graphic boundary to the acetate art-
work). Or perhaps you prefer drawing
with a pen, and then tracing on-
screen with the mouse,

Mechanlcal tricks. Have some
line art going directly on your me-
chanical that needs to be flopped?
Printor photocopy onto acetate and—
ready?—turn it over.

Want text to overprint a graphic
that you can't put in PageMaker?
Print or photoéopy onto acetate and
tape It on your mechanical.

RowenalL. Brooks, Charlotte, N.C.;
LouA. Carver, Spokane, Wash.; Karen
Emanuelson, Richardson, Tex.; Rich-
ard Myers, Millville, N.J.; Timothy J.
Ryan, Bedford, Mass.; Susan Schroe-
der, Houston, Tex,; Kimberly Ward,
Hendersonville, Tenn.

THE GANG'S
ALL SEPARATED

BIG TRICK

Gang-separate your Aldus
FreeHand graphics.

You can save a lot In film-output
charges by ganging several Aldus
FreeHand graphics on a page. Here's
how.

Once you've placed your graphics
around the page, make a pseudo-
registration mark (=) by typing Option
+ Shift + 2. Define a process color
called "Registration,” made up of
100% of cyan, magenta, yellow, and
black, and assign it to that charac-
ter. Then copy and paste the charac-
ter wherever you need registration
marks. They'll appear on each piece
of film, In perfect registration. (You
can also add the color "Registration”
to dotted lines separating the graph-
Ics, to show the strippers where to
cut the film.)

One other benefit of this trick: The
registration marks for each image
are so much closer together than
Aldus FreeHand's “true” registration
marks (outside the live area) that
film stretch becomes negligible—so
if you have to rerun one plate due to
a mistake, the registration will still
be accurate.

Chuck Lazar, Chicago, Ill.

FreeHand file
o n . T‘_l.lmm
pCrnCw juMmnMy
cm cm Hodd B+d
o y k n K y k ] BSKufﬂ ITIth
o o ) L am o r
........................................... wowl Y Y o e lonba ko
K a F4g |1
pYuuYo bkoiaky
ucmnncmn“u B lu ot
Y k 9 Yy k " “Reglstration” mark
i I\ = shift wf= Option e 2
vV
“Registration™ color:

100 cyan, 100 magenta, 100 yellow, 100 black
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GALLERY OF

GHEAPNESS

No, these aren't winners In the
Cheap Tricks Contest (with one ex-
ception). But each Is a unique, eye-
catching, or beautiful object that
we wanted you to see.

Men do not reallze how great an Income thrift Is.
Cicero

Top left: Marty Bee of Sulphur,
La., created this promotional piece
by laser-printing the artwork, photo-
copying onto colored cardstock, and
hot-gluing on the plastic bone.

Top right: This custom wine label
was created by Greg Stevenson,
Toronto, Ont. The various elements
were laser-printed In stages, with
each stage colored with Letraset's
Color Tag system. Final pieces were
gluedto a Japanese paper stock, and
the finished labels were pasted onto
wine bottles which had had their
labels removed.

Left center: Zapf Dingbat jewelry
allows you to “instantly attract other
desktop publishing Individuals at
parties,” according to Lauren Gee of
New York, N.Y. She printed the char-
acters at a large point size onto cover
stock, then glued foll origami sheets
onto the back and cut around the
shape. Then she glued the results
onto backs for earrings, pins, and tie
tacks, purchased at a costume-jew-
elry shop.

Right center: This Is part of a
group of promotional materials cre-
ated by Dennis McCann of New York,
N.Y. He used a combination of offset
and laser printing onto fancy stock,
and then folded them Ingenlously,
sealing some with ribbon, others with
laser-printed custom seals.

Bottom left: S. Suttle Taggart, of
San Francisco, Calif., laser-printed
the artwork for these backstage
passes, used Letraset's Color Tagto
add color, then laminated them.

Bottom right: These are some of
Jill Overton's homemade slides. See
“Down Sliding” (page 30) for produc-
tion details. As long as we were
shooting a color photo, we couldn't
resist throwing these in. (4]

July/August 19891 35



v
Five reasons to buy

Printware today and love
your high-res printer tomorrow.

Other printer manufacturers may turn
your head with fast talk and slick sales
pitches. But for longer-lasting satisfaction,
you'll be happier with a 720 IQ Laser Imager
from Printware. Here's why:

» True high res, not a substitute.

The 720 IQ contains a laser engine
designed specifically for 1200 dpi imaging.

AaBbCc

Printware 720 1Q: 1200 dpi

Other printer manufacturers offer you
“souped up” 300 or 400 dpi engines which
only imitate high resolution. That’s not the
same, and we bet you'll be able to tell the
difference.

» We’re PostScript-compatible.
The 720 1Q speaks PostScript® like a

native. So you can run PostScript software
smoothly, directly from the application. You
will never need to mess with print utility
programs, special drivers, or other time-
consuming and inconvenient steps which
delay page production. EPS, TIFF or PCX
graphics, Type 1 or Type 3 fonts—they’re no
problem with a 720 1Q.

» Just plug-and-print.
Whether you have one computer or a
network, the 720 1Q quickly becomes
one of the family. Connect your
Macintosh, PC and/or UNIX
i~ compuéer dlrcel(c:itly to the
Te 720 1Q, or add our
'hilv printer to your
existing network.
All with plug-and-print
ease. Since controller boards

or other hardware -
aren't required, your

computer remains intact. The 720 1Q sells for
$13,990, and includes everything you'll need
to be productive and printing from day one.

» Reproduction-quality all the way.

Go ahead, throw away your trusty black
marking pen. You'll never have to touch-up
your camera-ready pages again. The 720 1Q is
famous for having the blackest blacks of any
laser printer—no pinholes, no flaky toner and
no disposable cartridges. Look at a :
Printware sample under a y
magnifying glass. You'll
see the difference.

Lowest cost-per-page.

A recent computer @\
publication ranked the N\
720 1Q lowest in a
cost-per-page comparisonof 19 leading models.
At just 4¢ per page—including consumables
and equipment—you can easily save a bundle.
Compared to service bureau charges or
expensive toner cartridges, the 720 1Q is the
cost-effective choice.

If you're confused about what to look for
when evaluating high-resolution printers, call

s at Printware. We give you straight answers,

not mumbo-jumbo. Compare the 720 IQ to
the competition and be confident you're
making the right choice.

See for yourself—call Printware today
and request a sample page:

1-800-456-1616 ext. 105

1385 Mendota Heights Road
e St. Paul, MN 55120
- ©1990 Printware

Printware

All type in this ad was output on a Printware 720 1Q Laser Imager.
Printware 720 1Q is a trademark of Printware Inc. Other brand namas are trademarks of their respective holders,



Gef people fo see fhings your way.

1991 Network Expansions

Introducing New Aldus

Persuasion for Windows.

No other presentation software is
as automatic as new Persuasion” 2.0
from Aldus. But what do we mean
by automatic?

Per}mps a look at the process
would help. Step 1: Choose one of
the 55 pne-designed Autolemplates.
Step 2: Put your thoughts into the
built-in outliner; Persuasion then
automatica"y formats your outline
into fabulous finished visuals.

Step 3: Now print overheads, 35mm
slides, or handouts. That's it.

HOWEVCP, PE!‘HUB.SiOﬂ doesn't

Bond Trading Seminars
*Targeted at new accounts In
Europe and Asla
Financial Planning Direct Mail
*Directed at customer base
*Focused on retirement strategles

IMrmt Scurites

stop there. [ts such a complete business
tool that it also includes word process-
ing, dmwing tools, charting and
graphing capabilities, and even a slide
sorter. Plus, you can import graphics,
word-processing, or spreacls}\eet files.
With a combination of features

like these you can easily create,

1990 Accomplishments

[ T

| Ej_jh

Cllotiall ust Securitns

organize, and embellish your own
custom presentations. And, the
Windows environment makes it all
easy to learn, understand, and use.
Once you do, you"] want to call
upon the powers of Persuasion 2.0
every day for any type of meeting—
formal or informal. After all, success
with Persuasion is virtually automatic.

ALDUSH
The Creative Edﬁe

in Business

Aldus, the Aldus logo and Persuasion are registered trademarks of Aldus Corporation. Windows is a trademark of Microsoft Corporation. ©1991 Aldus Corporation, All rights reserved. Global Trust Securities,
Schmidt-Poulenc Securities, Geneva Investments and Transo Funds mentioned herein are fictitious, and are used for illustrative purposes; they are not intended to represent actual companies.
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Printware today and love
your high-res printer tomorrow.

Other printer manufacturers may turn computer remains intact. The 720 1Q sells for
your head with fast talk and slick sales $13,990, and includes everything you'll need
pitches. But for longer-lasting satisfaction, to be productive and printing from day one.
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Printware

All type in this ad was output on a Printware 720 1Q Laser Imager.
Printware 720 1Q is a trademark of Printware Inc. Other brand names are trademarks of thelr respective holders.




Gef people fo see things your way.
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1991 Network Expansions

National Sales Meeting Notes

Introducing New Aldus

Persuasion for Windows.

No other presentation software is
as automatic as new Persuasion” 2.0
from Aldus. But what do we mean
by automatic?

Perhaps a look at the process
would I'lelp. Step 1: Choose one of
the 55 pre-designed Autdlemplates.
Step 2: Put your tlmugl'rts into the
built-in outliner; Persuasion then
automatica“y formats your outline
into fabulous finished visuals.

Step 3: Now print overheads, 35mm
slides, or handouts. That's it.

However, Persuasion doesn't

e sisiiilg
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Bond Trading Seminars
*Targeted at new accounts In
Europe and Asla
Financial Planning Direct Mall
*Directed at customer base
*Focused on retirement strategles

'Wﬂn‘m

stop there. It's such a complete business

tool that it also includes word process-
ing, drawing tools, charting and
graphing capabilities, and even a slide
sorter, Plua, you can import grapllics.
wor‘d—processing, or spreadsheet files.
With a combination of features

like these you can easily create,

1990 Accomplishments
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[®Y Goaitrus ecumes

organize, and embellish your own
custom presentations. And, the
Windows environment makes it all
easy to learn, understand, and use.
Once you do, you‘[l want to call
upon the powers of Persuasion 2.0
every day for any type of meeting—
formal or informal. After all, success

with Persuasion is virtually automatic.

ALDUSH
The Creative EJQ('

in Business

Aidus, the Aldus logo and Persuasion are registered trademarks of Aldus Corporation. Windows is a trademark of Microsoft Corporation. @1991 Aldus Corporation. All rights reserved. Global Trust Securities,
Schmidi-Poulenc Securities, Geneva Investments and Transo Funds mentioned herein are fictitious, and are used for illustrative purposes; they are not intended to represent actual companies.




TYPE: THE VISIBLE VOICE

The right font at the right time gives your message “stage presence.”

By JOHN MCWADE

effect changes when the words change. The idea—
and this takes practice—is to match the type tone to
the purpose of the message. Look at the variations
below. The first example is an ad the way it appeared
in the newspaper.

The task of a designer is to translate the spoken
word into visual language. This is more complex

than just writing—or typing—the words. When
working with text, the type itself must reflect the
speaker's changes in tone or topic, as well as convey

a sense of stage presence. When you change the font viske v PeoAE W e Kiriouitig evens i Afiert How. (0. Déslen
(or combination of fonts), orsize, or otheraspects of ~ Coof Stwff (331 J St., Suite 150, Sacramento, CA 95814-9671; 916-443-
4890); John McWade is Before & After's publisher and creative director.

’ e
the tYPe:you I Ch'ange the Chamcltcr of the message: “Type: The Visible Voice® is a tracemark of Before & After. Chevrolet and
No type font is always the right one—a font’s  Lumina are registered trademarks of General Motors Corporation.

Tople 1
Headline wants

to draw your [ 5 B | Topic 2

interest. Did it? | Red- hot ‘kalsv / Total change of
Font: Times subject, thus total

change of font.

Roman bold italic. m- eve’y GM DiViS.wn Futura condensed

Teend extra bold caps.

The semi-fine
— A thought similar

print; another
““The Last Great Deals of the Decade”"| wers.so

font: Century Old
same font; but

Style. Some say
you can’t mix serif
* Get low 4.8% A.P.R. GMAC financing' for up to 48 months on the hot new
more personal,

fonts; it's true

sometimes, but | Lumina sedan and coupe * Special GMAC financing available on most other
not often enough models from as low as 6.9% A.P.R. to 10.9% A.PR. thus the smaller
to be a rule. l ; - - - o size and quotes.

~ Red-hotdealsat
every GM Division
CHEVROLET

The Last Great Deals of the Decade

* Get low 4,8% A.P.R. GMAC financing' for up to 48 months on the hot new
Lumina sedan and coupe * Special GMAC financing available on most other |
models from as low as 6.9% A.P.R. to 10.9% A.P.R.

CHEVROLET
“The Last Great Deals of the Decade”

|
|
|+ Get low 4.8% A.P.R. GMAC financing' for up to
| 48 months on the hot new Lumina sedan and
coupe * Special GMAC financing available on
most other models from as low as 6.9% A.P.R. to
10.9% A.P.R.

. - 1
Red-hot deals at every GM Division 1
|
l
|

Less Than Bland, This Is Nothing

In this all-Helvetica setting (10-pt.), the look and feel of the
ad betray its message. Red-hot deals? Special financing? The
words are there, so what's missing? The visual cues, which
would give the ad a voice and a stage presence. We respond to
type as we do to real life: Big means important; bold means
listen. A 6' 8", 300-1b. pro linebacker is big and bold; in our
doorway he would have our attention before saying a word!

38

This Setting Has the Appearance of Authority

This words haven't changed, but this ad comes straight at
you. The headline and company name—in Futura condensed
extra bold—stand rock solid, absolutely motionless (due to
the centering) and convey the feeling of a company you can
lean on confidently. There's no need to set the name Chevrolet
in a different font; tinting it dark gray sets it apart, while
retaining the type's forcefulness.

Aldus Magazine



~ RED-HOT DEALS AT
EVERY GM DIVISION

The Last Great Deals of the Decade

* Get low 4.8% A.P.R. GMAC financing' for up to 48 months on the hot new
Lumina sedan and coupe * Special GMAC financing available on most other
models from as low as 6.9% A.P.R. to 10.9% A.P.R.

Energy, Motion, Urgency

With added italics and capitals, the Futura condensed extra
bold headline becomes as vigorous as a simple statement can
get. The name Chevrolet is set in a virtually opposite font,
Century Old Style, which creates a strong—and desirable—
contrast between the two kinds of information. But Century,
a light, serif font, needs the black box to give it strength to
stand up under that headline.

Red-hot deals at
every GM Division

CHEVROLET

The Last Great Deals of the Decade

* Get low 4.8% A.P.R. GMAC financing' for up to 48 months on the hot new
Lumina sedan and coupe * Special GOMAC lnancing available on most other
models from as low a5 6.9% A.P.R. to 10.9% A P.R,

Laser Printer Basics

This ad is set entirely in Times Roman and Helvetica,
standard fonts on virtually all laser printers. Times and Hel-
vetica are excellent typefaces but have very little contrast in
weight. A change in tone, therefore, is more difficult—it must
be made primarily by varying the type size, using uppercase
letters, or reversing the type. In this case, the change is fairly
easy; only the name Chevrolet lacks the pow! of the original ad.

Red-hot deals at

every GM Division

Chevrolet

The Last Great Deals of the Decade

+ Get low 4.8% A.P.R. GMAC financing' for up to 48 months on the hot new
Lumina sedan and coupe * Special GMAC financing available on most other
models from as low a5 6.9% A.P.R. 10 10.9% A.P.R,

But Reversing the Head Restores Some Oomph

If you're stuck with Helvetica, though, considerable strength
can be gained by reversing the headline. Now the black box
does all the work of drawing the eye and setting the headline
apart from other copy. The word Chevrolet in upper- and
lowercase Helvetica is certainly easy to read—it's helped by
the empty space on either side—but it looks generic; there is
nothing to distinguish it as worth reading. Ironic, but common.

July/August 1991

Redhot deals at
every GM Division

CHEVROLET

The Last Great Deals of the Decade

* Get low 4.8% A.P.R. GMAC financing' for up to 48 months on the hot new
Lumina sedan and coupe * Special GMAC financing available on most other
models from as low as 6.9% A.P.R. to 109% A.P.R.

A Clear, Confident Statement

The headline font, Century Old Style, is an American
classic. No one would dispute its authority as used here, even
though the Futura font beneath it is much bolder. Changing
“The Last Great Deals . . ."” to Futura condensed extra bold
italic gives that line more importance than it had before. The
line must remain much smaller than the headline and the
company name, to avoid overpowering them.

RED-HOT DEALS AT
EVERY GM DIVISION
Chevrolet

The Last Great Deals of the Decade

* Get low 4.8% A.P.R. GMAC financing' for up to 48 months on the hot new
Lumina sedan and coupe * Special GMAC financing available on most other
models from as low as 6.9% A.P.R. to 10.9% A.P.R.

Uppercase Helvetica Is Poor for Headlines

An attempt to duplicate the force of the original ad falls
short. Uppercase Helvetica, even in bold, has no muscle; it’s
too—what?—thin, sprawled out, each character detached
from the others. Helvetica is a beautiful font but it doesn’t
work well in display advertising—it speaks best once introduc-
tions have been made; in other words, in text, captions, and
other low-key copy.

Adorable puppies
for suplg.pp
FANNY'S PET SHOP

Cuddly Cockers, Beautiful Beagles

» For the next two weeks we're having a special sale—all our puppies have
been marked down 20%. They're four to six weeks old and all have had their
first shots, They're irresistible! Now's the time to buy.

Identical Setting, Different Topic

The format of this ad is identical to that of the ad on the
lower right of page 38. Was your response different? Of
course it was—puppies aren't cars. The no-nonsense tone of
the typography is just as effective as before, however; there is
no mistaking the sense that Fanny is running a good pet shop.
If the copy said, “Fanny's—a great pet shop!"” you'd tend not
to believe it. The type can say it, though, and it works.
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VISUALIZING ASTHMA

The creation of a complex medical infographic in Aldus FreeHand.

BY STUART SILVERSTONE

When editors at U.S. News & World Report de-
cided to run a special report on asthma in its science
pages, staff illustrator Matt Zang was the perfect
choice to create the accompanying infographic.
Besides holding a bachelor of fine arts degree from
the University of Michigan, Zangreceived two years
of medical training as part of his medical
illustration education at the University

of Texas Health Science Center in

passage, realizing that “most people don’t know
what happens inside the body.”

When Zang received this assignment, he imme-
diately remembered a graphic he created last year on
the mechanisms of the voice, which included a
drawing of a man's upper torso. Zang simplified this
drawing by deleting the parts of the throat that
illustrate the speech process as well as other unnec-

Dallas. Later, he worked as a medical
illustrator at Rutgers University and
as a graphics journalist at Insight
magazine before joining USN&EWR.

“They said the asthma graphic
would be the lead art, without any
photo, and they wanted a dominant
image to carry the spread,” explains
Zang, who now creates infographics
for a variety of news subjects at the
weekly magazine.

1. Reusing an image

W

TYPICALLY,
ZANG WORKS
ouT AN
ILLUSTRATION
BY HAND
(RIGHT),
THEN SCANS
AND TRACES
ITIN ALDUS
FREEHAND.
FOR THIS
ASSIGNMENT
ON ASTHMA,
HE ADAPTED
AN ILLUSTRA-
TION (ABOVE)
HE HAD
CREATED
LAST YEAR
ABOUT THE
voIcE,

40

In creating an infographic such as
this, Zang works closely with the story’s science
writers, who are also trained in various technical
areas. In this instance, they discussed whether the
graphic should include a closeup of the bronchial

|

Anatomy of an asthma attack

An attack is often preceded by warning signs—a scratchy
throat, for example, or 8 dry Mouth—hours of sometimes
days before an asthmatic starts to wheaze and gasp. In full
swing, even a mild attack ‘eels something like the impact of
a deop breath of icy air on a rgid winter moming.

Aldus Magazine



essary details. He then removed the arm and the hand
from the voice graphic and inverted the illustration
horizontally to better fit the asthma layout.

2. Scanning a hand sketch from a photo

In order to better understand the hand and arm he
wanted to add, Zang took a Polaroid photo of his
own hand holding a glue-stick cylinder that was
about the size and shape of the inhalers used by
asthmatics. He then traced the photo, using a soft
pencil on a tissue paper overlay, and photocopied his
tracing to produce heavier lines on opaque paper.
Then he scanned thatand used the scan as a guide for
tracing in Aldus FreeHand.

3. Constructing layers

In Aldus FreeHand, Zang placed the older “voice”
drawing on a background layer, and placed the
scanned Polaroid-based sketch on a higher, inactive
layer, coloring it bright blue. Then, on a layer

between these two, he drew the new parts of the
asthma illustration. “It seems like a strange way to do
it,” says Zang, “butit’s the best way for me to draw
while also viewing two different reference images.”
Since the scanned sketch contained very thin lines
and was saved as a bitmap, Zang had no difficulty
secing through it to the new lines he was drawing
underneath.

While drawing an illustration, Zang uses many
layers to keep track of elements. He works on the
same layer until he encounters a problem, then
moves to a new layer, often ending up with as many
as 25 separate layers.

4. Drawing for appropriate realism

“It's important the my drawings remain fluid and
not look like they were done on a computer,” says
Zang. He uses the pen tool for most of his work. “I
like to keep a drawing loose and active by keeping
most of the lines curved. In this case, it’s a person—

and there aren’t any straight lines on a person,”

1 &

5. Rendering for shadows and volume

Zang visualizes the lighting as coming from
the upper left, at approximately a 45-degree
angle. He often shades objects from dark edges to
light interiors, “I like to give everything vol-
ume—as a cylinder, a sphere—and to do it simply
without complicating the image, by controlling
the fills, putting the highlights in the proper
place,” he says. Zang also uses reflected light, to
cast shadows on whatever surface an object is
sitting on, to give it form. “Otherwise, every-

delineation for more realism.” He also advises
keeping gradations in the same color family in
order to reduce their breakup, and to keep gradu-
ated fills consistent throughout a drawing at the
same angle, which is less confusing. Zang also
takes advantage of Aldus FreeHand's ability to
paste inside for fills, without having to worry

AT LEFT IS

THE FINISHED
INFOGRAPHIC AS
IT APPEARED IN
USN&WR. ZANG

thing looks flat and not very understandable.” To ::‘:':"::: il
give parts of the body more definition, Zangadds  pespire The
a continuation line after a shadow, such as the apparenT
brow in this figure, in what he calls “simple compLEXITY

OF THE GRAPHIC,

IT OCCUPIED
ONLY 97K IN
ALpus FREE-

HAND 2.02.

wiilong with the death toll
Deathn due 1o asthms hive

About 1 in 21 Amencans, of

about controlling the fill’s edges.

some 11,6 million people, hive  chmbed an average of &
asthmas—a 55 percent inctosse  parcent a yo singe 1980
batweon 1880 ana 1984,

Astima sutfurars

6. Designing a layout

This illustration was an interesting graphic
design problem for Zang in that it had a little bit
of everything—a big dominantimage, many little
images to be incorporated, and text that directly
related to two of the small graphics. “That’s what
made it complicated,” Zang says. “It's difficult to
bring all of those things together and still make it
easy to move through the information visually.”

“I always rough out a design before I start,” he
adds. “I don't start with a bunch of elements—I

L R M W

USABIT—Banic it Nidtionel Censed for Hinallm Sintistics
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“My DataPak Saved the Day.”

Have you ever had one of those days
when it seems like you're spending
all of your time putting
oult fires?

e ——

= = ==

At MASS Microsystems”,
we understand how a

accessible storage — which can be

taken anywhere at a moment’s notice.

It's not surprising that the DataPak
has won the acclaim of the entire
industry; including distinguished

S awards from MacUser (1989),
low cost storage solution for a MacUser Europe (1988), and
your ever expanding busi- MacWorld (1989, 1990). It's

ness needs can really make a difference.

As the undisputed leader in removable
cartridge drives, we've made if our busi-
ness to make certain that your business is
never in jeopardy.

With the DataPak™ you get infinite
storage capacity with the performance
of a fixed drive, all with reliability,
efficiency and economy — regardless
of your storage requirements. Each
removable DataCart” cartridge trans-
lates into 45MB (and now in 88MB) of

the one dependable, high
performance removable cartridge
drive that can handle even the most
challenging storage requirements,
whatever your business or profes-
sion. From small business to the
exciting world of desktop publish-
ing, the DataPak can handle it all!

To get the complete story on how
DataPak can play an important
storage role in your business, call
today to get the name of a dealer
near you.

And now you can get more storage
bang for your buck! DiskDoubler”, the
data compression utility by Sa!ienr'", is
now shipping with every DataPak.

Now Available!
DataPak 88 - Double
Capacity 88MB Drives

=-MASS

=% microsystems

810 W. Maude Avenue
Sunnyvale, CA 94086
408/522-1200 800/522-7979
408 /733-5499 FAX

=
All ™ registermarks and " trademarks are of their
respective manufacturers. This ad developed using
QuickImage” 24 from MASS Microsystems”. ©@1991
MASS Microsystems, Inc. All rights reserved



ANATOMY OF A HAND

A quick Polaroid, traced by hand, then Traced in Aldus FreeHand using the
photocopied and scanned combination tool

Continuation lines help define
the object's form

Shadows provide depth

Graduated fills are all oriented
In one direction, r 3cting a
common light source

THE FINAL LAYOUT
FROM THE MARCH
4ATH ISSUE oF U.S.
NEws & WoRLD
REPORT GRACEFULLY
INTEGRATES TEXT
AND GRAPHICS.

Xt"tack on asthma

1 e i e mr ot il o o, Bt

gt ot bl e ey wase il bt

start with a design concept, where all those elements can work together, without
looking cluttered. There’s a lot of information to present here. The graphic must
be detailed enough to be interesting. But the last thing I want to do is overcompli-
cate it and ruin the reader’s understanding—so they won’t ever turn to the
magazine's science section again.” [§]

Stuart Silverstone is a graphics consultant and designer in Washington, D.C. He is a
[frequent contributor to Aldus Magazine.
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Absolute Control
over Tracking/
Kerning for Mac

bsolute Controlol over Tra
bsolute Control over Tr
bsolute Control over Ti

PMtracker gives you
total control over
spacing increments in
PageMaker 4.0 Mac/PC

PMtracker lets you adjust
tracking from “Very Loose" to
“Very Tight" by font, point size,
or range of point sizes...then
see it on the screen instantly.
No more trial and error, no
more guesswork. And all your
specifications are saved for
immediately retrival within
PageMaker itself.

Included with PMtracker is
LetrTuck+, an on-screen Kern
pair editor and 24 kern sets for
the most popular PostScript
fonts.

odiTy Kern Pair

o

To

o3 m 3

Initial Kerning : -4 Current Kerning :

“...no serious PageMaker
user should be without”

Jonathan Hodges, Personel

Publishing Dec. 1990

30-day
unconditional
money-back
guarantee

EDCO Services, Inc.
12410 North Dale Mabry Hwy,
lampa. Florida 33618
(800) 523-8973
Fax (813) 960-2356




ALDUS PAGEMAKER Q & A

Placing Excel charts, indexing names, and making fractions.

Here are the answers to some questions recently asked
about Aldus PageMaker, If you have a question, or would like
to share atip, please write us: Editor, Aldus Magazine, Aldus
Corporation, 411 First Avenue South, Seattle, WA 98104-
2871. Please include your name and phone number in case
we need more information. If we printyour tip, we'll send you
an Aldus Magazine sweatshirt.

PC (4.0 ONLY)

When | place a Microsoft Excel chart, | get the error
message “Unable to locate Excel in the current path.”
What's going on?

Several of PageMaker's import filters do a lotmore
than simply import text and graphic files. When you
place a chart created in Excel, PageMaker’s Excel filter
launches Excel, where Excel replots and draws the
chart before PageMaker places it. So any changes
you've made in Excel are updated automatically when
you import the chart into PageMaker.

If Excel is not on your system, or if the Excel
subdirectory is not listed in the path statement in
AUTOEXEC.BAT, PageMaker's Excel filter will not
be able to start Excel, and the filter returns this &rror.

Before you place an Excel chart, make sure Excel is
propertlyinstalled on yoursystem andis included in the
path statement. If Excel is installed on your machine
but not listed in the path statement, use Notepad to
open AUTOEXEC.BAT and type in the subdirec-
tory where Excel is located (see illustration below).

Notepad - AUTOEXEC.DAT

Eile Edit Search Help

ver

Pa'ru \PHI;C :\WINDOWS ;¢ :\dos ;¢ :\mouse |2
FR /SHU i
prompt $PS$E =

I

PC (4.0 ONLY)

When | start PageMaker 4.0, it tells me that it can't
find several files that end with DLL. | checked my
ALDUS subdirectory, and all the files are there. How can
| tell PageMaker to find them?

Most likely, the ALDUS subdirectory is not listed in
the path statement of the AUTOEXEC.BAT file.
Using the Aldus Setup utlity, take a look at the
AUTOEXEC.BAT file and check whether or not

“ALDUS" is listed. Ifit’s not, use Notepad to add the
drive letter, a colon, and "“\ALDUS" to the path
statement (see illustration at bottom left).

PC (4.0 ONLY)

When | enter story view, all the text appears as
greeked letters. What's wrong?

You may have selected a font that has no screen font
to display. If you're having trouble with how text is
displayed in the Story Editor, you can change the story
view “Font” and “Size" options in the “Preferences”
dialog box.

If you are not sure which fonts have screen fonts
associated with them, check the Fonts utility under the
Control Panel. Also, if you're running a type manager
such as Adobe Type Manager, make sure that it is
turned on and running correctly.

PC (4.0 ONLY)

When | pull down the “Font"” submenu, | see only 27
fonts listed, even though | have many more installed on
my system. Why?

The pull-down menus in Windows 3 are restricted
by monitor size and resolution. For example, a stan-
dard VGA screen candisplay amaximum of 27 entries.
To access the rest of your fonts, you'll need to use the
“Type specs...” command.

PC/MAC (4.0 ONLY)

Sometimes when | try to rotate text, the menu
choice is grayed out. Why can't | get it to work?

Text rotation works only on stand-alone text
blocks—PageMaker cannotrotate threaded text blocks.
To check if a text block is threaded or not, click on it
with the pointer tool. Theloopsin the top and bottom
windowshade handles will be empty if the story is
unthreaded. If either isn’t empty, you'll need to
unthread the text so that you can rotate it: select it with
the pointer tool, cut, then paste the text back on the
page. (If you paste by pressing Command + Option +
V on the Mac or Control + Shift + P on the PC, the
text block will paste exactly in its original location.)

Another instance in which PageMaker cannot
rotate a text block is when the text is open in the Story
Editor. To check if this is the case, look in the

Aldus Magazine



Start with type.
End up with style.

TROPICAL FISH &

19@90

WINNER

MacUser

i B

2
ARTISANS

CREATIVE CUISINE

- - LA A AL

S O LUTIONS

And export Adobe Illustrator™ outlines. Which means
TypeStyler is fully compatible with most popular desktop
publishing applications.

In addition, TypeStyler comes with 10 AGFA Compu-

With TypeStyler™ and your Macintosh® you can
turn type into an exciting tour de force.

It lets you create dramatic designs that once were
possible only with custom illustrations and the most

expensive typesetting facilities.

Bend. Twist. Stretch. Rotate. Then,

call on an amazing range of styling
effects. Fades, gradient and starburst
fills. Shadows and patterns. Inlines and
outlines. Circular text, Plus a library of
background panels that you can shape
and style as well.

It's powerful, yes. But it’s not over-
powering. TypeStyler is amazingly easy
to learn and use.

You can even import and export
PICT, Paint and EPS file formats.

opsIsSad g

Broderbund

TypeStyler

graphic® typefaces. And you can also
work with thousands of other commer-
cially available fonts including Adobe”
All for an introductory price of $199,95,

Get TypeStyler. And get the differ-
ence between type and style,

Available for Macintosh Plus/SE/II/IIX. Two 800K floppy
disk drives or hard disk. System 4.2 or later version.

Brnderbund'

Copyright 1991 Brgderbund Software, 17 Paul Drive,
San Rafael CA 94903-2101. All rights reserved.

SEE YOUR LOCAL RETAILER OR CALL 800-521-6263.

Macintosh, AGFA Compugraphic, Adobe and Broderbund are registered trademarks of Apple Computer, Inc., AGFA Corporation, Adobe Systems, Inc. and
Broderbund Software, Inc., respectively. Adobe Illustrator and TypeStyler are trademarks of Adobe Systems, Inc. and Broderbund Software, Inc,, respectively.
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1 cicero

Windows menu to see if the story is listed. If it is,
choose it and close its Story Editor window, and then

go back to layout view.
PC/MAc

What is a cicero?

A cicerois unit of measure in the Didot system, used
mostly in France and several other European coun-
tries. Just as 1 pica is made up of 12 points, a cicero is
divided into 12 equal parts, called corps. A cicero
measures 0,178", or 12.8 points, which is slightly
larger than 1 pica.

The measurement system PageMaker uses can be
setin the “Preferences” dialog box. However, if you
want to use another system in one instance without
resetting the preferences, you can enter the measure-
ments directly in a dialog box. For example, type
“4.25i" for 4.25 inches; type “2p6” for 2 picas, 6
points; or type “3c4” for 3 ciceros, 4 corps.

PC/MAC

How can | make a gutter between columns that Is
wider than the other gutters on the page?

Inthe “Column guides” dialogbox, enter the width
of the narrowest gutter on the page for the “Space

between columns.” Then use the perpendicular-line
tool to draw a vertical line down the center of the
gutter you want to make wider. (It’s helpful to turn off
“Snap to rulers” and “Snap to guides” so you can drag
the line without it “sticking™ to the existing column
guides.) Next, with the line still selected, choose “Text
wrap...” from the Element menu, click the top-
center “Wrap option," and, in the “Standoff”’ boxes,
type in a left and right standoff, each equal to half the
gutter width you want. Assign the line a weight of

Column guldes

Perpendicular line

Text wrap box

Half the gutter width you want

More preferences

Number of undo's:

Snap-to distance:

Cursor key distance:




“None."” The effective resultis a wider gutter. (Note:
If you're using version 4.0 and you want the wide
gutter on every page, put the rule on a master page.)

PC/MAC (4.0 ONLY)

My publication contains a number of personal names,
and | want to index them last name first. Is there an
easy way to do this?

Yes, PageMaker 4.01 for the Macintosh and Page-
Maker 4.0 for Windows automate the process. In the
Story Editor or layout view, simply highlight the
name with the text tool, and then press Command +
Shift + Z (Mac) or Control + Shift + Z (PC). An
index entry is automatically created in the form “Last
name, first name.”

If a name has two parts you want treated as a single
unit, you'll need to add a nonbreaking space between
them so PageMaker knows where to split them. For
instance, to have “Leonardo da Vinei” indexed as “da
Vinci, Leonardo,” change the word space between
“da” and “Vinci” to a nonbreaking space (Option +
spacebar on the Mac, Control + spacebar on the PC).

It may be that the names in your publication are
already last name first—say, an alphabetical list of
authors or a class roster. As long as the names are
separated by semicolons or carriage returns (as they

Highlight the name in the Story Editor or |

An | entry Is automatically created.

ut view.

Lorem Ipsum dojor sit amet, ct

Show |nden

abriacd it

magna al
minim v

, quis
ullamcorper suscipit lobortis nisl ut al
ea commodo consequat. Duls autem
Irlure dolor in hendrerit In vulputate ve

Index |section:

Level 1
Chameky, Noam

W+

CpEtrol + Shift + z

usually would be), PageMaker will recognize that
they're already in reverse order and won't turn them
around; they’ll still be indexed last name first.

For more information on indexing personal names,
see the PageMaker 4.01 Release Notes (the online
document supplied with the Macintosh version) or
page 189 of the PC PageMaker Reference Manual.

PC/MAC (4.0 ONLY)

When | import tables from Microsoft Excel oranother
spreadsheet program, | lose formatting. Is there a way

Shift + - 4

The best reason fo buy new Aldus FreeHand

over Illustrator is not for what it can do,

but for what it can undo.

New Aldus Free[Hand® 8.0

.
gives you more [reedom to

Al‘l({ WI'!EIL‘ you are

Uedves Frvel land

experimenting, you'll
experiment. Because, unlike any  appreciate its smoother
other design and illustration and faster (|ruwin£;
software, Aldus Freel{and pives
you ML'"(‘I()“ llnd MR(TI()"
commands for up to 99 steps, With Adobe lustra-

tor” you only get one.

abilities, as well as its

cnlmnm-(i text un(]
graphic capabilities. Aldus FreeHand gives you the option
of drawing in a color Preview mode
(left) so you can see what you're
doing. You can draw only In a keyline
mode (right) with lllustrator,

To receive a [ree
brochure, eall 800-333.-
2538, Dept. 38M.,

To upgm(lr. call
206-628-2320. And find out vvcr‘yl'hin{:
new Aldus FreeHand 3.0 can do and

And that simply gives you more confidence to
t.explnr(- greater design options with Aldus FreeHand.
The new on-sercen “Colors,” “Styles,” and
“[Jl}'(‘rﬁ“ puleltcu also make it easy to experiment
with dillerent colors, lines, fills, and graphic styles

will\ a quick t‘Ii('lz url}h' maouse,

undo for you,

Scott camﬁbelw

This ad was created with Aldus FreeHand and Aldus PageMaker Aldus, the Aldus logo, and Aldus FreeHand are rogisterad trademarks of Aldus Corporation
Adobe Illustrator is a registered trademark of Adobe Systems Incorporated All iights reserved, ©1991 Aldus Corporation
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PageMaker tip (PC/Mac)

ZOOM TEXT
IN PAGEMAKER

Allen Wagner, amember of Aldus’ Tech-
nical Support group, discovered this
slick way to create a “zoom text"
effect (similar to the effect you can
apply to text in Aldus FreeHand). The
idea Is to take a serles of lines of
identical text and make every other
line invisible. Then you select the en-
tire text block, and specify a very large
size (e.g., 72 points) and very small
leading value (.1-.5 point). The lines of
text will overlap, offset by the leading
value you specify, with black text alter-
nating with white. Here's an example:
1. Type a word you want to zoom, then
copy it. Press Return and paste it, at
least 68 times. Make sure that the
spaces before and after the paragraphs
are set to 0 in the “Paragraph specifica-
tions" dialog box.

2. Onebyone, select every other line of
text and apply “Paper” from the Colors
palette, Make sure the very last line of
text is black.

3. Select all the text and choose the
“Type specs...” command. Ifyou haven't
alreadydone so, enter a large point size
in the “Size” box and then enter a
fractional leading value inthe “Leading”
box (try .5 point).

4, Click "OK." Because the leading
value is so small, you'll have to redraw
the screen by choosing the current page

view to see the effect. . e :
This s the basic procedure, and there w @

are lots of variations. For example, try y

altering the leading value, changing the

size of text, adding more lines of text, or :

changing the color of each line of text.
Note: Selecting the text can be tricky—
the text block is smaller than the type
itself. Trydouble-clicking on the baseline
of the frontmost type.

In this example the black value of each word was reduced by 10%.

Here the size of each word was reduced by 5 points.
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CHEAP TRICK NO. 1
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CHEAP TRICK NO. 1

INSTACOLOR FULL COLOR PRINTING RATES
Based on your supplied disk or film
SIZE: 8-1/2" x 11" (2 pages — front & back)

Full Color Front Full Color Back
S 47800 543900

508.00
548.00
659.00

1,172.00 380.00 797.00
1,359.00 455.00 902.00
SIZE: 11" x 17" (4 pages — folds to 8-1/2"x 11")
Full Color All Pages
$2,004.00 5 HENP ) 40@
- ume 0 W Y -
TRICKSREC
v sjge — s
O e
0-1/2" :hl color you <" dmlamin 4 clor proch
St e e
'I" 000 pﬂﬂml copies, pl —

y

E

10,

|

\

20,000

Mechanical Art: InstaColor can also work from your mechanical art.
Please call for pricing information.

DISK-TO-FILM CONVERSION

by Seattle Imagesetting, Inc.

8-1/2"x 11" " x 17"

ONE COLOR

CMYK SEPARATIONS 70.00 100.00

These rates apply to disk to film conversions of Aldus products on PC or Mac disks. Please include the following information with your disk:

TOTAL # OF PAGES TO BE OUTPUT

PAGE SIZE 2 81/2°x 11" Q2 11"x 17"
ADDRESS CROP MARKS ' YES 1 NO
ORIENTATION ' TALL . WIDE

PHONE ) SPECIFY COLORS TO PRINT 3 CYMK 3 OTHER:

fas)
>
=

FILE NAME PRINT OPTIONS (select one) 2 CUFOUTS (3 OVERPRINTS

PROGRAM /VERSION
ADOBE FONTS USED (specify fomilies)

=
=1
=
-
v

WANT TO SEND IT BY MODEM? NEED OTHER PROGRAM SUPPORT?
CALL 1-800-622-2814 for instructions.

Tn ﬂ+ ]nvo

411 AVL
1605 BOYLSTON STREET
SEATTLE, WASHINGTON 98122
206 » 328-4922




to set up the link options so that my changes in the spreadsheet are updated in
my PageMaker publication?

Most spreadsheets can save their files as text-only, or ASCII, files. There is no
formatting saved with text-only files, so they import with PageMaker’s defaults
for that publication. To assign formatting to the text as the file is imported, you
can use style tags. Inserta blank columnatthe farleft of yourspreadsheet, and enter
a style name enclosed by angle brackets (< >) wherever you want a formatting
change. Save the file as text-only.

In PageMaker, make sure you've defined styles with the exact names you used
in the spreadsheet. Then place the file with the “Read tags” button checked. The
styles whose names you used in the left column of the spreadsheet will be assigned
to the imported text.

To set the file to be updated, select the text block with the pointer tool, choose
“Link options..." from the Element menu, and check “Update automatically.”
Then, after you make a change in the spreadsheet, save the file again as text-only
(using the same filename). Now, whenever you launch the publication, Page-
Maker will see if the text file has been changed by checking the date and time of
the last modification. If it has, PageMaker will update the publication with the
new text file. Because the text file includes style tags, PageMaker will format it
automatically. (Note: When you change any of the formatting in PageMaker, be
sure to do it by editing the styles; changes made directly to the text block will be
lost when the file is updated.)

MAcC (4.0 ONLY)

1 just installed PageMaker 4.01 on my Macintosh, and when | choose “Print...”
I no longer have the same printer choices | had in PageMaker 4.0. Did | install the
program incorrectly?

Probably not. When you select APDs to be installed with PageMaker 4.01,
PageMaker looks in the System folder for the Aldus folder. If there is no APDs
folder within the Aldus folder, the Installer will create one, and put in whatever
APDs you selected for installation.

However, you may have moved your APDs folder from the Aldus folder to the
System folder so that PageMaker 3.x and 4.x could share the same APDs. If so,
locate both the APDs folders on your machine, and move the contents of the
APD:s folder in the Aldus folder into the APDs folder in the System folder. Then
throw away the APD:s folder (now empty) that wasin the Aldus folder. The Aldus
Prep file from the Aldus folder should also be put in the System folder, if it's not
there already.

PC/MAc

| just got some special letterhead paper for my laser printer, but don't have a
special paper tray for it. The paper is smaller than letter size, and when | print it
out, the whole page prints off center. What can | do?

When PageMaker prints a page, it centers the dimensions of the page on
whatever paper size is selected in the “Print” dialog box. There are two ways to
print on a paper size (including envelopes) that is not listed in the “Print” dialog
box. One is to specify letter size paper when laying out the page, and then position
yoursmaller page onit top-aligned but horizontally centered. Forexample, if your
letterhead was 6.5" x 8", you'd set up 1" left and right margins, a top margin of
zero, and a 3" bottom margin. Then manually feed your letterhead through the
center of the feed slot.

What if your publication is already laid out with a smaller page size? First,
calculate half of the difference between your page widthandletter wideh, and drag
the zero point that distance to the left of the page. (In the 6.5" x 8" paper example,

July/August 198981

Attention Small
Multiuser
Computer (SMC)
Contract Users

and Buyers!
[ |

Aldus is proud to announce
that PageMaker for Windows
is now available for purchase
off SMC DAHC94-90-D-0012,
awarded to EDS on July 27,
1990. Look for Clin. 0808AA
in your EDS Ordering and
Configuration Catalog —
page 3-3-13 for description,
page A-18 for pricing.

-I:J order, contact your EDS
SMC Representative today at
1-800-SMC-EDS1 (voice) or
1-800-SMC-EDS2 (fax).

End users and Contracting
Officers who buy off GSA
Schedule and require Aldus
product pre-sales information,
please phone:

John W. Newman
Federal Dealer
Sales Manager

(703) 347-7549

Aldus Corpaoration

Federal Sales

1420 Spring Hill Road
uite 600

= 3
RPN, McLean, VA 22102




WERE LEADING

THE WAY INTO

A NEW WORLD
OF TYPE

New ideas, new tools,
new formats - changes
and enhancements.

Apple’s new TrueType
technology, for instance.
Monotype now offers the
best and most widely
available selection of
TrueType fonts -
Monotype Imprints.

And we're commited to
being the leading supplier
of TrueType fonts (for the
Macintosh and the PC).

Our Type1, PostScript
Classic Fonts collection
now offers extensive
kerning pair data and
enhanced compatability
with font management
utilities. And our new
easy access CD-ROM will
let you get any font you
need quickly and very
affordably.

A new world of type leads
to questions and choices.
Monotype leads you in the
right direction.

Monotype

Since 1897, Matching Type to Technology

MONOTYPE TYPOGRAPHY INC
Suite 504 - 53 West Jackson Blvd
Chicago lllinois 60604

| 800 MONOTYPE (I 800 666 6897)
facsimile: 312 939 0378

oifver cownlien, Claswo Fonts & Monol Impnnll a1 Irsdrniacky
of The Mnmlrxv Coryoration pe andd M.lcmmh n
tored irsdemarks & Trustyne s & trademark of Apple
PostSeript is n Irademark of Adobe Systems registared in IM A,

you'd move the zero point 1" to the left.) Then choose the “Print..."” command.
In PageMaker 3.x, check “Tile” and “Manual”; in PageMaker 4.x, click
“Options..." and check “Tile” and “Manual” in the “Print options” dialog box
(manual tiling overrides PageMaker's automatic centering). Again, manually feed
your letterhead through the center of the feed slot.

PC/MAC (4.0 ONLY)
What's the best way to make fractions in PageMaker?

In PageMaker 4.0, the position and height of superscript and subscript
characters ave controllable, and can be used to make true fractions. First select the
pointer tool, then choose “Type specs..."” from the Type menu and click on the
“Options..." button. Enter 60% for the “Super/subscript size,” 30% for the
“Superscript position,” and 0% for the **Subscript position.” This sets PageMaker’s
defaults for your current publication.

Next, type your fraction. For the slash between the numbers use the solidus
(slash) character, or, if you're working on a Macintosh, you may prefer the fraction
bar (Shift + Option + 1). Then, using the text tool, select the numerator. On the
Mac, press Command + Shift + + (plus sign); on the PC, press Control + \
(backslash). These are the the keyboard shortcuts for superscript. Now highlight
the denominator of the fraction and press Command + Shift + - (Mac) or Control
+ Shift + \ (PC) to make the selection subscript.

You can also set up a macro program to automate the process. The macro can
be programmed to select the denominator, make it a subscript, then select the
numerator and make it a superscript. Good macro programs for the Macintosh
include QuicKeys and Tempo; on the PC, try Tempo or the Windows accessory
called Recorder. [j

To create fractions, type in the following settings in the “Type options” dialog box:

Type oplions @

Small caps size: n ol point size Cancel
Super subscript size: 60 of poinl size
Superscript position: | 50 of point size
Subscript position: 0 | of point size
n""c.
Forthesluh If you're
working on the Mac, type
POLLLITN
= the fraction bar:
.'
D
Select the numuhr and type: Mﬂu
.
Mﬂl: + + '-.. Shift + Option +
Command Shift + (plus sign) kY
%
.
-
P :
+ :
Control \ (backslash) )
Select the denominator and type:
Command + Shift + « (hyphen)

Control + Shift + \ (backslash)
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ALDUS PREPRINT Q & A

What's new in PrePrint 1.5, and calibrating PrePrint.

Here are the answers to some questions recently asked about
Aldus PrePrint. If you have a question, or would like to share
atlp, please write us: Editor, Aldus Magazine, Aldus Corpora-
tion, 411 First Avenue South, Seattle, WA 98104-2871.
Please Include your name and phone number in case we need
more information. If we print your tip, we'll send you an Aldus
Magazine sweatshirt.

What's the best way to calibrate my imagesetter for
printing accurately? Are there imagesetter calibrators that
work with PrePrint?

There are two approaches to calibration when
using PrePrint. One, you can calibrate your image-
setter using a calibration program such as Kodak
Precision. This is the most accurate way to set up
your imagesetter for printing color separations. The
second way is to calibrate the PDX file for your
imagesetter using the “PDX Editor” Hypercard
stack (named “Calibration Editor” in PrePrint 1.0).

If you're calibrating your imagesetter with an
external program, you'll want to override any cali-
bration values that you may have previously made to
your PDX file. To override calibration settings in
PrePrint 1.5, uncheck “PDX Calibration” in the
“Print options” dialog box so PrePrint does not
make additional calibration adjustments. In PrePrint
1.0, use the “Calibration Editor” to edit the PDX file
and change the transfer function density values to:

{mark 1.0 1.0 .9 .8 .7 .6 .5 .4 .3 .2 .1 .0 ntp}

For more information on editing a PDX file, see
Appendix C of the PrePrint 1.0 User Manual or
Appendix A of the PrePrint 1.5 User Manual.

If you don't have an imagesetter calibration pro-
gram, then you must calibrate via PrePrint. This
involves printing “Calibration.sep” to your image-
setter, then measuring the density swatches on the
negatives using a densitometer. Using these mea-
surements and following the instructions in Appen-
dix C of the PrePrint 1.0 User Manual (Appendix A
in the PrePrint 1.5 User Manual), you then edit the
imagesetter's PDX file with the “PDX Editor."”

Also, when you're calibrating PrePrint, keep
these two points in mind:

* Make sure positive is selected in PrePrint and on
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the imagesetter itself when you calibrate PrePrint.
= After calibrating PrePrint, always select the
positive/negative mode in PrePrint, not at the
imagesetter. This provides the best printing
accuracy whether printing positives or negatives.

So what's new with PrePrint 1.57

New features in Aldus PrePrint 1.5 include DCS
support, image resampling, and an adjustable RGB
to CMYK conversion model. In addition to new
features, many existing features have been improved
upon, including separating PageMaker .sep files by
page instead of by color (CMYK, CMYK instead of
CCMMY YKK) and better font downloading. Here's
a quick summary of PrePrint’s new features.

DCS support: When printing separations, Pre-
Print 1.5 will recognize a DCS~format EPS file (for
example, a TIFF image that’s already been separated
in an application such as Adobe Photoshop) and
output the preseparated image data onto the appro-
priate separation layer.

Separation of Aldus FreeHand 3.0 EPS files:
PrePrint will directly open and separate Aldus Free-
Hand 3.0 EPS files (which may include rotated or
skewed color TIFF images). If you want to keep the
size of the EPS file down, turn off “Include TIFF
Images” in the “Export” dialog box and then link to
the images when you open the EPS file in PrePrint.

Image resampling: An image placed in your
PageMaker publication may have been resized too
much for the available data in the scan. PrePrint’s
new “Resample..." command uses algorithms which
intelligently manufacture data for “inbetweening”
to compensate for insufficient scan resolution.

Separation correction: PrePrint 1.5 includes a
new “Separation corrections...” command which
allows the knowledgeable user to adjust the
inking levels for process separations. This com-
mand works in three modes: “Ranges,” for restrict-
ing adjustments to a specific color range; “Grays
only,” for adjusting gray balance; and “All hues,” for
making global adjustments.

Aldus PrePrint 1.5 should be available by the time
you read this. For information about upgrading, call
Aldus Customer Relations at (206) 628-2320. [5}
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ALDUS FREEHAND Q & A

Differences between 2.0 and 3.0, one-bit TIFFs, and saving preferences.

CLICK “TRANSPARENT"” SO ONE-BIT TIFF IMAGES
PRINT FASTER WITHOUT ANY LOSS IN IMAGE
RESOLUTION.
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Here are the answers to some questions recently asked
about Aldus FreeHand. If you have a question, or would like
to share atip, please write us: Editor, Aldus Magazine, Aldus
Corporation, 411 First Avenue South, Seattle, WA 98104-
2871. Please include your name and phone number Iin case
we need more information. If we printyour tip, we'll send you
an Aldus Magazine sweatshirt,

My one-bit black-and-white TIFFs printed much faster
in Aldus FreeHand 2.0 than they do in 3.0. Is there a
way to reduce printing time in 3.0?

Yes, there is. When Aldus FreeHand 3.0 prints a
TIFF image, it assumes the image is opaque and sends
eightbits of information to the printer, You canreduce
the amount of information Aldus FreeHand sends to
the printer, and thereby reduce the print time, by
making the image transparent. One-bit TIFF images
can be made transparent without any loss in resolution
orsharpness. To make the image transparent, select the
image, choose “Element info...” from the Element
menu, and check “Transparent.”

I've grouped several objects together in Aldus
FreeHand 3.0, but I've discovered that when | scale
the group, the line weights don't scale with everything
else. How can | get them to scale the way they did in
version 2.0?

In Aldus FreeHand 2.0, the default is to transform
all grouped items, whereasin Aldus FreeHand 3.0 this
is an optional setting. To scale all the objects in a
group, you must select the group, then choose
“Element info..."” and check “Group transforms as a
unit.” Now everything, including line weights, will
scale as one object.

i@

FreeHandPr:fs Aldus FreeHand defaults

0

. *

ALDUS FREEHAND 3.0

FreeHandPrefs E Aldus FreeHand defaults

Can®

I can't get Aldus FreeHand 3.0 to save my prefer-
ences settings. Is there a problem with running both
Aldus FreeHand 2.0 and 3.0 on the same Mac?

Aldus FreeHand versions 2.0and 3.0 can run on the
same Macintosh, but each version must have its own
preferencesand defaultfiles. Check your computer for
multiple copies of the “Aldus FreeHand Defaults” and
“FreeHandPrefs" files. If 3.0 finds a 2.0 preferences or
defaults file in the System folder, it will attempt to use
it but will be unable to save any new preferencess or
defaults, The 2.0 preferences and defaults files should
be located in the Aldus FreeHand 2.0 folder. The 3.0
preferences and defaults files should be located in the
Aldus folder, which is inside in the System folder on
your Macintosh,

What is the “FreeHand filters" file needed for?

The “FreeHand filters” file is used to convert fonts
into outlines and to open graphics created in other
applications. The filters file converts graphics created
in Aldus FreeHand 2.0, Adobe Illustrator 1.1, and
Adobe Streamline, and graphics saved in the PICT
(e.g., MacDraw) format. If the filter file is missing
from the Aldus folder (which is located inside the
System folder), Aldus FreeHand 3.0 will not be able to
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open graphics saved in these formats or convert fonts
into outlines.

Note to PageMaker users: Keep “FreeHand filters”
where the Aldus FreeHand 3.0 Installer copiesitin the
Aldus folder. This is where Aldus FreeHand looks for
the filter when you convert a graphic or a font to an
outline. Do not place “FreeHand filtes” into the
Aldus Filters folder (the Aldus Filters folder is for
PageMaker import and export filters).

Will graphics on an invisible layer be included when
| export my lllustration from Aldus FreeHand 3.0 as an
EPS file?

In Aldus FreeHand 2.0, all objects except those on
the background layer are exported as an EPS file.
However, in version 3.0, only those objects that are
visible and not on the background layer are exported.

How can | change the direction of a path without
reflecting it?

Here's how to change the direction of a path. This
technique works for both Aldus FreeHand 2.0 and
3.0, except for the variation noted in step 2,

1. Draw a short line segment in the direction you
wish the line to go (i.e., from left to right to reverse
a right to left path).

2.1f you're using version 2.0, send the new line
segment in front of the path whose direction you
want to change. If you’re using version 3.0, send the
new line segment behind the path whose direction
you want to change.

3.Join the line segment to one of the end points of
the path. This changes the direction of the path.
4, Delete the points in the segment you added. [

CHANGING THE DIRECTION OF A PATH
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REAL WORLD
TRANSLUCENT

TYPE

An effect you see very often,
especially in television and print
advertising, is that of a word
superimposed over an image
where the characters are wholly
or partially transparent. Here's
how you can achieve this effect
in Aldus FreeHand 3.0.

First place a TIFF image (1)
Then create some type and posi-
tion it over the image (2). Without
deselecting the type, choose “Con-
vertto paths” from the Type menu.
This converts the characters into
a composite path. Select the im-
age and clone it (Command + =)
(3). Without deselecting the cloned
copy, choose “Element info...”
from the Element menu
(Command + I). In the “Im-
age" dialog box, change the
image's gray levels so that
it's about half as dark as the
original. Cut the altered im-
age to the Clipboard (Com-
mand + X). Finally, select
the text (which is now a com-
posite path) and choose
“Paste inside” from the Edit
menu (4).

This produces the lllusion
that you're looking through
translucent text. You can ex-
perimentwith enhancing this
illusion by cloning the type
and offsetting the clone
slightly from the original text. Then
paste another clone of the TIFF
image (either altered or not) in-
side the offset type, which can
then be put either in front of or
behind the other type. (Note: If
your illustration takes too long to
print, try disabling Autopath-split-
ting by holding down Command -+
Optionwhen you click “OK" to print.)

Adapted from Real World
FreeHand 3, by Olav Martin Kvern
(Peachpit Press), available this
summer.

Aldus FreeHand 3.0 tip




ALDUS PERSUASION Q & A

Preparing PostScript files, working with data sheets, and imaging patterned fills.

To WRITE A
POSTSCRIPT
FILE TO DISK
FROM THE
“PRINT"
DIALOG BOX!

Click

Then hold down

*
or
-

PATTERNED
FILLS IMAGE
CORRECTLY TO
A LASER-
WRITER, BUT
ON MOST FILM
RECORDERS
THEY CLOSE UP
TO THE
DEVICE'S
RESOLUTION
AND BECOME
INVISIBLE,

LaserWriter

Film recorder

Here are the answers to some questions recently asked about
Aldus Persuasion. If you have a question, or would like to
share a tip, please write us: Editor, Aldus Magazine, Aldus
Corporation, 411 First Avenue South, Seattle, WA 98104-
2871. Please include your name and phone number in case
we need more Iinformation. If we print your tip, we'll send you
an Aldus Magazine sweatshirt.

I'm going to be imaging to a PostScript film recorder, and
my service bureau wants me to write a PostScript file to
disk. How do | do it?

Persuasion uses the standard Apple LaserWriter
driver to print PostScript—either to a printer or to
disk. To write a PostScript file to disk, select the
LaserWriter driver in the Chooser, and make sure
“Background printing” is turned off. Then select
“Print..."” from the File menu. As soon as you click
"OK,” press and hold down Command + K or
Command + F. (Command + K includes Laser Prep;
check with your service bureau, or with the manu-
facturer of the film recorder driver, to see if this is
necessary.) The message “Creating PostScript” file”
appears; continue to hold down the key combina-
tion until the message disappears.

On your hard disk, you'll now find a file called
“PostScript0” (and, if you created more than one,
additional files called “PostScriptl,” “PostScript2,”
and so on). Rename the appropriate one(s) so you
can identify them. Note, however, that if you speci-
fied a range of slides you'll often find an extra
PostScript file; it’s safe to throw this file away (which
will always be much smaller than the main one),

I used a fill pattern when | created my slides, and it looked
fine when | printed to a LaserWriter. But when | had my
slides imaged on a film recorder, the pattern had vanished.
What happened?

The patterned fill was probably there, but was so
fine you couldn't see it

Most patterned fills are “mapped” to the 72-dpi
Macintosh screen as a pixel pattern: for instance, a
pattern of black-and-white vertical stripes might be
defined as 1 pixel on (for black) and 3 pixels off (for
white). (In fact, when you zoom in or out, the
elements of the pattern don't change size.) You can

also print patterned fills successfully to a 300-dpi
LaserWriter, since the driver makes the proper con-
version (for instance, the stripes might now be 4 dots
of black and 12 of white). Most film-recorder driv-
ers, however, map the pattern pixel-by-pixel as the
screen did. Since film-recorder resolution is gener-
ally 2,000 to 16,000 lines per inch, the pattern closes
up to an invisible fineness (the 3-dot white area
might be 1/1,000 of an inch or smaller).

The best solution: When you're making high-
resolution color slides, consider using color, with
graduated fills if you like, instead of patterned fills.
Patterned fills slow down imaging considerably,
even when they aren’t visible on the final slide; and
color, while offering some of the same functions
(like helping distinguish elements in a chart), is often
more attractive anyway.

Can | plot more than one chart using the same data
sheet? If so, how do | keep them straight?

Persuasion’s data sheet is designed to hold the data
for all the charts in your presentation—you can have
only one data sheet per presentation. Here are some
guidelines for using the data sheet effectively.

When you first enter or import data, it's a good
idea to start each new set of data underneath and to
the right of the last set. This way, when you insert
columns or rows in any one data set, you won't alter

Untitien 10k ar e

Tenind Shimp

In the cdata sheet, enter each
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others. For more information on entering
data in the data sheet, see pages 9.5-9.6 in
the User Manual.

In the data sheet, you can cycle through
all the plotted data sets one by one by
clicking the arrow icons in the upper right

corner of the data sheet. In Slide view, the
quickest way to access the chart data is to
select the chart and then choose “Get
data” from the Chart menu. This brings up
the data sheet with the appropriate values
highlighted. [§)

PC PERSUASION: WHAT'S DIFFERENT

The just-released PC version of Persuasion is very similar to its Macintosh counterpart

if vou've ever used the Mac version, you won't have any problems getting around in ILs PC
sibling. Still, there are differences, some reflecting feedback Aldus has gotten from users
on the Macintosh version, others due to differences between the Windows and Macintosh
environments. Many of the new features, such as the pasteboard, palettes, and cropping
tool, are borrowed from PageMaker, Most of the improvements in PC Persuasion will be

included in a future Macintosh version
Slide view

Perhaps the most prominent difference between Mac and PC Persuasion is the PC
version's pasteboard in Slide view. Just as in PageMaker, the pasteboard is a place where

you can store text and graphics and move them on and off slides

Outline view

Bulleted icons. which describe what's on a slide, have been added to Outline view in PC
Persuasion, For example, if there's a chart on the slide, a chart icon specifying the type
of chart appears next to the chart title in the outling, as well as a data sheet icon to the
left of the chart icon. Double-click
ing on the data sheet icon opens =
the data sheet and the “Chart Info" !'“.'
dialog box, so that you can create :
charts and edit in the outline as well
as on the slide Mitin
Data sheets

(=] Lines |
Unlike the Mac version, which has [ Waitling

one data sheet for the entire pre

sentation, PC Persuasion creates a

separate data sheet for each chart
This makes it easier to locate and

7 — % D T L —
manipulate chart data, and elimi

Persuasion 2.0 for Windows offers
nates the possibility of accidentally A asion 2.0 for Windows offe

altering one set of data while edil a pasteboard around the slide. a

ing another user-definable Lines palette. and a
floating toolbox.

Palettes and tools

PC Persuasion adds a floating toolbox with new cropping, rule, and chart tools. The chart
tool allows you to make static or dynamic charts (that is, either linked to the outline or
independent of it) in Slide view. and the cropping tool lets you crop imported and
Persuasion-drawn graphics. With the rule tool you can draw PageMakertype rules, like
double and triple lines. And unlike the Mac version, PC Persuasion has four floating
palettes: the Toolbox and the Colors, Fills, and Lines palettes

Also in PC Persuasion you can copy and paste slides, as well as color schemes and
custom chart formats, between presentations

Editor's note: In our next issue, a Persuasion for Windows Q&A section will begin
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MARKETPLACE

ONE FREE PAGE
RG Lino Output

3 Hour Turnaround is Standard
24 Hour Modem

DuPont 4Cast

Film Seperations

RC Paper

600 dpi plain paper proofs

communications

312 Fifth Ave
New York, NY 10001
(212) 268-0777

ElseWar

Cc 0RPOD AT | O

Grarhics Arts (¥
Publishing Utilities

MDataShaper (Mac and PC)

Automatically format database
files for catalogs, directories, and
mail merge in PageMaker 4.0.

@,BarCode Kit

Fonts & EPS utilities for printing
bar codes. Supports POSTNET,

UPC, Code 39, and 2 of 5.(Mac only)

M,Checkl.ist

Find out what's missing from your
publications before you print at
your service bureau. (Mac only)

For more information, 3
call ElseWare: \a’
(206) 547-9623




MARKETPLACE

DON'T GET
CAUGHT...

without

Savtek’s

hilarious
new Cliché
Art Series!

WAKE UP your
presentations, slides,
newsletters and
brochures. 'Kill two
birds with one
stone" = use our
hysterical clichés

to make your

point while

making them laugh.
Nothing commands
artention like
humor!

only $29.95

PC & Mac clip art formats available. Don't pay
through the nose!” 4 volumes @ $29.95 each.
All for $99.95 (200 images). $4.00 S/H per order.
MOC/VISA.  Money-back guarantee,

e S (800)548-7173
P o

Newsletter/
Newspaper
Templates

Mac and P(
Versions L0 = 4.0

Stop reinventing
the wheel! Save
time and money
and increase your
creativity with
Page Designs
Quick! template
packages.

Page Designs Quick!® (PDQ!) 60 three-column and
60 four-column newsletter layout templates,
Page Designs Quick! ®5 (PDQ! 5) 225 page layout
templates created exclusively for five-column tabloid
newspapers, Nothing comparable on the market.
Newspaper-style design. Editorially based, No inte-
gral art so they can be used with any design motif. Easy
delete and replace operation, All layouts are totally
modifiable and can be adjusted for page size. Conven-
iently organized by number of pictures on the page.
Template booklet makes comparison and selection easy.
User's manual offers journalism and graphic arts help.
Page Designs Quick! $ 89,95
Page Designs Quick! § $159.95

Prices include shipping and handling cxcept overseas orders.
Complete satisfaction or return within 30 days for full refund

Check, money order, VISA/MC accepted. PAR Pub-
lishing Company, 6355 Topanga Canyon Blvd,, Suite
307, Woodland Hills, CA 91367 (818) 340-8165
PAR BBS 5am to 9 pm PST. Same number.

Dotson Institute: Computer Training

INSTITUTE 1'800'325'8820

Life ART.

Collections

Professional Medical Computer Graphics
Macintosh or IBM Formats

A week of hands-on
training for both
Windows & Macintosh.
Small group environment.

ey
B

Call for current schedule:

« HUMAN ANATOMY COLLECTION
« DENTAL COLLECTION
« EMERGENCY COLLECTION
FechPool Studio

1463 Warrensville Center Roud
Cleveland O 44121

Call for a Free Image Catalog:
800-777-8930
TEL 216:382-1234 + FAX 216-382-1915

From C.A.R., Inc.: We are proud to

announce a major upgrade ¢ %’
b .

_'» -
to our Clipables Library! [(/i'}j

= " 9 (_{4

EPS Graphien Library

Animals
Borders
Business
Dingbats
Symbols
Figures

Portrfolio
Sports
Transportation

©1991 by CA.R., Inc.
7009 Kingsbury
St. Louls, MO 63130
(314) 7216308

Now with more than 1200 EPS illustrations!

Reccive the High quality...Outstanding illustrations. Clipables will
Entire Library add sparkle and snap to all of your publications!
for just Call:1 800 288-7585 e Personal Publishing Magazine

299.95 ok
3 Fax: (314) 863-7212
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Professional PostScripi(EPS)
backgrounds for ads, flyers, posters,
brochures...anything you print!

MacUser Rating 11/90 !!g*!

masrne (800)444-9392

(714)881-1200 or:

CD-ROM

Misher

90 7
.......
® ovir 350 ..o

STUNNING, &
CORELOBAW! o
IMAGES

® High quality images
from the CorelDRAW
International Design Contest.

® Easily accessible using our unique
graphical interface utilizing
Asymetrix Toolbook.

® Combining our online music,
artwork, and user interface,
we have created o brand new
multi-media experience!

To place your order call

Optical Sales:
TEL: (613)728-8200 &%
FAX: (613)761-9177 COREL

1 88 1

8.y J unao

s

EDERAL CLIP ART

... a series of illustrations of which no one need
ever feel ashamed to be sent (o the President or
anyone else,.."

Pi Journal, August 1989
"If your job entails using graphics related to the
Government, you'll love Federal Clip Art..."
Chips, October 1989

Place in PageMaker and Persuasion
or (pen in Freehand — Mac or PC

inct collections of meticulous clip art. (13
ch) Hand drawn in PostScript, providing
maximum image quality at any printer resolution.

One Mile Up, Inc.

7011 Evergreen Court * Annandal
D.C. Area (703)642-1177 FAX (7
CALL Toll Free 1(800)258-5

SAVE 10 TO 38%
OFF LIST PRICE
Authorized Dealer For:

Adobe Kingsley ATF
Bear Rock  Letraset
Bitstream  Linotype

Casady & Grn Monotype

AGFA OptiFont
Dubl-Click  The Font Co.
Image Club  Treacyfaces
Linguist (Foreign Languages)
Digitizing of Execlusive Corporate Fonts

LEASING AVAILABLE
FOR FONT LIBRARIES

[-800-248-FON

., PRECISION TYPE 1-800-248-3668 516-864-0167 g
<~ 47 MALL DRIVE, COMMACK, NEW YORK 11725 sl

MARKETPLACE
B ——— T — T S S SRS
MAC/PC AUTOCLICK
IMAGING CENTER

24 HOUR MODEM SERVICE [

35MM/4X5/8X10 FORMATS
4000 LINE RESOLUTION

m S IDES
= PRINTS
™ VIEWGRAPH.

® FOROX SERVICE
® BSW LASER PRIN S“

® CUSTOM CREATIONS

FREE TECHNICAL SUPPORT
FREE SEMINAR AT OUR LOCATION
FREE SPECIAL BACKGROUNDS
COMPETITIVE PRICING

v CORPORATE IMAGE
1-800 - 423 - 0064

209 COOPER AVE,, UPPER MONTCLAIR, NJ 07043
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THE PRO1A

Put dazzle in g@ﬂl@

flat HEADg
yourocument | Ve DRICES
field hi%‘} rez black & white im-

This is the best choice for flat

;ihglng le ﬂﬂodlly the camera ii ol Fast service from $3/slide.
e crisp look you see in our ads.
VDC2524, Auto Focus Zoom lens Most Mac and Pc programs
with macro, Power Supply and supported including many
System Interface Cord.

NEW PRICE $1118.00 word processors. Slides are
pin registered & 4,000 line

Add power to your documents with fabulous art images - resnlutlon. Also’ CIbacupv®
from Metro ImageBase®! They make newsletters, phnlog rap h i C cOo I or prints &

presentations, reports and brochures communicate Jve

. st 10 o overheads, glass mounts, dup
P e il p Turn Key I11 slides, photo inserts.
and other vector formats. The new high rez package wnh

i :ﬁm:c*idﬁgr‘s Chotee Auto Focus zoom, Power Su [ﬁ; [ le geend f_(’rﬂ/aﬁr'r Slice Sevisice

Packages include; Business Graphics, NewsletterMaker, and Custom Inter fd(.b Cord.
The Four Scasons, Borders & Boxes, Headings, Religion, includes the TK1070U camera 1231 Caridad Ct.,
HealthCare, and 11 more. Available for MAC or IBM. hich h b level |
which has been developec km Rohnert Park, CA 94928

$145.00 each « 1-800-525-1552 use with the new TARGA +'

EW ITEM 1780.00
Metro ImageBase, Inc, [ Y2W ITEM __$1750 (707) 795-3272
lSﬁ‘I&churaBouicvnrdSSmu 210 Closed Circuit Products FAX (707) 795-3286
Tarzans, CA 91356 (800) 999-3130 / OEM Pricing

Presentation 1.
Quality Maps %@.@

FROM

LINO 200 ®
AGFA SelectSet 5000 Modify with Illustrator, , IWIN["]WS 3“

QMS ColorScript 100 Freehand, MacDraw, Canvas,

“FAST TURNAROUND MacPaint, COREL Draw, MA[:INTIISH
Call our TOLL FREE MODEM PC Painthrush Plus i

1(800)523-:-9240 World mass. Camt VERSIONS OF
Download our order form and send it orld maps, Lontinents, P E n s " As I “ N®
with your PostScrier file back to us. USA aml 23 other '
We are having a Ilno output Sale* Countries by State/Province o Authorized ALDUS®

(*Five page minimum, 8 Yaxmn, 1270 dpi,

RC paper, no graphics. Exp. 12/31/91) EPSeDraw(PICT)+PaintsPCX 'maging Center
5-25 pages $4.50/pg Fof'fre le maps and

26+ pages $3.00/pg R i ' i

HUNZA NOW HAS SCANNING SERVICES brochure, call: onphot LA

Color Separations from your Slide,
Transparency or Reflective Art on our 800'334’429 1 IMAGING CENTER OF
Barneyscan 4520 or AGFA Focus Color J A c K W A H D

HUNZA 57 g a e MicroMaps Software COLOR SERVICE, INC

GRAPHICS fax 415+549.9564 P.O . Box 757 220 €, 23id ST N.Y., N.Y., 10010 » 212:725:5200
Lambertville, NJ 08530
For our new software & hardware catalog 609-397-1611

CALL:1(800)523-9239 A, el 1-800.['”"_.420

AV trademarks and trade names are the propatty of theit tespeciive owners.




; IMAGES WITH z. / Q]%

=% PUT AWARD-WINNING L.
@ CLIP ART AT YOUR [For Mac
(k=1 &=leR. FINGERTIPS! & 1BM
WINNER -

Macser

Accents & Borders 1

——
Sug. Relail: $129.95
Creative borders, dasigner sels, labels,

symbols of food, hohdeys peﬁand more.
W color disk!

Lo Dmuad art o! oompu.!ars
! ocmpamna and
mbols, p

Call us toll free!

(800) 456-0234

PageMaker
and Persuasion
Training
At Its
Best

PI'IIIIIII:I:IVII‘F

INTERNATIODNAL

PTC/Productivity
Point International™

Chicago Hinsdale
Minneapolis Deerfield

Nationwide training available

Call us at
(708) 920-0750

Aldus Authorized Training Center

ASK FOR FREE CA TALOG!

RIVERSIDE
COUNTY

SCHOOLS
| CREDIT ,UNION

- ‘ M
 Minimum control points outlines

We'll fax you a quote on creating a high

qm]:tr EPS file that can be used in desktop
ublishing and graphic programs.

K)Ue ilso furnish a PICT in a Scrapbook File

that can be used in word processors.

To get a no-risk quote, simply fax
(SuperFine) your graphic in a large size.

Include: Name, Company name
Address
Fax phone, Voice phone
Any notes about the image

MacPOWER

FAX 800-765-4504
Voice (609) 653-0696
P.O. Box 109
meood NJ 08221

MARKETPLACE

( IMAGES WITH
_36&4 PHICS

NEWY People 1-Our Best Yet!

Versatile New Art for Business, Fitness, £
Industry, Healthcare, Sports & MORE! ?Q

6 \\
N

" 4 Over 230 superbl
drawn images of
women and men in
diverse occupations
and livelihoods.
Get 1,000 with
comparlbfe
draw programs!

-
Sug. Retail: $189.95 (FOR MAC and IBM)

3G Gra hlcs Inc.
11410 N.E. 124th St.
#6155-J

Kirkland, WA 98034
(206) 367-9321

AppleTree...

Professional
Macintosh Training for
the Southeast since 1987

For a complimentary newsletter call;

(404) 457-4500
APPLETREE TECHNOLOGIES INCORPORATED

3020 Mercer University Drive » Atlanta, GA 30341

Aldus Authorized Training Center
PageMaker # Persuasion * FreeHand » [llustrator
~ At Our Location or Yours —




MARKETPLACE
You're
Never Going

to Look at

Color the
Same Way.

Why?

Circle Mac Colour
on the Aldus
Reader Service card
to find out.

Do it now, It's FREE!

WO (EALOIAL COLOA Jolidaddn

Learn PageMaker
by Simply
Watching TV!

As a leader in video training, we are
happy to announce the addition of
PageMaker 4.0to our complete line of

"learner friendly" computer videos.

Leamning PageMaker 4.0 ............... 49,95
PageMaker 4.0, Advanced

PageMaker, Secretsand Timesavers .... 39.95
Intro to Windows 3.0 ......ovvvvinniinnans 4995

All 5 videos above ....
ALSO LEARN...
WordPerfect, Lotus, DOS and MORE!

Call TOLL-FREE

(800) 842-4723

Or fax to: (D18) 825-6744

Video Training Services
"The Best in the Business!”

When Software
Seems Like
Hard Ware

Call ALDUS.

SlideImagers

Slides
Overheads
Color Prints
Ciba Copies
Slide Scan

We Support:

« Persuasion

« Freehand

« Pagemaker

- PowerPoint

- Corel Draw

« All Presentation

Software

« PC & Mac Versions

e ———————————|

Pict & Postscript Imaging
Authorized Aldus Imaging Center

Ever been stopped in your tracks by a
question about Aldus software? Don't
you wish you could just pick up the
phone and get a straight answer?

Well, now you can, even if your 90 days
of free support has run out and you don't
have an extended support contract. Just
call 1-900-226-2261 to reach our friendly,
knowledgeable technical support reps.
They're available to help you from 7 a.m.
to 5 p.m. Pacific Time for a per-call fee

of anly $15, charged directly to your
phone bill.

1-900-226-2261

For information and free
technical assistance, call

800-232-5411
404-874-6740
24-Hour Modem Service
22 Seventh St. « Atlanta, GA 30308

ALDUSH

SLIDES

TRUE ADOBE POSTSCRIPT SLIDES

Aldus Authorized Imaging Center

35“““ A$5 8*‘0 ones, play, and attach them

« 4K/8K Resolution to your documents!!

* All Major Mac/PC Software y

« 24/48 hr. & Rush Service Think of the possibilities
» Volume Discounts when you can send a

* Linotronic Output document with spoken
* Color Scanning explanations.

Have you heard
any good
documents lately?

Read My Lips™lets you select
existing sounds, record new

» Canon Color Laser
Copier with True
Adobe Postscript® Rip

Use it with PageMaker,
Persuasion, and numerous
other leading Macintosh
word processing, DTP, and
presentation software.

1-800-678-5279 ext. 35

619-694-0204 BBS#619-694-0205
7826 Convoy Court,San Diego CA 92111

To order, or for more information
please call (313) 485-6278
FAX (313) 487-5349

Praxitel, Inc.

Aldus Magazine



IMAGESETTING SERVICE BUREAUS

Callfornia
Campbell
Linex Service Center

(408) 378-2121
Colfax

Desi l!y Computer
(916) 346-2866
Curm City

Wheeler Hawkins
(213) 559.3732

Encinitas
Headline Graphics
(619) 436-0133
Los

Icon West

(213) 938-3822
Qakland

'ﬁw Typcmuug
(4'0;5 654—5404
Palo Alto

The TypeMasters
(415) 329-4973
San Diego

Laser Express
(619) 694-0204
Melntyre
Advenising, Inc,
(619) 485-6852
San Francisco
Autographix/
Chartmasters, Inc.
(415) 421-6591

(41 'ﬂus-dﬁf’ o

Octagon Graphics, Inc.

(413) 777-98

Santa Ana
Imagi mucm (‘nphiu

Il

Porer Graphics Inc,
(714) 358-1947

Santa Barbara
Tom lluhl

(Bﬁo 9654?!::!
Colorado

Avenir Corporation
(303) 6234600

LaserWriting Inc.
(303) 592-1144

Connecticut
Hartford
U-Design,
Incorporated
(203) 278-3648
foesas

it
(21);}3'2‘2?!-4145
Tlae Housce Inc.
(203) 284-8737
District of Columbla
Washington
Advanced Laser
¢ ig{hiﬂ
(202) 3310100
Washin| L Inc.
(202) 298-7171
Atlanta
America’s Performance
Ciroup
(404) 9519500

TR Graphics, lnc.
(404) 62

lelli

oo l‘rcp of H
ninti awaii
(808) 521-8268

Idaho
Bolse

T , Inc.
(z’(&?%—ﬁgga

Iinols
Publishing
Technologies, Inc.
(708) 498-5633

Saint Charles
j-l! Typesetting

(709) 37‘? 1966
Kentucky
Louisville
sﬁommnwca.lth
nting Compan
(302) 361100
Massachusetts
Image Resolutions

(617) 6597023

Waltham
MicroPIRINT
(617) 890-7500

Westford

Woestford Graphics

(508) 692-7376

M

Marysville

Thorpe Printing

Services/ Typetronics

(313)

Troy

VuCom
Communications

(313) 362-4212

Minnesota

St. Paul

Compuer

Chrome, Inc.
(612) 646-2442

FONTAST]
FONTASTIK, Inc.
(816) 474-4366

Montana

Boreman
Speedy Print, Inc,
(406) 587-3233

Nevada

Reno

!lsc“o hers |
ypographers Inc.
(702) 322-7366
New Jemey
Ergmd
ACCM Communica=

tion Industric
(201) 569-2028

Moonachie
Metro Litho, Inc,
(201) 935-1450
Orange
_I;_tcwatk 1;:::!::
5

(20"‘?;%;:—3727
4 M Ci

artin Company
QZOJI) 967-0005 o

gannlffM_lqchalf
tellite Typesctrers
(201) T46ttd?
Buffalo

| L.

(716) B32-3402

New York

Axiom Design Systems
(212) 989-1100

Fitch Graphics
(212) 619-3800

Leonardo Studio Inc.
(212) 645-7844

Nofth Carolina
nl ph
O19) 2803001

Types, Inc.
(9%?275—1]26

July/Auvugust 1981

Wilmington

Maodular Graphics

(919) 763-2012

Ohio

g& Inft {0
nterprise Information

Servites

(216) 762-2222

Typeworks

(zﬁﬁ R6ud=2027

Columbus

Harlan Type

(614) 486-9641

Toledo

Motzger's PrePress, Inc.

(419) 241-7193
onm

hics l'lu:
f) 6290587

Punu'vml.

Desktop
Technologics, Inc.
(215) 377599

Fort Washi
Internation e
Computaprint X
ﬂiSJMIT&I) ¥

Philadelphia
Composing Room
(215) 829

Texas
Fort

Li oT ors
R ek

Waco
Century Alpha, Ine.
(817) 772-6700

Vermont
Burlington
Stercotype
(802) K64-5495
Virginia

ria
VIP Systems Ing,

(703) 548-2164
Washington
Edmonds

Tﬂ:l\mwlu:
tems, Ine,
( 06) (72-2963

1esi s
CRIpEners
Scmm Burcau
(206) V43-7964

Redmond
Word (auglncs. Inc.
(206) H82-2626

?e%m'd Pri
it Speedy Printing
(206;:. 51-H680

Ancfoto Typograp
M=Foto 1)
(206) HN-ZYIPZOZWP d

DataT
(206)

Seattle Imagesettin
(206) mz-rﬁg .

Thomas & Kennedy
(206) 6220918

CANADA
Ontario

Ottawa
Metrotype
Graphics Lid.
(613) 725-2786

Quebec
Montreal
Dessie Inc,
(514) VIV-6399

Photocom m; Led.
(514) V3!

& Graphics
5-7222

ALDUS AUTHORIZED

IMAGING PROGRAMS

To produce high-resolution output from the files you create with Aldus
products, you may want to send your files to an imaging center. The
following imagesetting service bureaus, slide service bureaus, and
color prepress houses are Aldus Authorized Imaging Centers, working
directly with Aldus to provide you the best possible quality and service.

SLIDE SERVICE BUREAUS

Callfornia

Custom Process
(415) 527-6900

Culver City
Wheeler Hawkins
(213) 559-3732

Los Angeles
Autographix, Inc.
(213) 826-1666

leon West
(213) 938-1822

Autographix/Slide
Master
(714) 541-5753

San Cagos "
ct Graphics
(41';; 637-lp2ﬁ6

San Diego
Accent
Presentations, Ine.
(619) 755<1158

La
6 f;; !&E‘:FMZN

San Francisco
Autographix/
Chartmasters, Inc.
(415) 4216591

Corporate linages, Inc,
(415) 421990

ey Ine.

(4 |sﬂ9w§m

Santa Monica

(-raphl: Presontation
(2 IJ) -ISI 1307

Colorado
Aurora

Cimarron
Productions, Inc,
(303) 368-0988

gﬂwﬂfco
venir lpor.mun
(303) 62
Connectlcut
East Hartford
Ulsaker Studios, Inc,
(203) 282-0341
Rlnv Brmhln
Lo|
(203)%';-4145
Norwalk
Autographix/Slide
(203) 838-3700
District of Columbla
Washington
Advanced Laser

|
{an) 1.‘;':\'1 «0100

Corporate Visions, Inc,

(202) 833-4333

Florida

Winter Park
Autographix/Media
Desi , Inc,
(AOTF‘&ZH-I? 5

Georgla

Atlanta

America's
Performance Group
(404) 951-9500

Slidelma
(404) 873-53533

Iiinols

-
ULO) lll nc.

(Jtz)% 1410

Aump’nphmlS()S
(3 I?(-ﬁ‘)-‘)w

CMI Business
Communications
(312) 787-9040

Glenview
TeleSlide
(708) 297-4761

Maine
Portland

Slide Works
(207) 774-2689

Massachusetts
Burlington
Autographix, Ine.
(617) 272-9000

Westford
Medialower
(508) 692-5200

Birmingham
Autographix/AV
Com uter

ics, Inc.
[&] 13’) 6460200

Troy

VuCom
Commumications
(313) 362-4212

Minneapolis
Slide Services Inc,
(612) 7212434

St. Paul
Computer
Chrome, Inc.
(612) 646-2442

Missouri
St. Louis
Steven Blives &
Astociates
(314) 997-1188

New Je

ACCM Communica=
tion Industrics
(201) 569-2028

ie
Metro Litho, Inc.
(201) 935-1450

Paramus
IL. J. Martin Company
(201) 967-0005

Perth Am
Custom Slides
(201) 442-5000

New York
Hicksville
Presentation
Center, Inc.
(516) 9384567

New York
Autographix, Inc.
(212) 736-8558
Autographix/Visual

TIscs
(2 I‘;ﬁTI-OSZO

Axiom Design Systems
(212) 989-1 100

Brilliant Ima
(212) 736-9661

Nextwave Productions
(212) 989-2727

"

RS
(212) 719-2922

Raleigh
Iinage Associates, Inc.
(919) 876-6400

Ohio

Enterprise Information
Services

(216) 762-2222
Autographix/EDCOM

Productions, Inc.
(216) 261-3222

Vucom Graphic
Systems
(216) 524-8790

Maumee
C.AD,
Graphics Gmu{
(419) 891=111

Toledo
Image Source, Inc.
(419) 697-1111

Oregon
Portland
Slidepro, Inc,
(303) 162-0034

Tennessoo
Memphis
Autographix, Inc.
(901) 367-0283

Texas

Austin

Stokes Imaging Servicss
(512) 458-2201

Dallas
Autographix/lmaging
Presentations, Inc.
(214) 638-0292

Houston
Autographix/Ashford
Autolm

(7113) ‘6?' 3§58

Richardson
SlideMasters, Inc.
(214) 437-0542

Virginla

Alexandria
Autographix/The Forte
Group

(703) BI6H-6301

Wi

Renton

Sir Speedy Printing
(206) 251 -8680

Seattle

Aummltpluxll’ncll'c
ne.

(206) 524-7200

Pro Image Resource
(206) 547-3470

Seattle Imay ting
(206) 382-1633

Wisconsin
rmvaukelc y
utographix.
"hotograph
Unh:ﬂcs ¥
(414) 3211600

CANADA
British Columbia

Vancouver
Graphically Speaking
Services, Inc,

(604) 682-5500

Ontario

Toronto

Aulo“raphm Creative
cmer

(l16) 537-0161

Digital Presentations
(4 #.) 475-4337

Imagit Visual
Services Ine.
(416) 4831067

Quebec

Montreal
Autographix/The
Creative linaging Co.
(5 I-l) 875-82.

ie Inc,
(5 1 4) 919-&99

COLOR
PREPRESS
HousEs

California

Culver City
Wheeler Hawkins
(213) 559-3732

Encinitas
Headline Graphics
(619) 436-0133

Wallingford
The Type House Inc,
(203) 737
District of Columbia
Washington
Advanced Laser

Graphics
(205 331-0100

(f&fd :u'r.ma e

R

%CM Communica-
tion Industrics
(201) 569-2028

Moonachie
Metro Litho, Inc,
(201) 935-1450

New York

New York

Leonardo Studio Ine,
(212) 645-TH44

CANADA
Quebec
Montreal

Dessie Inc,
(514) 939-6399

61
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To increase your productivity with Aldus products, you may want
personal training. The following training centers, educational institu-
tions, and consultants are Aldus Authorized Trainers (ATs) who are
recognized by Aldus for the quality of their Aldus product training on

the Apple Macintosh and/or Windows-compatible computers.

California Santa Monica BellSouth Media Newton
Culver City Mind Over Macintosh Trnlmng The Support Group
Wheeler Hawking (Mac) (PC/Mac) (PC/Mac)
(Mac) (213) B29-2756 (404) B47-1240 (617) 965-0300
(213) 559-3732
Sunnyvale Executive Waltham
Fremont Institute of Comy eveloy SIS Inc.
T Cu- Technology Group, Inc. (Mac)
{PC (PC/Mac) (PC/Mac) (617) 290-0750
415) 795—8401 (408) 736-4291 (404) 952-3030
Michigan
Hunlf?on lllinois Birmingham
$uuck Computer Englewood Chicago Lanista Corporation
lnlns Ine. New Schools Computing (Mac)
'Mac) EM.iC) Solutions Inc. (313) 433-2099
("H ‘) BO4-1448 303) 290-9424 /Mac)
(312) 902-9900 Presidential Training
Los Angeles Connecticut Centers
PC Ewcetera, Inc. Fairfield Desktop Publishing (PC/Mac)
?FC!Mac) Institute for Personal Services Inc. (313) 647-3333
213) 683-1944 Computers in Business fP /Mac
) 312) 248-8211 Grand Rapids
The Computer 203) 254-4170 Englchm Training
Software Workshop Micro-Computer
(PC] Hartford meg C:n:cr gPC
(213) 474-6710 U-Design, Ine, ?,L 616) 285-6898
Mac) 312) 332-0419
Onu'go 203) 278-3648 Kalamazoo
MacGraphic Specialtics Professional Training Englehart Training
(Mac) Norwalk Centers Inc, Centers
(714) 750-2112 MicroTraining Plus {PC/Mac) (PC/Mac)
iM:c) (312) 332-3865 (616) 372-1228
Pasadena 203) 853-1011
WORDSMITH Deerfield Livonia
(PC/Mac) Shelton Professional Training Computer Training &
(818) 796-7672 Center for Professional Centers Inc. Support Corporation
Computer Education (PC/Mac) /Mac)
Sacramento (PC/Mag, (708) 940-8495 (313) 525-1400
The IconoClass (203) 925-0400
EMac) Hinsdale Minnesota
916) 443-2527 Stamford Professional Training Brooklyn Park
Penonal Computer Centen Inc. Hennepin Technical
San Leaming Centers of (PC/Mac) Imnr.ule
Leamsoft, Inc. Amnrn.'a (708) 920-0750 fl’
{PC!M:C) ‘Mac) 612) 425-3800
619) 546-1400 203) 325-3288 Rosemont
Crawford & Chaska
San Francisco District of Columbla Associates Inc. The Dotson Institute
ult Washington gC/Mu) (PC/Mac)
EPC Future Enterprises, Inc, 08) 698-6670 (612) 448-8888
415) 543-5400 C/Mac)
202) 662-7676 Schnumburg Eden Prairle
Corporate Solutions ult Hennepin Technical
(Mac) Personal Computer Mac) Institute
(415) 392-1021 Learning Centers of (708) 330-1555 (PC/Mac)
Amenu (612) 944-2222 x338
PC Etcerera, Inc. (PC/| Micro-Computer
{PCIMac) (202) 452-0333 Learning Center Minneapolis
415) 291-8585 PC/Mac) Professional Training
Thomas |, Piwowar & 08) 240-1717 Centers Inc,
Splegelman & Associates, Inc, PC/Mac)
iates (PC/Mac) indlana 612) 341-0750
iMac) (202) 223-6813 Indianapolis
415) 922-0499 MICR Missourl
Florida Simplified Inc. St. Louls
The lnform:nvc Edge Fort Lauderdale (PC/Mac) Wave Technologies
(PC/Mac) Computer Savvy (317) B42-7984 Training, Inc.
(415) 392-5544 Workshe (PC/Mac)
PC/Mac luwl (314) 8782050
Training Works 305) 486-0644 Moines
PC/Mac) Wnddcll s Computer New Hampshire
415) 243-0100 Jacksonville Graj M: Center Ambherst
Consultech Mac) Dm.alex Corponnun
San Jose PC/Mac) (51 5) 282-0000
AM Design 04) 725-9074 (603) 672-6544
EM::) Murand
408) 247-1321 Miami Baltimore New Jorsey
Access Corpor;nou Foxglove Fairfleld
Santa Ana (PC/M Communi ive Comp
Catapult (305) 27!-0309 (Mac) Network Inc.
(PC/Mac) (301) 426-7733 (PC/Mac)
{714) 557-7500 Georgla (201) 575-5552
Atlanta Massachusetts
New Honzons AppleTree Boston Morristown
Computer Learning Tochnologn: Inc. Boston Center for Computer Applications
Center (Mac) Cum uter Applications Leaming Center, Inc.
(PC/Mac) (404) 457-4500 ac) /Mac)
rm) 556-1220 (6!7) 247-0538 201) 539-6050
Princeton

PC Concepus, [nc.
(PC/Mac)
(617) 890-0009

Dedham
Catapult
{PC Mac)

617) 329-3290
Lexington
Minuteman Regional
Voc/Tech School
5617) 861-6500

PC Concepts, Inc,
PC/Mac)
609) 799-1588

New Mexico
Albuquerque
Data Imaging Center

(PC/Mac

(505) 345-2636
Laser Publishing &
Desi

Mac)
505) 344-9382

ALDUS AUTHORIZED
AINING CENTE

TF

New York Personal Computer
Mbunf Learning Centers of
Russell Sage College America
ac)
(518) 445-1707 ?:.’)ICS:) 568-3500
New York Pittsburgh
Center for Professional PC Concepu Inc.
Computer Education {P
C/Mac) 412) 355-0499
f;m 840-2470
Swtll Clnllm
(PC/Mac) MICI'OI Suppon Center
(212) 2136500 ?’
B0O3) 277 -2870
MicroTrek
Enterprises Inc. Tennessee
spc;' ac) Memphis
212) 398-6410 Jacobs, Associates
ac,
PC Etcetera, Inc. 901) 685-9178
(PC/Mac)
(212) 736-5870 Texas
Austin
Personal Computer Software Training
Learning Centers of Services Inc,
Amcma EPC/MIC)
EPC 512) 346-8110
212) 953-9800 g
The Publisher’s Edge
School of Visual Arts EPC/MJC}
Mac) 512) 335-7326
52 12) 679-7350
Dallas
Rochester Capstone Communica-
cal Operations tions Inc.
(PC/Mac) {PC/Mac)
(716) 482-7700 (214) 746-4855
Tarytown
Personal Computer %e Mauaaern:nt, Inc.
Learning Centers of
America (3171 624-1900
(PC/Mac)
(914) 347-3200 Texas City
College of the
North Carolina Mainland
Boone (Mac)
Al hian State (409) 938-1211
nivenii
C/Mag Vermont
04) 262-6362 Burlington
Laserlmage
Ohio (Mac)
Cincinnati (802) B63-1884
Smith/Boehm
Amcinu Virginia
(PC/Mac) Arlington
(513) 891-5212 Catapult
(PC/Mac)
Columbus (703) 271-9800
HandsON Computer
Lcarnmg Center Republic Research
'Mac) Tramlng Center Ine.
(614} 299-3434

Mentor Technologies
(PC/Mac
(614) 262-3456

Independence
Mentor Technologies

fPCfMuJ
216) 642-8676

Toledo
Owens Technical
Colle
(PC/Mac)

(419) 666-0580
Willoughby
Guiding B
} Mu;c ing Byte

216) 953-8200
Oregon
Portland
Art Media
sMa:}

503) 222-0965
Pennsylvania
Bala Cynwyd
Bcrkcley Corpum:on
?’15) 664-3880

Philadelphia
PC Cuncepa Inc.

m) 6B7-5554

}103; 525-9014
Charlottesville
Republic Research
Training Center Inc.

)
B04) 296-9747
Washington
Bellevue
Catapult
EPC Mac)
206) 882-2036
Technaprin, Inc.
(PC/Mac)
(206) 392-4911
The Dowon Institute
/Mac,

(PC
(206) 882-6030

Seattie
Bhi;ury Graphics, Ine.

ac)
EZ%) 447-0636

Common Sense
Communications

iM:c)
206) 622-4200
Iconics

(PC/Mac)
(206) 682-4011

Aldus

Lee Sylvester/Arn
Duccuon & Graphic

i f“ Mac)
206) 323-2620

Shorcline Community

Collej ﬁ
(PC/Mac)
(206) 546-4663

Wisconsin

Appleton
Fox Valley Technical
Colle

(b
414) 735-2427

CANADA
Alberta

Calgary

PBSC Computer
Training Centres

(PC/Mac)
(403) 234-8087
Edmonton

PBSC Computer
Training Centres

(PC/Mac)

(403) 424-3710
British Columbla
Burnab,

BCIT School
of Business

(PC/Mac)

(604) 432-8255
Vancouver
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Aldus PageMaker

The world’s leading desktop-
publishing program.

Version 4.0 (PC/Macintosh),
Version 3.0 (OS/2): $795.

Aldus FreeHand 3.0

A comprehensive PostScript-
language drawing program.
Macintosh: $595.

Aldus Persuasion 2.0

A presentation program for
professionally designed slides,
overheads, speaker notes, and
handouts. PC/Macintosh: $495.

Aldus PrePrint 1.0

A production tool for enhancing
images and generating four-
color separations of entire
PageMaker publications.
Macintosh: $495.

Aldus SuperCard 1.5
A personal software toolkit for
creating customized programs,
from productivity applications
to multimedia presentations.
Macintosh: $299.

Aldus SuperPaint 2.0

A painting and drawing applica-
tion that features AutoTrace and
bitmap editing.

Macintosh: $199.

Aldus Digital Darkroom 2.0

A versatile tool for enhancing,
retouching, and composing
scanned, grayscale, and other
bitmapped images.
Macintosh: $395.
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Aldus Personal Press

An casy-to-use, interactive, and
affordable page-layout applica-
tion, Macintosh: $299.

Aldus Super 3D 2.0

A fast and flexible 3-D modeling
and animation program.
Macintosh: $495.

Aldus Gallery Effects

A tool for applying effects to
scanned and bitmapped images.
Macintosh: $199.

Aldus Dictionaries

Multilingual spell-checking and

hyphenation for PageMaker 4.0.

American English*

British English*

Central European (French,
[talian, German, Dutch)

Scandinavian (Danish, Norwe-
gian, Swedish)

Spanish & Portuguese (Spanish,
European Portuguese, Brazilian
Portuguese)

* includes legal and medical dictionaries

PC/Macintosh: $89.

Aldus Training Materials
DISCOVER ALDUS PERSUASION
Macintosh: $95.

DiISCOVER ALDUS PAGEMAKER 4.0

PC/Macintosh: $249.

Games

Dark Castle, $49.95; Beyond
Dark Castle, $49.95; Apache
Strike, $49.95; World Builder,
$79.95; Enchanted Scepters,
$39.95; Airborne!, $34.95 (all
Macintosh).

Aldus offers a variety of products and design aids to help you
in your business communication and desktop publishing
tasks. You can obtain any of our products from your local
Aldus authorized dealer. (Offers are limited to the U.S. and
Canada; prices shown are suggested retall prices in U.S.
dollars. In other countries, contact your nearest Aldus dealer
or distributor.)

WE’RE JUST
A PHONE CALL AWAY

Technical Support: (206) 6282040. o1 help

installing and using Aldus products and replac

ordamaged CiISKS For techrmical support or

SuperCard, SuperPaint, Digital Darkroo

sonal Press. Super 3D, Gallery Flfects

games, call (619) 695-6956

Customer Relations: (206) 628-2320. I or
card orders and information aboul product up
grades. Aldus product
Aldlu Diclio

stration and lransfer o

CustomerFirst, Cotporate Support Servic

\'.l\ll' censing w.: [}

party training prod

ized Trainers, Aldus Authonzed Imaging Centers

and general information
calling Techn

tomer Relations

Have

vour product serial number reacly

1 through th Cusl!
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PageMaker 4.0 (PC): (800) 243-3173.
For registered users only. For all other
upgrades, call Aldus Customer Relations at (206)
628-2320.

Aldus Information Center: (800) 333-2538
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Perspective

CYBERPUNKS AND OLD COMPUTERS

A meditation on the fate of yesterday’s technology.

By EILEEN GUNN

In the classic cyberpunk scenario, streetwise
hacker-wizards scavenge junk piles for discarded
chunks of trailing-edge technology, collage it to-
gether into asupercomputer, and use it to subvert the
corrupt power holders and redistribute their wealth.
The street finds its uses for things. . . .

And maybe the street will find its uses for old
technology, because so far no one else has.

If you've got an old computer lying around—
meaning a computer that you have one newer
than—you have a few fairly limited choices for
getting rid of it. If it works, you can give it to
someone much poorer than you, such as a child ora
fiction writer. If it doesn't work, you can embed it
in concrete and incorporate it into a piece of post-
modern furniture. Sell it? Forget it, unless you can
adjust to the shock of realizing that the system you
spent $5,000 on in 1985 is now worth only $250.
And at that price, it might not be worth the hassle.

If you have a couple hundred old computers lying
around, you accrue some economies of scale. If the
computers are new enough—Macs or ATs—you can
donate them to a nonprofit for the good karma and
a possible tax write-off. If they're big, old systems
with a lot of metal in them—IBM 360s, say—you
might be able to scrap them for three cents a pound.
If you're a company like Aldus and upgrade your
computers regularly, you can sell the old ones to
employees at a price that makes both parties happy.

What you cannot do with an old computer is
recycle it. To make recycling cost-effective, you
need either homogeneous materials or a market for
complex components. Computers are anything but
homogeneous—they're made of hundreds of differ-
ent, relatively inexpensive parts, most of which
quickly become obsolete. So when you disassemble
an aged computer, you end up with a pathetic pile of
outdated components,

And a computer’s raw materials just aren’t worth
very much. The complex chips at its heart are mostly
silicon, a material common as sand on the beach.
Oldersystems have a bit of gold in them, it’s true, but
the chemicals needed to remove that gold are highly
toxic, making the process expensive, either to the
recycling firm or to its workers and the environment.

You can't recycle them, you can’t eat them, and
they won't be antiques for another 50 years.

So why can't we give or sell old systems to
countries less technologically advanced? There are
undoubtedly schools and laboratories in Eastern
Europe and the Third World that could put them to
good use. This isn’t quite as easy as it sounds, given
the language differences, power-source compatibil-
ity issues, and the cost of shipping overseas. These are
not insurmountable problems, but not much is done
in this area right now. Any volunteers?

There's also an opportunity for the archetypal 12-
year-old inventor-entrepreneur to recycle junkyard
technology into something that could be mass-
marketed without having to be mass-produced.
With a month's allowance, a kid could corner the
market in surplus Apple [le's. A lictle paint, a brilliant
software package, some free publicity because the
software genius is only 12, and the product is
launched. Hey, we can use my dad’s barn. . . .

As today’s machines slide to the rear, the potential
computing power in outdated processors should be
large enough to interest even the grownups. Think-
tankersat MCC have already devised a way to use the
idle computing time of its networked PCs and Macs
to yield the processing power of a supercomputer,
bringing the cyberpunk scenario closer to reality.
Maybe, down the line, some silicon-starved artificial
intelligence will figure outhow to use all the old PCs
and Apples out there gathering dust, and will cobble
them together for its own nefarious purposes.

But for now, isn't it kind of wonderful that, in so
short a time, something that was once so expensive
has become so obsolete? Because what's driving the
process, I think, is not just that the prices on high-
powered machines have dropped, an old story in the
computer industry. It's because the newer machines
have made computers useful to people who wouldn't
have used the old machines at any price, people who
have never experienced the charms of the A> prompt,
and don't particularly want to, thank you very much.

Those old computers in your garage are victims of
the revolution. [§}

Eileen Gunn is a science-fiction writer who lives and
works in Seattle.
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600x 600dpi Superprinter:

(You Just Have To Know
How To Coax It Out.)

If you have an Apple LaserWriter,” you already have the But that's just half the story. Ask us about simultaneous
makings of a superprinter. Just install an Accel-a-Writer™ Mac/PC printing, dual page processing, and SCSI ports, too.
controller board, and instantly convert any LaserWriter to a Call us toll-free. See how easy and affordable it is to

higher-speed, higher-resolution laser printer coax a superprinter from
You get crisper, tighter images (600 x 600 dpi). And thanks ~ your LaserWriter 1'800"92 6'8839
to high-speed RISC technology, you'll be firing out text, v

®
graphics and complicated halftones up to 20 times faster: ACC e l'a' er te r

EMAC WORLD Visit s at MACWORLD EXPOSITION
~ ‘ X POSI | |ON Bayside Expo Center, Boston
(-

\’\’ ~ e DD August 6-9,1991

. ©1991 XANTE Corporation. XANTE Accel-a-Writer is a trademark of XANTE Corporation. Other brands and product names are trademarks or regisiered trademarks
X A N T E oftheir respective holders. XANTE Corporation: 23800 Highuay 98, Post Offtce Box 518, Montrose, AL 36559 USA, TEL: 205/990-8189.



Using Windows?

PRLISCRR
Picturek e

The Graphics File Converter

With PictureEze you can load a graphic image from any popular bit image file.
And you can convert the image into the file format you need to use it with your
application. PictureEze offers you easy access to more graphic images. And
with PictureEze it's easy to make all your graphic images compatible.

It's Compatible With the Software You Use

PictureEze supports more than 50 of the best-selling applications including all
the popular Word Processors, Desktop Publishers, Paint and Draw programs.
When you use PictureEze you don’t need to search through the manuals to find
out which file format your application requires. Just click on the name of your
application and PictureEze will convert the file for you automatically. Of course,
if you want to specify a particular file format in detail, PictureEze allows you to
do that too. It's powerful and flexible, but easy to use.

Use PictureEze to Enhance the Image

With PictureEze you can rotate, mirror, or flip the
image. Adjust the color, brightness, and contrast.
Crop the image or change its size. Stretch it or shrink
it. Reverse the color to produce a negative. Reduce
the color content to transform a color image into a
high-quality gray-scale image. PictureEze gives you
control, and makes image enhancement easy.

For graphics, use your imagination.
For your image, use PictureEze.
Only $149.00

plus $5.00 shipping and handling
requires Microsoft Windows 3

GDTGC Application Techniques, Inc.

10 Lomar Park Drive, Pepperell, MA 01463
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ORDER TOLL FREE
(800)433-5201

in MA (508) 433-5201  FAX (508) 433-8466



