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PREFACE

Public Relations as a profession has made rapid progress during the past two
decades. The major public sector and private organisations today have recognised
the importance of Public Relations, thereby creating new job opportunities for
young men and women. Moreover, Public Relations as a management function is

fast gaining recognition in our country. Further, there is a wide scope for Public

Relations consultancy service. The number of new openings advertised in the mass-

‘'media makes one optimistic about the growth of the profession. The next decade

with its over all progress in agriculture, industry, commerce and greater awareness
among the masses owing to increased exposure to mass media will call for greater

two-way Communication and Public Relations than have hitherto been needed.

The sacial responsibility of a Public Relaﬂons practitioner is greater in a
developing country like ours than the developed countries. The professional will
have a crucial role to.play in the near future, whether it is that of fighting against
untouchability, pollution, or campaigning for afforestation, small family, or for

bringing in Computer technology.
: The Post-Graduate Diploma Course in ¢ Relations offered by the

Andhra Pradesh Open University aimy Nining persons as Public Relations
professionals. The ¢ourse covers all aspegts of Bublic Relations keeping in view our
social, political, cultural and econoggic impe¥Stives. It introduces the students to the

basic principlet and practice of Pu ations.

3 Public Relahns Management
4. Editing and Production of Corporate Publicatioris, and
5. Advertising.

In this. paper, Editing and Production of Corporate Publications, the
impoﬂanoe of corporate publications, writing, editing and printing technigues are
‘discussed. The various types of publications, their format, purpose, production are
dealt with.’

The student is taught collection of data, simple and effective writing, and
the editing of Corporate Publications. The |mportance of Pnntmg methods, selection
of paper, colour printmg. proof-reading and other aspects is spelt out.

This paper covers all the important aspects of Corporate Publications from
contents and lay-qut to production. The Corporate Publications form a very
important link in the total communication network concerning an organisation and
its various publics. Moreover, they provide a valuable feedback for the organisation
besides underfining the image, dignity and reputation of the organisation.




This text covers the importance and prdduction of corporate publications
and the basic methods of printing. The students will do well to study the corporate
publications of reputed organisations. ’ : '

This text deals with the topics included in the syllabus for the Post-Graduate
Diploma Course in Public Relations offered by the Andhra Pradesh Open University.
‘The syllabus, for the sake of convenience, is divided into units, each of which
comprises.of a number of lessons. Each unit generally covers a specific area of the
subjétt. The lessons are prepared by specialists in accordance with a format intended
10 enable the student to read and understand them without much difficulty. Each
lesson begins with a statement of its objective followed by synopsis and has at its end
assignments, aimed at testing the student’s comprehension of the subject matter.

The University hopes that this material would help the student to get

acquainted with the basic principles of Editing and Production of Corparate
Publications, _
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UNIT 1 : CORPORATE PUBLICATIONS

Unit Introduction

In the unit Corporate Publications, the student is intreduced lo the
importance and impact of the Printed Word which is the medium of Corporate
Publications. Afier explaining the various types of corporate publications, their

Jormad, lay-out are discussed. Then, thé contents and the essential ingredients like
illustrations, graphs are expiained. In the subsequent lessons, production of
internal and external House Journals is discussed in detail.

- The corporate publications including the house journals form a vital link

| between the organisation and ils publics - both internal and external, It is g
powerful channel of communication and its proper use plays an imporiant role in

the total communication process of an organisaiion. It should be remembered that

the house journals, provide important feedback to the organmisation. The
technigues of printing is dealt separately towards the end of the book.

LESSON 1 - THE PRINTED WORD 0 :
? .
' Objective

To explain the importance Printed Word as a r‘nedium of_
communication in general angegt cdgporate publications in paruc.ula.r. The
relative Iadvantages of the Pri <@ lard over othér media of communication are
also discussed.

Synopsis @
I introduction
2. Basic Elements of Commurication
3. Internal and Extémal_Communica_tion
4. The Oral Communication
5. The Printed Word
6. Advantages of the Printed ‘Word
7 l__imitét_ions of the Printed Word |

8. Impact of the Printed Word

9. Summary




1. INTRODUCTION - ‘

The growth of an organization depends onits image. It must have a goo '
image. In other words, the organization must enjoy a good reputation. For
instance, M/S Philips,. the well-known manufacturer of electrical appliances
enjoys a good reputation, because its products are said to be generally goo
and dependabie. We therefore say that M/S Philips has a good image. This goo
‘image or reputation is necessary for the growth of an organization. So, to builg
up the good image of an organization, the prerequisite is that it must give g
good account of itself. s products, for instance, must be good and dependable.
Its customers: themselves should say its products are, and will be good. Again, its
service to customers must also be satisfactory. Highlighting these aspects the P '
‘practitioner will endeavour to build up a good image for his organization. in th
long run this will pave the way for its allround growth and prosperity. Thi:
image buildlng has to be done through various media of communication. They
are Oral Commtlmcatlon Vlsual Medla, Audiovisual Media and the Printéd
: Word. . : ‘

2. BASIC ELEMENTS o:= couuumcanou ' ‘

pular book entitied Effecti
Center make the following

Whiting on effective communication in thelr
Public Relations’ the authors Scott M. Cuthp and Allen
obsewatmn

“_It is difficult for people to agree age of free enterprise when the
cannot see, touch, hear, taste or Smé€ll it. This difficulty goes right to
the heart of the communi roblem. To communicate effectively,
the sender’s words a s’ must mean the same thing to the
receiver that they dg the sender The word ‘communication’ is derived
from the Latin word{gommunis’ meaning ‘common’. The purpose of
communicati to eStablish a commonness. There are three basic
. elements in nication: the source or sender, the message, a*‘xd
ti:e destination receiver. A breakdown can involve one or more of
these three elements. Effective communication’ requires efficiency on
the part of-all the three. The communicator must have adequate
information. He must have credibility in the eyes of the receiver. The
communicator must be able to transmit information which the receiver
.can compreheénd. The communicator must use ihe channel that 1}
carry the message to the receiver. The message must be wlthm he
Teceiver’'s capacity to comprehend

Il we study the above mentioned basic elements propounded by the two
distmgmshed authors, the follomng points will be clear .

a) The commubnication process has three segments namely

The communicator/sender
~ The channel (of cornmumcatnon)
‘The reoewer




b) The communicator must have adequate intormation. .

¢) The communicator must be able to transmit. informatipn effectively so
‘that the receiver can comprehend # o

dj The communicator must use a channel or a medium that will carry the
‘message to the receiver. ' :

A PR practitioner who desires to build up the image of his organization

" should bear in mind these fundamental aspects. In the first place he must have
adequate information to communicate. Otherwise, his communication wotuld be
futile and meaningless. Again he must transmit the information through various:
channels or media to the receiver. Communication is the life blood of Public
Relations. In fact, PR consists of all forms of planned communication, outwards
and inwards between an organization and its ‘publics’ for the purpose of
achieving specific objectives concerning mutual understanding. In this process,
the Printed word has a great role to play. '

3. INTERNAL AND EXTERNAL C UNICATION

It is said that over 80% of an IndiaMExefutive’s time is spent in
g and listening. The higher one’s
& time spent in communication
ganizations engage in two types of

communication — in reading, writing, spga
position in management, the greater
according to Mr. Keval J Kumar. Generally

communication: ?\
Internal .communic . '

External com%ﬁo_ : .
Internal comm tion .covers such areas as administrative matters, the

morale of the company’s employees, their motivation ‘etc. External

communication, on the other hand, refers to all the organization’s public
relations carried on with the aim of creating a good image for it, as well as the
business transacted by departments like advertising, customer relations and .
sales. Thus external communication includes all contacts an organization has with -
its various External ‘Publics’.

Internal and external communications are inter-linked. An organization's
public relations may be good. But it may not succeed for long i the
organization’s own employées have a low morale and bad relationship with the
management. In fact, the public may believe the dissatisfied employee rather
than the management. Often the managment fails to realise that every
employee is, in a larger sense, a member of the Public Relations and
Customer Relations staff. Whatever he says about his organization or its
products carries credibility. Therefore he must be well informed. This is done
_through three main channels or media of communicaton:ia) Oral communication;

b) Visual media ; and ¢) Audio-visual media. '
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4. ORAL COMMUNICATION

There are numerous occasions when the best way to get informatton

across to staff members is {to say it rather than write it. Oral’ messages are more

. direct, easier to transmit and generally easier to tailor to. the needs and

comprehension level of the intended audience or the ‘publics’. Meetmgs bring

people face-to-face providing both an opportunity. to communicate to a selected

audience, and an opportunity to llsten—twoway ‘communication. The forms of
oral communication mclude

a} Person-td-Person dialogue
b) Stalf meetings

¢) Formal talks to lérger'g_roups

d) Training classes

e} Group meetings

“1). Public meetings - 0 . -
An organization uses the rpedium Bthe Printed Word for internal and

-external communication. This is publishing a wide variety of printed
literature such as :

. - Cate;ory A : Manu
boo
rs
G ,ebooks_»

Cétegory B : Annual reports .
Chalrman s speech to shareholders

' Category C : [nternal House Journals
External House Journals
Employee newsletters

Category D : Trade bulietins -
Custpmer brochures

Category E : Folders _
Brochures
Pamphilets

Category F : Calenders
Diaries
Pldorial-albums '



Corporate Publications

Broadly speaking publications are meant to. serve a specific purpose.
They are also meant for different groups of people or different ‘publics’ as we
put it in PR parlance. Manuals, handbooks, circulars guidebooks published by an
organization generally contain the rules and regulations, administrative
procedures, service. conditions- and the like with which employees must be
familiar. This type of publication {category A) is meant for employees for their
information as well as satisfactory discharge of their duties. Again, Annual
Reports and the Chairman’s Annual Address to Shareholders are published
periodically. They set forth the profit and loss account, financial stability,
~achievements and progress made by an organization during the period under
review. This type of publication (category B) is meant for the information of
shareholders. Since they have invested their moneys in the organisation they are
entitled to know all about its financial pesition.

External and Internal House Journals and Employee Newsletters (category i
C) are meant for emplovees as weli as non-employees closely associated with an
. organization. They are meant to inform, educate and motivate employees and
bring them closer and dloser to the organization. Trade bWfjetins and customer

usually by the Marketing Division of the organj highlighting its products
and popularising them among jts clientele. Thi gfked upon as part of the
organization's sales promotion drive. Informi@ige brochures, folders and pamphiets,

- {category E] are also published by an %wn highlighting its activities,
achievements and future program th¥% view to building up gradually a
good public image for itself and it s. This type of publication is meant
generally for wide distributigia, am various 'publics’ as part of publicity
campaigns. In addition, cale jaries, pictorial albums and the like (category
F)are annual publications m: for {ree distribution among the employees,
regular as well as potential customers and members of the public. This isto be
looked upon as a gesture onthe part of =1 organization to promote all-round
goodwill.

6. ADVANTAGES OF THE PRINTED WORD

We have studied various types of literature an organization generally
publishes. Literature or the Printed Word enjoys many advantages when
compated to oral orvisual or audio-visual media such as a group discussion or
documentary ftim or the radio or the TV. The Printed Word is capable of
reaching -in one broad sweep - almost all "publics’in which the organization is or
may be inferested. It also enjoys a unique advantage, the advantage of
permanency—permanency in the sense that a brochure or a manual or a
handbook will always be therefor information or reference at any given point of
time say after three months or six months ot one year or more. It could be read

_ by,any number of people inside as well as outside the organization. The ‘Pubtics’
of the printed literature or the printed word are not therefore limited. About al00
people may read a particular brochure this week. If the brochure is interesting,
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-another hundred are sure to readit the next week. In the third week more
people will certainly read it because of its growing popularity. This could hardly
be the case’ in respect of dther media of communication. For instance, what is
said at a group meeting or what is seen in a documentary film show, or what is
viewed on the TV is limited to a group of people or employees present on the
occasion, The message will reach this group only. It is possible that somein the
group may forget the message. So after a fortnight, if they want.to refresh their
memory the scope for such an exercise is very limited. For instance, a radio or a
TV programme can hardly be repeated for the sake of this group df people.

7. LIMITATIONS OF THE PRINTED WORD

Various media of communication have their advantages a\\{ well as
inherent limitations. In the case of the Printed Word, we have studied the broad
advantages it enjoys. This, however, does fiot mean it has no limitations. In fact
it has. In India where the percentage of literacy is low the Printed Word is
capable of reaching only a small segment of our population. It is. said that the
total circulation of newspapers and periodicals in our country reaches olniy about
10 per cent of the literate section of population according to Mr. B.G. Merghese.
Against this wider background we may aSume that the reach of thF Printed
Word when compared to other media dhcomBunication is limited. For'example,.
16 communicate a message to a very number of mill workers:mostly
illiterate - in a textile milt situateg emote backward area, printed L_lterature
will not obvicusly serve any purp ain;_ the Printed Word is hardly capable -
of firing the imagination men and moving them to action in the same
emotional way in whmh t ken word, for. instance, is capable of. After
hearing the emotiop/ackedYspeech of a very popular Union labour leader, a
large number of st 1y men may even swoop on a prohibited area in a
menacing fashjgn, coMynitting uﬁ]aw{u] acts on the way.

IMPACT OF'THE PRINTED WORD

Nowadays most of the printed literature of prestigious organizatI ons is in
colour. In fact, multi-coloured publications have become the fashion of the day.
Usually they are printed- on art paper. “The off-set process is preferred to the
¢onventional letter press protess. As it will be seen, every effort is madeto make
the printed llterature as colourful as possible, or as attractive as posstbPe to the
publics’. If one sees a very attractive multi-coloured brochure in the lounge of .
a top Executwe,ones reaction may be immediate. One may pick up that
brochure {in preference to the less attractive publications), glance through the
pages. and read, if possible, a couple of the well-written and well-illustrated
paragraphs. For a long time one will perhaps remember . seeing this particular
brochure in the lounge of the top executive. Thus printed literature of the right
type is capable of evoking an immediate reaction and exercnsmg an |enduring

" impact.

9. SUMMARY

- The growth of an orga_nizétion depends on its image. In other words, the
‘organization 'mu'st_ enjoy -a good name among its:customers—potential customers
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in particular and the general public in- general. This good public image that is -
necessary for its growth is built up gradually through the media of oral ,
communication, electronic media and the Printed Word.- There are numerous

occasions  when the best way to convey information to employees is o say it

rather than write it. Oral messages are direct and easier to transmit. The forms of

oral communication include: : Staff: meetings, Training classes, person-to-person

dialogues and formal talks to Jarger © groups.

- For internal communication, ao organization generally uses ihe following
electronic media: video cassettes audio cassettes, closed circuit, TV, slides and
documentaries. Electronic media have their limitations. Only a group of
employees present at the spot can receive or benefit {rom the message. If this
message is later conveyed by word-of-mouth to awider audience, it may undergo
distortions.

The medium of the Printed word is exploited by publishing a wide variety of
printed literature such asmanuals, annual reports, house journals, trade bulletins
publicity “brochures, calenders and diaries. Printed literature enjoys many
advantages. It is a permanent record for - future reference or dissemination of
information. Its *publics’ or audiences are not limited. Again, colourfully produced
printed literature with well written and profusely illustrated %gading matter will
attract the immediate atlention of the “publics’ and leaveNgn erfluring impact on’ |
them. However, the Printed word has its limitatiol cotifitry like India with
its low percentage of literacy it can reach only a smal ont of the populqﬁon, the:
literate. Again, its appeal is mostly intellectual. It ma tir up emotions and move
men tfo action in the same way hich the spoken word is

" often capable of. '

thor &f the Lesson : Mr T. D. JAGADESAN




GLOSSARY |

Communicator ' ' _A public relations manager or an ekecutive
who has infermation to convey to emﬁloyees/

' aud:ence : . |

. |
External House Journal ' The periodica] publication of an orgalnization

for distribution among its External Frubllcs -
other than its employees.-

- Image _ Reputat:on or otherwise of an orgallnsatnon
' ' ‘Good image’ means high reputatiorj of the

organization; Bad image means jts low

negative reputation or bad name. lmpresswns

.of the public. : I _

Internal House Journal House journal meant for the employeks of an
organizatior:. :
Manuals - ' Book confgining rules and regulatior*s of an

organi
. | o
Message _ Ipfewmgation, that is sought to be conoleyed'{by
¥ @ hnager or an executive.) ‘
PR Practitioner _ Public. Relations Officer or a Public Relations

Manager who handles public relations on
behalf of an organization. |.

. Printed Word _ A hron_:hure, a book, a manuil or a"HOuse
: dJournal using the Printed Word as a_'r’nedium

' of communication. o

. |

Publics. ' Employees, customers, shareholdgrs or

members of the public with commion interest
- for whom the message is intended. I

Spoken Word ' Word -or \i}ordsl one hears oﬁer the Public -
Address (PA) system or the Radm or ‘the
Cassettee. I

Written WQl?d . Word or words one reads in printed literature.
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Assignments

1. Answer the follbwing in about 30 lines each.o

1. The Printed word in comparison wit media of communication
enjoys an importance of its own - Discu

2. Explain the basic elernents of co tion and their 1rnportance

3. The Internal and Externa
different areas which @
practitioner - Discuss,

4. Elaborate the meri limitations of Ora} Communication media and

_ - the Printed Word. '

- Ii. Answer the following in about 10 lines each

sediaYof communication are distinct and -
gaod scope for exploitation by a PR

What are the advantages of the Printed Word ?

What are its (Printed Word's) limitations ?

Why are corporate publications necessary ? What is their role ?
What are the advantages and limitations of Qral Communication ?

R

H1. Aaswer the following in about 5 lines each

Define the word ‘Cemmunication’ and its meaning.
What are the three basic elements of communication ?
What are the major different media of communication ?

Lol S A .

. Write short notes on

a. Printed Word

b. Oral Communication

c. Publics

d. Internal Communication




LESSON 2 : TYPES OF CORPOR_ATE PUBLICATIONS : FORMA_

AN D LAYOUT

Objective

To explain vatious types of Corporate Publlcatlons and the general

principles of their format and layout.
Synopsis'
L Iqtfodﬁcﬁon
2. Format of Corporate Publications
3. Layout of Corporate Publications.

4 Manuals and -'Har_idbc.)oks

5. ‘Annual Reports |
6. The Chairman's Speech -~ = 0
7. House Journals O p

8. Employee Newsletters ?&
9. Tr#de Journals Qs

10. Folders :

lI.. B;oéhures@

12. Calenders and Diaries
13. Government Publications

4. Summary

1. INTRODUCTION

Corporale publications exploit the medium ot the Printed Word

ey

are the tools of the Printed- Word to convey the message to the ‘Publics’

Therefore, they have to bé designed and produced on behalf of an’ organi

ion

to suit the needs of a particular situation. There aremanytypes of- Corpo]rate
publications. For instance, it may bé a simple folder, an illustrated brochure,a

regular House Journal, a valuable annual report, a useful Office Man

l, a

Handbook or, a comprehensive Trade Journal. The format and layout of
corperate publications differs according to its function. It may be empha lsed
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here that it is the occasion and the theme that decide the type of publication to
be designed and brought out—whether it should be a foider or a brochure or a
souvenir or a handbook. It should be clearly understood that there are no hard’
and fast rules governing the - production of various types of Corporate
publications. This is left to the discretion and judgmient of the PR practitioner.
His professional competence, experience and budget are the factors that will
help him produce the right type of publication for the right occasion at the right
time. :

2. FORMAT OF CORPORATE PUBLICATIONS :

* The word 'Format’ means the size, form and shape in which. publications
are produced. There is no rigid rule that a Corporate pubilication such asa folder
or a brochure should conform to a specific size. In fact, all Corporate publications
are published in different sizes for the sake of variety. The importance of the
theme, the attractiveness of the publication and the budget available are the.
factors that are generally taken into. consideration whlle ‘deciding the size of a
_pubhcahon There are various sizes bearing technical names. The following are

standard sizes of printing paper from whtch requu'edss fqr_pubhcations are

cut.
STANDARD SIZES OF PR@ PAPERS

) . . : {ininches }
'NAME.: . Broadside FO,Q” Quarto Octavo
IMPERIAL 22 x 30'%.15 15 x 1111 x 7%
ELEPHANT 23 x 23 x 14 14 x 11k 11%x 7

SUPER ROYAL 20% x 27% 20%x 3% 13%x. 10% 10Wx 678

* ROYAL 20 x 25 20 x 12% 12%x 10 10 x 6%
+ MEDIUM 18 x 23 18 x 1% 1l%x 9 9 x 5%
» DEMY 17%x 22 17%x 11% 11%x 8% 8% x * 558

LARGEPOST 17%x 21 16%x 10% 10%x 8% 8%x 5l
POST.  15%x 19% 15%x 9% 9%x 778 7 ysx 478
CROWN 5 x 20 15 x 10 10 x Tk T% x 5

»FOOLSCAP  13%x 17 13%x 8% 8kx 6% 6%x 4%

POTT 15%x 12% 12%x 7% 7T%x 6% 6hx 378




Technical expressions _used. in the above fabulation are explained
below. '

B?oadside-denotes that the size stated is the whole sheet.

Fofro means that the size stated is one half of a. sheet (Longsideis
dmded by two)

Ouano is one quarter of a -sheet (determined by dividing both
dimensions by 2) :

Octavo meansthat the size stated is Y& part of a sheet {Long side of
the sheet is divided by 4 and the sheet side by 2.)

Against this general backgrc’;urid of" standard sizes of p_rinting paper, the
PR practitioner decides the exact size or sizes of his publications. The following
sizes are popular sizes. Their ‘technical names are.to be remernbered and correct

mstructlons given to the printer.

Size of Quarto (Y] Octavo (%)
" Printing Size Publica- Size Publica-

Paper tion @ tion (Inches)
IMPEi 1AL Qﬂs x 11 11 x %

~ ELEPH; \u@ 14 x 11% A% x 7
SUPER RC YAL 1% x 10% 10% x 678
ROYAL | 12% x 10 10 x 6%
MEDIUM | 11% x 9 _ 9 x 5%
DEMY 11%.x 8% 8% x 55e
LARGEPOST  10% x 8% | 84 x 54
POST - | 9% x 7w 778 x .-.4 /8
CROWN 10 x 7% . 7% x5
FOOLSCAP 8% x 6% T
pOTT - - 7% x 6% 6% x 318
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So when the brochure is to be 8%” x 558 " we say its size is
‘Demy Octavo’. When the brochure is to be 12% x 107 we say its size is
‘Royal Quarto’. Thus, it will be seen from the statement that a wide range of sizes is
available for deciding the format of Corporate publications.

3. LAY OUT OF CORPORATE PUBLICATIONS

The word lay-out’ means general appearance of a printed 'page or
display of matter ona printed page. It may contain reading matter, pictures,
illustrations like line-drawings, diagrammatic representation etc. All of them have
to be arranged in such a manner asto give a pleasing appearance. This
_arrangement is known -as ‘lay-out’. Therefore’ the lay-out of Corporate
publications has to be conceived and executed in an attractive manner, attractive
in the sense that the publication is able to not only attract the attention of the
reader but also make a favourable and enduring impact on him. Different types
of publications like a folder, a brochure, a ‘manual,and an annual report will have
different styles of lay-out. '

“aI Setting of Readl:_:g matter

 The pages of a Corporate publication must be attractive. To make them
attractive, the reading matter should be composed or sefin an attractive way. Only
then will it become possible to give a good shape to the Pages and thus achieve a
good format for the publlcatnon '

There are various s_tyles'of Comﬁosing@wg the reading matter to make
_thg pages attractive. Let us study the b_asic_ sty vodque. '

s
A -
i ¥
)

Fig. 1 SOLID SETTING OR CONVENTIONAL

In this style, lines are set or composed on equal length ieaving the left '_
and right margins.
13



SOLID SETTING .

The most commen style used is known as ‘Solid Setting’ or com..-'e'ruI ional

setting. Ini this style, lines are equal in length, leaving the left and right margin:T even-

as illustrated in Fig. 1. This figure shows a page with one column or single column
reading matter composed or set in the soild style. Lines are composed in such a
manrer that they are uniformly equal in length. This leaves the left hand an right

hand margins even. This style is adopted for }:omposing of setting reading matter in _

text books, newpapers and periodicals.

i Fig. 2 SOLID SETTING IN DOUBLE COLUMN

A page with double column reading matter is composed or set in solid style,
Lines are composed in such a manner that they are uniformly equalin length, leaving
left, right and central margins even. '
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ICOmposed or set in the solid style. Lines are composed in such a manner thatt

F1g 2 shows a page with two columns or double column readmg m:

uniformly equal in length, leaving the left, right and centie margin even.

tter,
are.
ig. 3.

shows a page with three columns of reading matter composed or setinthe solid sty]e

_ Here also the margins are even.

=S
v

Fig. 4 SYMMETRICAL SETTING

Here the lines are set in a symmetrical fashion - -They are equal in lerigth
either side in the middle of the page.

SYMMETRICAL SETTING

 Study the composing or setting of reading matter illustrated in Fig. 4.1
the lines are composed or set in a symmetrical fashion, symmetrical in the sense

on

Here

that

they are equal in length on either side of a notional line in the middle of the page.

matter in newspapers and periodicals is also composed or set in this style.

16 .

"Thus each line — irrespective of its length — is centred symmetrically._THiE“ style is
generally adopted while printing marriage invitations etc. Qften advertisernent,




- Fig. 5 FLUSH LEFT STYLE
~‘The lines are flushed to left

FLUSH LEFT STYLE

Now study the composing or setting of reading matter illustrated in Fig. 5.
On this page the lines are ‘flushed’ or made even to the left margin of the page. (To
‘flush’ means to make even). The lines are left uneven with reference to the right
margin. This style of setting is known as the Flush Left Style. Nowadays, it is very
popular with newspapers and periodicals and House dournais also adopt this style
for composing their reading matter. - :




Fig. 6 FLUSH RIGHT STYLE
~ The lines are flushed to right

FLUSH RIGHT STYLE

Study the composing or setting of the reading matter illustrated in Fig.'6. In
this page the lines are flushed’ or made even to the r1ght margin. They are urieven
with reference to the left margin. This style of setting is known as the Flush | ight
Style. Cine magazines generally adopt this style. Sometimes adue,rnsemerls in
newspapers and periodicals are also composed in this style.

18




b) Styles of Captions or Headings

Reading matter in a Corporate publication should have a very attractive
caption or heading. The words used in the caption should be impressive and its style
of structuring eye-catchy, or arresting. When one goes through a well produced
brochure or a House Journal one will come across many styles of structuring of
captions, .

The following are commonly used styles of .Caption :

" a} Long - Short - Long style (Waist-line)

b) Flush left style
¢} Flush Right style _ _
d} Inverted Pyramid style :
s : . . T . _J,Lnﬂ-
K O R A
+~') [r:.:r.(‘;a__- o ﬁ\“-fﬂﬂw ’ . - 2 P s > ’{,Q_ '9{0"‘"
’ . ?) 3;“3/(2_ El.n,.ﬁ- [T Stwﬁ, ;

a) LONG - SHORT - LONG STYLE - d

Study the length of three lines in the following Cagtion :
- - COMPANY MEN T&b

GO ON; :
STRIKE FROM Y

lon?%r than the middle one. In other words
the first line is long, the second li hort and the third line iong. Therefore, this
style of structuring the Caption is k asthe Long - Short - Long style. Thereare
two important charadeﬁﬂ%& stdle that must be borne in mind. The middle line

The first and the third lines

should always be shorter th ther two lines. There will be only three lines in this
style and not more. : ' '

b} FLUSH LEFT STYLE.

Study the structuring of the following caption :
COMPANY MEN TO
GO ON STRIKE - -

Both the lines are pushed to the left side and made even with reference tothe
left side margin. To ‘flush’ means to make even or to level up. Since the two lines are
made eyen with reference to the left side margin this style of structuring the caption

is known as the Flush Left style.
o) FLUSH RIGHT STYLE
Now study the structuring of the following caption :
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conpmvm‘ro
GO ON STRIKE

" Both the lines are pushed to the tight side and i'na__de even with réferende to
the right side margin. Since the two lines are made even with reference to the ﬂght
side margin, this style of str(.tctux'ing the caption is known as the Flush Righ style.

There are some important characteristics ofthe Flush Left and the|Flush

Right styles to be borne in mind. There may be one line, or two lines or three r four

and not more. All of them should be made even with reference tothe left s:_dg Igin

 inthe casRof the Flush Left Style or to the right side margin in the eas€ of th;}‘;ush.

Right Style. The lines may be of unequal length ln other words, any line miay be of
any length. .

d) INVERTED PYRAMID STYLE .

Now study the 'strIictﬁ_/ring /of the following Caption:

pyramld So this style is known asth ted Pyramid Style. In this style there
* will be two or three lines and not mor, e first line should be the longest, the
" second shorter and the third %rter Thus- msual]yr the structuring of the

lines will look like an igyerte ramid.

The second line is shorter t first thus looking like an inverted

e} STEPPED STYLE
Now study ucturinig of the following Caption : -

COMPANY MEN TO
GO ON STRIKE
FROM FRIDAY

Here the three lines are evenly pushed tothe nght margin in such a manner
that the whole caption looks like steps of a stair case. So this style is known as the -
Stepped Style. In' this style there should not be more than four lines.

. (As we have seen inthe earlier lesson, there are many types of Corporatb pu-
blications. In the following paragraphs let us study their scope and functions in~
gene-al terms. Their usual contents, productlon techniques and related aSpects are
discussed in detall in subsequent lessonS)

| . 4. MANUALS AND HANDBOOKS

" Manuals and Handbooks of an - organization genéfally contain
admnmstratwe procedures, office or factory rtules and regulations, service
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_conditions, Provident Fund and pension rules and the like with which the
employees will have to be familiar. They are official publications containing
authentic information for the guidance as well as observance of employees. With
a view to making them uptodate, they are revised from time to time.
Management always takes great care to make the organization’s manuals and
handbooks as accurate, authoritative and authentic as p_os:sible because they
have to stand, on occasions, the test of law. As part of induction, a new reoruit is
giveri a manual or a:handbook.’

5. ANNUAL REPORTS

. An Annual Report is a regular publication of an organization. Such
aspects as profit and loss, assets and liabilities and a resume of activities in
diverse fields covering a- specific period of the organization are set forth in an
- Annual Report. They are prestigious publications generally printed on art paper
with colourful illustrationis pictures and diagrammatic representation. In a
publication of this type, care is taken to emphasise the growth: trends of the
organization. '

6.THE CHAIRMAN’S SPEECH

The Chairman at the top of an organizdjop/ is its captain and

" spokesman. He is its captain in the sense thapfie¥gads the organization with his
special knowledge or skills. He is also its §p an in the sense that he.
s of the*Graganization with a tone of

expounds the policies and programm
authority. Thus his speeches on occas ike the share -holders meeting or
inauguration of a new plant or ing of foreign collaboration acquire
considerable importance. They t@ Lerefore printed and circulated among the
intending ‘publics’ to project th@image of the organization. ' ’

OUSE: JOURNALS

Nowdays, well establis_hed organizations publish House Journals. A
House Journal, in a broad sense, reflects the concern of the management in the
welfare of employees their safety, service conditions, security and the like. it also
promotes the employee - management relationship both enjoying the résu_lté'ht
benefits. ' ' ' ' s )

There are two types of House Journals. House Journals meant- for
employees are known as ‘Internal House Journals’. Organizations interested in
maintaining close liaison with their regular and potential customers, share-
holders, dealers etc- who are different from their employees - publish House
Journals that are known as ‘External House Journals’.

8. EMPLOYEE NEWSLETTERS

-0rga_niz_aﬁons that do not publish House Journals find a goad substitute

in what.is known as ‘Employee News-letters’. An Employee Newsletter is a

modest publication, modest in the sense that it contains a limited number of
' 21 - o




* pages say tour to eight pages, and a few pictures and illustrations, Generally
Erhployee Newsletters .are printed in a single colour, However, Employee
Newsletters with ‘muiti-coloured mastheads are not uncommon.

9. TRADE JOURNALS

.. A'sales promotion campaign is one of the vital activities of an organization
to accelerate its growth: Often this is sought to be achieved by the publication of
* trade journals. They highlight the organization’s ‘trade, diverse products, their B
wide range; variety, excellence and the like. It is common knowledge that export
of our products went up as a result of the favourable impact made by well =
produced Trade '40umals on India’s foreign market.

10. FOLDERS

'A Folder is a simple type of publication. Generally it is oblong in sizd, the
The width and length may differ from folder to folder. It is printed on either side
of the sheet and then folded, in such a way that is will be easy to read and
convenient to carry it. Reading matter will not be lengthy because a folder is
generally meant for people who donot have Mwch time to spare for printed
literature. It may be illustrated or printed rulon mkterial. However, colourfully.
illustrated follers have become the faghion e day.

| . 11. BROGHORES |
 ABrochure is a booklet %imited number of pages. Generally tis
" not bulky, with about 80 pages. It _deals_ with a single th_emé, pictures and
" illustrations enhance its eness as well as impact. [t can be in a single

r. Brdhures carry distind, colourfully printed covers that.

12. CALENDARS AND DIARIES l g
Organizations interested in maintaining good relations with their reg ular

- and potential customers in'addition to the mémbers of the public; print calendars,
- diaries, engagement pads etc. Publications of this type cover a wide range. T ey’
are mostly gift material for. distribution with a view to enlarging the areas of
goodwill towards the organization. and its products. They are costly productions.
Generally they are distributed. for extending New Year or Festival greetings.

13. GOVERNMENT PUBLICATIONS

Strictly speaking government publications constitute a different a.Fld
Jdistinct category. They are mostly publicity literature for wide distribution ameng
almost all sections of the public. They expound the ‘policies and programme! of
the governmment for the greater understanding of the . public. They alsc
publicise the activities of the government for the their better appreciation by %e
‘people. This s done with a view to .building up a good image of the
Government. In a Parliamentary democracy it is ultimately the people who |
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decide the future of a government: Therefore, the people are kept well mforrned
through the medium of the Printed Word.

14. SUMMARY ./

Corporate publications exploif the medium of the Printed Word. In other
words, they are the tools of the printed word to convey the message to the
‘Publics’ they have therefore, to be designed and produced on behalf of an
organization to suit the needs of a particular situation. There are many types of
Corporate publications. Their formats and lay-outs differ.

The word ‘Format’ means the size, form and shape in which publication
are produced. There is no rigid rule that a corporate publication should conform
to a specific size or sizes. There are various sizes bearing technical names. The
following are standard sizes of printing paper from which required sizes for.
publication are cut: -

l_mperi_al o 227 x 307
Elephant - 23 x 28"
Super Royal . 20%7 x 2TH &
Royal 200 x 25’0
Medium 18" . x 23

Demy S e 17w »
Large Post - 17¥" x

Post | .. 18 19%”
Crown ' 15" % x _20" _
Foolscap . Q‘ih“ x 17
Patt _ 15%" x 12%°
Against this gener&rouﬁa of staﬁdard sizes o.f printing paper, the PR

practitioner decides the exact size of sizes of his publications. The following sizes are
commonly used sizes.

Imperial Quarto _ T 157 x 1Y

Imperial Octavo - 117 x TR
Elephant Quarto - 14" x  11W
Elephant Octavo ' - 11V x 7"
‘Super Royal Quarto - 13%W x  10W"
Super Octavo - 10" x 6 Ws"
Royal Quarto - 12W" x 107
Royal Octavo - 100 x 6w
Medium Quarto - 11%"x 9
Medium Octave 9" x 5%
Demy Quarto w 11W x an”
Demy Octavo —~ - B x 5567
Large Post Quario - W x BW
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Large Post Octavo . 8W B

" Post Quarto o 9% x 7t 78"
Post Octavo _ e TUBPx 4 im”
- Crown Quarto e 10% x T
Crown QOctavo R V%" x 5"

‘Sowhen the brochure is to be 834" x 5 5/8 " we say its size is ‘Demy Octavo
When the brochure i is to be 12%” x 10” we say its size is “Royal Quarto

The word lay-out means the general appearance of a printed page| or -
‘display of matter on a printed -page. It may contain reading matter, pictuges,
illustrations like line-drawings, diagrammatic representation etc. All of them Have
to. be arranged in such a manner asto give a pleasing appearance. This
-arrangemiet is known as “lay-out”. The lay-out of a Corporate pubhcat:on has to
be executed in an attractive manner. i a page is to be attractive, the reading -
maiter should be composd or set in an attractive way. There are various styles -
of composing or setting " the readmg matter. They are a) Solid Setiing: b)
‘Symmetrical Setting: ¢ Flush Left Style: d) Flush Right Style Nowadays the Flush
_ nght Style is more popular than any other.

Readinq matter in aI'Corpo'rate publ@hould have an attractively

structured caption or headin_g. There are many of structuring the captigns.

* The following are commonly used f captions:

Long - Short - Long Syl

Flush Left Style

Flush Right Style
[nvertec Py tyle _ . e

Stepped &tyle

There are many types of Corporate publications. They are a) Manuals nd
Handbooks; b) Annual Reports; c) The Chairman’s speeches; d) House Journials
e} Employee Newsletters; f) Trade Journals; g) Folders h} Brochures i} Souven

Stnct]y_ speaking . government pubhcataon_s constitute a’ different afd
- distinct category consisting mostly of their publicity literature ‘for wide -
distribution among all - sections of the people to expound the policies and
programmes of the government for their greater understanding. They also -
publicise the activities of the government for their better appreciation by the '
people. This is done with a view to building up a good image of the

Government. In -a Parliamentary democracy it is ultimately the people who
decide the fiture of the government. The people are therefore kept well
informed through the medium of the Printed Word.

Author of the Lesson : Mr. T. D. JAGAD
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' Assignments

' Answer the following in sbout 30 | lines c'u-.h

:_l;

Discuss the general prlndples of layout of Corporate Publications.

2. 'Underline the general princples of format of Corporate Publications

3

Elaborate various styles of captions that could be used in Corporate

' Pubhcatlons

Discuss various types of Corporate P'ubhcations exploiting the medium of
the Printed Word.

Do you consider that the Printed Word has ceﬁam advantagaes over other
‘media of communication '? If so0, what are they ? '

"I Answer the following in about 10 lines each

1.
2,

3.

How do you make a pubhcatlon attra&we ?
DISCLISS the importance of ‘layout and [composmg) styie in maklng a -

publication attractive. _ :
How Manuals and Handbooks differ from Trde Joprnals and brochures.

HL Answer the folloiwng in about 5§ lines

1.

S R

- .of reading mattef,

'leferentiate between the Hush?ﬁttmg and the. Flush Right setting

What are the characteris ong Short - Long captlons ?

What are the char of the Inverted Pyramld, style captions ?
. What are the lm’ll@'{ the Prmted Word ?
“Write short notes on _

‘a, Symmetncal style of sattmg of reading matter

b. Solid style of setting of reading matter
¢.- Government Publications..

25




Lesson 3 : Hlustrations in Corporate Publications
'! Objective

The use of photographs, graphié;epre‘s.entation and sketches in corporate
publications is explained, as also the styles of their reproduction to achieve|an

optinum impact.

Synopsis
1. Introduction
2. Photo montage
N
3. Colour transparencies.

4. Sketches and line drawingsr

5. Cut-outs

6. Placement of Hlustrations _ 0
7. Tint background O :
8. ‘Dds' and ‘Dont’s’ in the rev&ion of illustrations '
9. Summary Q~

. @ 1. INTRODUCTION

The visua\, according to Scott Cutlip and Allen Center, is estimated to be
between 60 and 70 per cent of man’s total learning, From this it is obvious that
photographs - one of the main visual aids - can be a very effective PR weapon. The

- written or spoken worﬂmay take time to make an impact. But a good picture is
capable of making an immediate impact. A bunch of photographs, six or ten, on a
single theme or an event can be used as a photo montage to present a significant
news story or to highlight an important event. This is always accompanied by a short
write-up printed alongside it on the same page. Because of large space required by a
photo montage, it is usually reproduced as a centre-spread in a publication. It lis,
perhaps, needless to add that the impact of a photo montage is greater than tT‘t

individual pictures.

Again, graphic representation like Bar diagrams, rectangle diagrams, pie
diagrams or picture diagrams etc,, (that are. dealt. with in great detail in a subsequent
lesson) has a significant role to play in corporate publications such as Annual reports,
the Chairman’s speeches, PR brochures, Trade Journals etc. In these publications,
the PR practitioner may have to reproduce a lot of statistical data to illustrate a view-
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* point or to highlight healthy trends in the growth of his orgamzatton. This 1s best
done by graphic representation where a comparison is drawn to enable the ‘publics’

to draw their own inferences. It will be obvious that photographs are not a substitute
for graphic representation and vice versa. Enjoying an importance of their own both
have distinct and different roles to play in corporate publications.

2. PHOTO MONTAGE

Photo montage is a composite pictorial presentation of a sirgle important or
a significant theme with a write-up usually occupying a large space in the publication.
This means photographs used in the montage should all pertain to a single event or a
theme for example the story of the State Bank of India or the story of the Golkonda
fort in Hyderabad. In other words, if ten photographs are to be used in the photo
mcimege on the above themes, all the ten should pertain either tothe State Bank of
.India or to the Golconda Fort. In the maontage, they should not be mixed up. Jf they.
are mixed up, the comp051te pictorial presentation will ceasetobe a photo montage

The theme selected for a photo montage should be important or significant
enough to deserve prominence and emphasis in the Carporate publication. -
Photographs of unimportant themes’ ought not to be prégented as a photo montage
simply because a number of photographs are avallal@nd forimmediate use of

‘the PR’ practitioner. These basic approaches shoul ¢ borne in mind in the
preparahon of a photo montage. )

be designed with greater care. This is best\{dbne by a layout artist. He alone can make
the layout artistic and attracti enefally he achieves this first by ‘cropping’
{editing) the photographs and thagfia them on a thick white drawing sheetin an
artistic manner. Space is IQOr a short wrlte-up explatmng the story. This write- -up.

if the theme of a photo fnontag?%cted_uﬁth_éreat care, its layout should -

should be printed alon e pheto montage and not elsewhere.

3. COLOUR TRANSPARENCIES

~ We are living in the Age of Colour. This is, indeed, very true in respect oi tl'le
printed word. To make the printed wordmore appealing, it is supplemented by the_
use of colour pictures. In general publications, newspapers and penodieals pictures
used may be either in black and white or in multi-colour. Black and white plctures are
reproduced from black and white photographs with which we are familiar. Mult}-
"coloured pictures aré reproduced froin film known as ‘transparencies’ or ‘colour
transparencies’. They are films or film strips.of various sizes. Generally, they are
mounted in carton folds so that one need not touch them. When they are touched
directly the films get spoiled. While it Is easy to secure black and white photographs
from professional photographers or other sources, it may, at times, be difficult to
secure colour transparencies. Alternatively, the PR practitioner may have to
commission professional photographers to supply the required colour
transparencies to get the job done satisfactorily.
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~ Colour transparencies (when compared to black and white photographsLare'
costly. Their reproduction in a publication is equaily costly. Again, the 'reprod_ml ion
process itself is a time consuming one. Ordinarily this will take more time thari the
reproduction of black and white photographs. Therefore, if itis decided to use colour

- transparencies the PR practitioner must start working on the publication much in
advance of the deadline set for its completion. It may easily take a couple of months
because block making facilities for colour transparencies may not be available ih all
places. Again, printed pages in colour need some time to dry, before subsequent
colour or colours are printed. For instance, if the multi-coloured publication is
‘required on August 15th - Independence Day - the PR practitioner is well advised to
start working on the publication from the first week of June itself, in consultation
with the printer. The latter'’s equipment, technical knowledge and co-operation
generally go a long way-in making such publications a success. _

4. SKETCHES AND LINE DRAWINGS.

. Sketches and line drawings are also used-as illustrations in' Corporate
publications. They are drawn in Indian ink. Such illustrations are generally used in
'__folc_lers-and brochures which may not have much space for photographs. Again,if
"Suit_gble photoaraphs are not readily available and i the intended publication is ery -
urgently requiied, Indian ink skeichas (See Fig.l)are Mdgepared by a :_:ompeteht attist
or artists and used as suitable substitutes, so that Wae pliblication can be b'rouglitﬁut'
by the deadline set for it. Ilustrations li@Ngaos, insignia, trade marks, 'niottoes, '
crests etc., are to be necessarily done in @ s. They are to be drawn with g eat
care to a bigger scale and thereafter red®e€d to the required size while making
Eelocl;sc;dWhen this basic approach i d their reproduction ina publicatibnl‘itlill
g ) . oo . : .

Fig. 1
Line drawing
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5. CUT-OUTS

It should be admitted that the use of black and white photographs ina
conventional way has become a routine or a dull affair nowadays. With the result,
such pictures in publications and newspapers and periodicals hardly evoke much
interest or enthusiasm amoeng the readers. Therefore to stimulate their interest
through an out-of-the-ordinary approach, cut-out photographs are used when there
is no scope for innovation along these lines. Not all photographs offer scope for use
as cut-outs. When the individuality, or the individual excelience or the distinguishing
characteristics of a person or a thing are to be emphasised or highlighted, the cut-
out technique is resorted to with advantage.- This technique eliminates the
superfluous or confusing background that is likely to obscure the main theme. :
Against this wider background, cut-outs of VIPs, wellknown landmarks,
sophisticated instruments, equipment, machinery etc, expanding the Frontiers of
Science and technology have become popular in printed literature illustrating good
examples of cut-out pictures. One is familiar with cut-out pictures of VIPs {mostly
Politicians) and other personalities in newspapers and periodicals.

6. PL_ACE'MENT OF ILLUSTRATIONS (OR) DISRLAY OF PICTURES

_ We have already seen that photographs, hicl representation and
sketches are meant to illustrate the reading mattgsagd make the message easier to
comprehend. So they are to be positioned in the @ in such a manner as to make
their impact more effective and to enhance the atfhagiiCeness of the page as a whole”
in a publication. In this respect there ar e widely respected conventions in
printing technology. The following three §fliles of display of pictures conform to
them. They are: : '

Diagonal siyle of di {an 2a, 2b}

Vertical style of dis 3) -
Horizontal style of dis (Flg 4 and 5]
=g
=
=335
=Tt
Fig. 2a

Diagonal style of Display of Pictures in a page layout
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Fig. 2b
Diagonal style of Display of Picliges gh a page layout

O

——

—_— ————

Vertiea style of Display of Pictures in Left and Right pages ‘
30
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N

e -

Horizontal style of Display

Fig. ¢
of Pict

eft and Right pages:

{Pictures are at i$ top™ard bottomn)

Fig. 5
Horizontal style of Display of Pictures of Left and Right pages’
(Pictures are at bottom and top)
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Fig 2. This is done if there are only two pictures 1o be used in the page. If there are
more in the page to illustrate the reading matter they are positioned or displayed in
avertical fashion as indicated in Big.3. If this style is adopted, care is taken to ensure
that their. positioriing is on the opening side of the page. :

Pictures can be positioned or dnsplayed dlagonally above the fold as sho)Fn in

The horizontal style of display requires that two or three or more pictures of
uniform size are positioned at the top of the page or at the-bottom. This is generally .
done in such a manner that if the left page carries a horizontal diplay at the top, the
right page ought to carry an identical horizontal style of display at the bottom of the
page to achieve visual balance. {Fig.4) the vice versa positioning in the left page and -
right page also holds good. Study Fig. 5. If thé vertieal style of display of two or three
. Or more pictures is preferred, this should be done on the opening side of the ieft and
rlghi pages to achieve visual balance. Study Flg 3. ’

We have now séen various styles of dlsplay of plctures These styles hold

"~ goodin respect of sketches and line draunngs also, in toto,

A phole montage should always be use as a centre-spread for optimum

_visual impact. It follows that it should be exa centre or on the middle pages

of a publication - left page facing the rlght tance, if the publication is.a

- brochure of 12 pages and if the PR pra r decides onthe use of a centre-spread
: photo montage it should go it in pages cing each other.

BACKGROUND

When a cop#@ptionalblock is made with a plain smooth zinc or copper sheet, -

“it is known as a .- This-is used for printing tint colours on the pages or

required portions thelgf in a publication. Tint colours are of varying shades. A very

. wide range of shades is available for selection fromthe printer’s Ink Style book. High

class printers or reputed dealers in printing ink have such style books for perus and
“selection, :

After selecting a smtable tint, the page or portnons thereof wﬂl be printed
with the tint. When this surface dries, the matter and/or fllustrations are printed on
the tinted portion or portions of the page in conventional ink, say, black. The result
-will be very pleasing. Generally, this approach is,employed for the reproduction of
pictures and/or illustrations to make them more attractive in a publication,
However, the fashion of the day is to use tmt for the cover de51gn, inside reJding
matter and lllustratlons as well,

8. ‘DOs’ AND ‘DON"f's’ IN THE REPRODUCTION OF ILLUSTRATIONS °
THE ‘DO’
* It is better '_if_,pho_tq rﬁgnteges are prepared by a 'la_g.r-out-arlisstT




-

THE

 If, however, a Lay -out arlist is ot re.adnly available, a comma‘cial artistwlll be .
a good substitute. B

Screen papers can be u.sed in blank spaces in a photo montage.

‘Cropped’ photographs for a photo montage should be pasted ona thld&,
large, white sheet of drawing paper which should not be folded when it goes
to the block-maker.

Ceniral pages say four to elght pages in a pubhcatton can be excluswely
devoted to pictues, leaving the rest to reading matter.

Always leave sufficent space for printing the readlng matter to go w:th a
, bhoto montage. The two should pot be printed on different pages.

To achleue ‘good" reproductnon results, supenor paper should be used for
pnctures and/or a photo montage

. if the Horizontal style of display of picturé is | ref in any two facing
_pages, the pictures could be ‘flush out‘ The should be briefed
aooordmgly

1f sketches and line-arawings are preferr should be simple and the

. details diear. They should not be w with too many details. o
With the use of tint backgr , ill§trations can be made very attractive.

This is t_hg fashion of the

Real art paper sho%- for multi-coloured pictures.
‘DONTs’

" A photo montage is meant for a smgle theme only. So photographs
belongmg to different themes should not be mixed up. :

Unimportant themes .and- insignificint events should not g6 as photo
montages simply bemuse a number of photographs are available for
immediate use.

In the facing pages of a publication, the three styles of photographic display
namely the diagonal, vertical and horizontal compositions should not be
mixed up indiscriminately, The faang pages should have only one style for
balanoe

Write-ups in photo montéges should be short and crisp.

9. SUMMARY

* Visuals make an impact that is immediate, effective and enduring. Care'is
therelore, taken to ensure that good pictures, graphic representation colour




tr_anéparenc’nes and sketches are used either. individually or collectively ' in a
publication. The photo montage style of display of pictures is a very effective way of
presenting a theme. All the pictures used therein should deal with a single theme
only. T

Thelayoutfora photo montage should be done by a layout artist, because he
alone would do itin an artistic fashion. Arrite-up, usually a short one, should go with
the montage on the same page and not in a different page in a publication. It is
always positioned as a centre-spread. It should be borne in mind that a photo
montage is used toemphasise a very important theme or to highlight a very
significant event associated with an organisation. [

Colour transparencies can also be madeuse of ina publicationto enhangeits ™

production values. Reproduction of colour transparencies is a very costly and time-
consuming process. Hence if the PR practitioner decides on colour transparencies
He should start working months ahead of the deadline set for the publication} -

INustrations like a-logo, insignia, tradenfgk motto or crest are sketches
drawn in Indian ink. Thereafter blocks are méige. Sinali sketches are preferred to
photographs in a folder because it may not ha Gich space for the latter.

 There are different styles of @ of illustrations in a publication. I
- photographs are used the follow are.the usual styles of display conforming to
conventions recognised in printi ology. A) The'Diagenal style of display;
Fig. 2a,2b. B) The Verticalgtdle of § play; Fig. 3 C) The Horizontal style of display;

Fig. 4 and 5, Graphicre jon is generally printed on the left page or pége_s,
ensuring that the right pag\gr pages carry the relevant reading matter.

Author of the Lesson : Mr. T.D. JAGADESiiAN_

- Assignments
L A_iiswer theliollowing in about 30 l.ines each._ :

1. Why are Photographs, Graphic representations -and sketches useff in
Corporate Publications ? Explain their significance
"2. What are the ‘Dos’ and ‘Donts’ in reproduction of lllustrations ?

II. Answer the following in about 10 lines each

Discuss briefly the role of illustrations in a Corporate Publication.
Describe the various styles of display of pictures in the page lay-out.
When will you prefer the use of cut-outs ? State the reasons therefcre.
What is a Photo Montage ? What are its chief characteristics ?
Write short note on reproduction of colour transparencies.

BB

What is a tint block ? How wili you use it in a publication ?
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LESSON 4 : Dlagrammatlc Repraentaﬁon in Corporate
Publications.

OBJECTIVE

_ To explain various diagrammatic representations in Corporate Publications
hlghhghtmg statistical data and the methods of drawing them.

Synopsis’
1. Introduction
2. Importance of d‘}agrammatic representation
3. ﬂLim‘ﬁa!ionS of c.liagram.ma'lic representation :

4. Rules of diagranimatic representation

5. Charting categorical series _
i. One Dimensional or Bars - 0
_ii, Rectangle diagram
iii. Square diagram
“iv. Circle or Pie diagram - _ .
v. Picture diagram . v
6. Summary . o
ODUCTION

Figures are not alwa teresting. As thear size and number increases, they.
become uninteresting and confusing to the reader, with the result that no one may
care to study them, Even if an attempt is mar =, it may be a strain on the mind. The
aim of statistical representation is, therefore, t.s reduce the size of statistical data and
to render them easily intelligible. To aftain this object different methods of
classification, tabulation, averages, percentages and index numbers are generally
-used. But the method of diagrammatic representetion (visual aids) is simpler and
more easily understandable than any other. It consists in presenting. statistical
material in geometric lines, curves, pictures, maps; and figures. In corporate
publications especially in annual reports of organizations, the Chairman’s speeches
etc, there may be many statstical data which have to be incorporated. Many of them
can be diagrarmatically represeniated to emphasise, 1ater alia, the growth trends of
the organization, and their quick appreciation by the reader. .

2. IMPURTANCE OF DIAGRAMMATIC REPRESENTATION

The importance of diagrammatic repre'séntat'ion has to be emphasised so
that there may be a better appreciation of its use.
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(c) Diagrams have greater memorising value than mere- fighres 'Thie

. " It has to b_e borne in mind t_fa_mmatic _rqp'fesé'ntation- has e:me
limitations also. They are: . T _ o

{g) Diagrarns requlre more t1me to construct since each one is an orlglnal

(a). Diagrams have greater attraction than mere figures. They delight the eyes_.
They also add a spark of interest and as such. catch the attentmn of the _
reader, as much as figures dlspel It

(b} Again, diagrams help in deriving the requi_red information iri less timé as
without any mental strain. If the annual production of a prestigiou- fertilizer
company for the last 10 years is given fo us in the form of atist
__ table, it would entail some concentration to “find out the ups and _
_in the production levels and to judge the company’s overall perform_ nce
“in the 10-yeat span. On the other hand, if the productlon, is represented by

‘means of diagrams — say, for example Bar diagrams — the required
information can be derived in less time' and without much mental strain. -

because the impression left by the diagram is of a lasting nature For

; mstance, if the 1980 productton line or] Bar of a Fertilizer Company ! the
" tallest one in the diagram, the reader will clearly remember, for a
long time, that the production fevel touched the peak level in the year 1980.:

{d) Diagrams facilitate comparison, making it more effective and las't_ing_.'-

_ 3. LIMITATIONS OF DIAGRAM

(a} The techniques of diag¥mmatic repreéer'ltation are made use of
~ only for purposes parison, They are not to be used when comparis_on
is either not possib or not necessary

{b} Diag?cmm%resentatlon is not an alternative to tabulatlon'. It ohly-'-

_strengthens textual exposition of a subject and cannot serve as a
' complete substltute for statistical data. - :

“{c} It can give only an approxlmate ldea As such where greater accuracy is:'

_ is needed diagrams may not be smtable

{d) Two or three dimensional diagrams are some times ‘more dlﬂlcult to
understand than the facts contained i in a statistical table.’ -

{e) Diagrams may fail to bring to light small diﬁer_ences.,

o Diagraihs cannot'; show many facts-which a statistical table'can.

drawing. . -




4 RUI..ES OF DIAGRAMﬂATIC REI’RESENTATION

There are oertain general rules to be observed for drawlng diagram They

._,,,_ e - I,_—-_ o

[a) 'I'Hé fu'st and_ the most ir |mportant thmg s the selecnon of a proper séale. '
"7 Howeter, no definite rules can be Taid down for this. But it may be said that

“ the dlagram should be neither too large nor so small that it may look clumsy

or indistinct. All significant characteristics of the figures should beé clearly

: exhlblted by the dlagram It should also sult the size of the page

. .__[ .
¥

(b} The vemcal and the horlzontal scales should be clearly shown on the
“diagram itself—the formeron the left hand mde and the latter at the bottom

sof the diagram. .

{q Neatness should be stnctly observed The dlagra.m should be drawn with
the aid of geometrlcal mstruments : .

{d} The headmg should be written on the top in* bold letters It should be
' explanatory ' :

{e) Various shades of colours can be used to e dlagram attractwe

-and to bring into prominence the atures of the data that are
_ repre_sénted diagrammatically. I .

{f) - Diagrams should be as simple ég?b so that the reader carni i;ndefsiand

. their meaning easily. . -
T s CH NQ;ecomm SERIES

Different diagramm rms are used for the representation of statistical
data_The selection of the onetobe used in a particular case depends mainly upon the
characteristics of the data and the object of study. In fact, the selection of the form is
far more difficult than its actual drawing when the form has been selected.

- -Representation through diagrams may be made in several ways. Some of the most
u'nportant methods-are:

{a) One dimensional or Bars
- {b] Two dimensional or Rectangles, squares and cm:ies
(c} Plctures

(i) ONE DIMENSIONAL BARS

The Bar diagram is a wldely used dlagrammatlc representation. It is the
easiest and most adaptable general purpose chart. The term ‘Bar'is used for a thick
wide line. The width of the Bar is shown mierely to make the diagram look more
attractive,beautiful and explanatory. The Bar may be vertical or herizontal. No rigld
rules ‘can be cited for preferring verhcal or honzontal p051t10ns
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‘The various methods of constructing Bar diagrams may be studied in some
detail. A knowledge of their drawing is necessary to make corporate publications
meaningful.- The following ate the precautions to be observed in drawing bar
diagrams: ' T

" {a) It is better to construct a diagram on a graph paper since this facilitates
accurate determination of the size of the Bar and facilitates comparispn.

{b} Al bars drawn in any singie study should be of the same width. Sﬁ'qih a
procedure will make the reader realise that the width of the Bar does not
indicate anything and is used to make the diagram attractive.

(¢} Different Bars shouid be separated by equal distances. This gives|it. a

- pleasing etfect. :

(d) All the Bars should rest on the same line called the Base.

{e) The dtagram should be drawn on such a scale as to show effectweiy the
variable under study.

Afy The sca]e should be writtén on the top of the diagram. -

{g) The Bars should be arranged from left to right {or from top to bott'D| in
" the case of the horizontal position) in the Wgder of magnitude. TI

- The "bar’ diagram in fig: 1. is a diaggamma epresentation of the birlh Late
of a few countries of the world during 61’ 1967. Statlstlcs are given bei‘

Country. ' Birth Ra ;  Country- " Biith R‘a'té

.,lra" . I ' o Malaysia 40
_Knnﬁa_ S . Mexico - 30"
-Litwa _ - Sweden R _ 15‘

- r% ) " Sale Incheo |

Fig 1 Bar diagram showing birth rate of a few countries of the world
during 1967, Malaysla., the highest, a.nd Sweden, the lowest.
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{ii) TWO DIMENSIONAL OR R

Though the Bar is the most Sqnmon method of representing statistical data,
@" bes not serve the purpose. Therefore, other forms
namely, Rectangles, Circles? @ uares are employed. A Rectangle is.two-dimensional
diagram i.e., its height as well as width are taken into consideration for purposes of
representation. It may be repeated here that in a Bar diagram itis only the height of the
Bar and not the width that is significant. Rectangles are used when it is desired to give
moreé detailed information than can be conveyed by the Bar. . '

The rectangle diagram in Figure 2 is a diagrammatic representation of wages,
“material, profit etc., of two factories. Statistics are given below in the table:

Factory . Wages ' Materials Other Costs - Profit

' {Rs.) . (Rs.}- - (Rs)  (Rs}). -
A © 3000 - 5000 1000 . 1000
B 2000 3000 - 800 500 .
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NL NECESSARIES

_ TION
JCATION

OUSE RENT
CLOTHING ‘
Foop ]

Fg. 3
' SQUARE DIAGRAM |
(i) SQUARES |
~ Squares are used_when’ itis desired to compare quantities that differ wiL!ely
inmagnitude. The square diagram in Fig.3is a diagrammatic representation of iterns

of expenditure of three families A, B & C on food, clothing; house rent, education
litigation, conventional necessaries etc. Statistical data are given below in the tia:ubl'e.
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Family A B IR

Actual .. Actual  Actual

Expendi- %  Expendi %  Expendi- %
fure” ture ture

@ @ o @ o @

(Rs)  (Re) . (Rs)
Food | 12 60 30 50 90 30
Clothing 2 10 7 u® 3% 1n
HouseRentt 2 10 8 134 a0 18m
Education 150 7% 3 5 12 a
.Litig_&tion 1 5 5 8% 40  13%

Conventio_nal : 0 _
Necessaries 0-50 24 3 B 60 20
Miscellaneous 1 5 O 6% 23 7%

Total Rs. 20 0 300
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'Fig. 4B ‘

(iv) CIRCLES OR PIE DIAGRAMS

Circular diagrams are alternatives to Square diagrams. Just as the anLas of
Squares vary in the same proportion as the Squares of their side, likewise the areas
of Circles vary as the Squares of their radii. The pie.diagrams in Fig. 4-A&4EBarea
diagrammatic representation of the items of receipts and payment in the Central
budget 1981-82 in a rupee. Statistical data are given below. _
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(Rs. in crores)

CENTRAL BUDGET 1981 — 82

RECEIPTS

"1, Excise

10.

1
12

;o

. Customs
. Corporation Tax

[ncome Tax
Other Taxes

Tax Revenue

Loan Recoveries
Non-Tax revenue
Market loans, small.
savings and provident
funds :
Special Bearer Bonds
External LLoans
Other receipts

Deficit '

Grand Total
Taxrevenue is exclusive
of States Share of

‘and Duties amountin

to Rs 4131 Crores.

4032
3833
1690

415

567

10537

1950
3790

4370
800
1000
885
1539

14334

RS

PAYMENTS
1. Plan '
- Central plan
State & U.T. Plans
3462 .
2. Other Developmental
expenditure

Development

Defence

Interest Payments
Statutory and other
transfers to State &

UT Goverrilgents
6. Other Bypendifure

Grand Total.
Transfers to States are
exclusive of share and
Duties amount to Taxes
and Rs. 4131 Crores,

od W
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6309
6309

9771

5169

14940

4200
3124

836
1771

9931

24871
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© 6. SUMMARY

The aim of statistical representation is to reduce the size of statistical data.
and to render them easily intelligible. To attain this objective, many different
methods of dassification, tabulation, averages, percentages and index numbers are
generally used. But the method of diagrammatic representation (visual aids) is
simpler and easily understandable. It consists in presenting statistical material in
geometric lines, curves, pictures, maps and figures. In corporate pubhcatlons
especially in annual reports, the Chairman’s speeches etc, may require many
representations. Statistical representation is made use of only for purposes of
comparison. Again, it is not an alternative to tabulation. It can give only an
approximate idea. Two dimensional dlagmms sometimes may be more chfflcult
to understand.

" There are certain general rules to be observed for drawing diagrams. A
proper scale should be selected. Nea*ness should be strictly observed. The headings
should be written on the top in boid letters. Diagrams should be simple, so that they
are easily understood.

Different diagrammatic forms are used for the presentation of statistical
data. More _oommonly used forms are: 0
{a} One Dll_men\s.idha'l' or Bars.
(o) Two Dimensional or Rectangles, Squag | circles.
_(c} ‘Pictures. .

_ The bar diagram is the easiest an%adéptable general purpose chart.
This type of chart can be used f_ow f series. It is especially satisfactory for

‘categorical series. The bars may 1 or horizontal.

Though the ‘Bar’ is Q st common method of representing statistical data
there are oecasions when it » oo not serve the purpose and as such other forms
namely, rectangles and cirdles are employed. Rectangles are used when it is desired
to give more detatled information than can e conveyed by the ‘Bar’.

Squares are used when it is desired to compare fuantities that differ widely
in magnitude. Circular diagrams are alternatives to square diagrams. Just as the
areas of squares vary in the same proportnon as the squares of their sides, likewise
the areas of circles may vary as the squares of their radii. The main idea of
reptesenting the data in the shape of pictures is to help in quick visualization of
comparisons of magnitudes.

Author of the Lesson : Mr. T. D. JAGADESAN
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Mgnments
I. Answer the followlng in about 30 lines each.

1. Explam the usefulness of diagrams in presentmg statistical data
corporate publication. -

2. Discuss the merits and Iimitations_ of diagramatic present

3. ‘Diagrams help us to visualise the whole meaning of numerical co
at a single glance' — Comment. '

II. Answer the following iﬁ about 10 lines each.

in a

tion
plex

1. What is the need for having diagrammatic representations in Publications ?

2. Whatarethe general rules for drawing diagrams to present statistical data ?

IIi. Write short notes on :

Bar diagrams

" Rectangle diagrams
Square diagrams
Pie diagrams . '
Picture diagrams O
Exercise -

1. Draw a simple dia. B
to the earning @ss house : _
Year Rupees in. lakhs
2—63 168
96364 198

1964—65 223
1965—66 _ 244
196667 222
196768 184
1968—69 234
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Objective |

In this lesson the scope and production norms and techniques of corporate
publications are explained.” '

Synopsis

Introduction /

Production of a folder ¢

Production of a brochure

Production of an annual report
Praduction of manuals and handbooks
Production of calendars and diaries
Summary

Mok

1. INTRODUCTION

To convey the message effectively to theytar audience, corporate
publications produced by the PR practtioner should bet le as well as attractive.
In other words, they should be written in a poptilaigtyle and printed jin a colourful
manner. Today, the style of writing that is pop the reader is the journalistic
style, the style that one comes across,in End newspapers and periodicals.
Therefore, most of our Public and mte sector English publications, in -
particular, are written'in this style. uch xperienced writers are commissioned to
write the text. Again, if the pub' ere to be attractive, its format and layout
should be specially designed. Int se, any experienced layout artist orany good

agency will : do the job Sa%rily. .
Lastly, the printer s fuld also do a good job to make the publication

attractive. He should, therefore, leave no stone unturned to use.quality printing
processes and techinques that, in turn, would give commendable results. It will thus
be seen that a good publication is a harmonious combination of good writeup, good -
format, good layout and good printing, and guality paper.

2. PRODUCTION OF A FOLDER

Afolderis the simplest of corporatepublications, It is the simplest inthe sense
it will deal with but a tacet of a theme or but an aspect of aproblem. ltisa single sheet
of printed matter with one or more foldings but not stitched. Its format and lay-out
are also simple as compared with a brochure. For instance, its size willbe modest and
the lay-out done in an easy-to-read style. Therefore, when a PR practitioner desires
to put across 2 facet of a theme or an aspect of a problem he may not have perhaps
much to say, running to a number of pages. What he has tosay will not be much and
‘this can bé expressed in about say 2000 to 3000 words. Inview of this, he will decide
to bring out a folder with 4 or 6 or 8 pages. A folder enjoys many inherent
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advantages and zﬁemwtsmrMManmngxsumu&!bcwcdandm '
comprehended quickly, :

A folder can be brought out in convenient sizes. Any one of the f_ollqwln'g
standard sizes could be selected and the sheet folded along with subsdivision lines in
consuitation with the Printer,

Imperial - 22" x 30"

Royal - 20" x 25"
Demy - 17%” x 22"
Crown - 15%" x 20"
Pott - 168" x 12w

In case white paper is preferred for printing, tint could be used with
advantage. The tint hue or colour selected could be used uniformly on all the folding
pages or different tints for different foids. The latter methods is the fashion of the day,
giving a very attractive appearance. Text is overprmted on the tint.

The choice of illusirations in a folder needs great care since its size cannot
accommeodate too many iflustrations. It follows tgniumber of illustration may-have
to be kept at a minimum. In view of this, the F radfitioner will have to decide ori a
very limited number of illustrations, say.que of™Ach of the folds. The thems, of the
Wsed. Generally either black and white
photographs or transparencies are seidatgdd/ However, if there are statistical data to
be highlighted, diagrammatic np%wa is most desirable. If the dlagralez are

‘overprinted on tint, the format e Tolder will be very pleasing in-appearance.

However, care should b 1 to'ensure that the tint used does not dominate the
’ printed matter, . : o

Sinceafo <@ simple pubiication,'the lay-cut is kept simple -in an ea sy-to-
readstyle. The first¥ or page could carry the title with border on all four sides; or
perhaps the reading matter may be printed from the first page itself, with the tjtle as
the heading. Placement of illustrations could be at the top or at the botto m, in
keeping with the norms we have seen in an eariier lesson.

3. PRODUCTION OF A BROCHURE

Nowadays the words ‘brochure’ ‘pamphiet’ and ‘booklet’ are alt used in an
identical sense to denote a.small publication of say 24 or 32 pages. The PR
practitioner -has to bring out regularly brochures to project the image of his
organization, through the medium of the printed word. This is part of his duties.
Broadly speakirig, the theme of such brochures will be his organization, its prodiict or -
]

products andits development. In addition, related aspects of these hard-core su pects

could also consiitute the theme of brochures", They can be brought out in a routine
way as well as on special occasions, such as for instance the inauguration of d new
plant, The contents may, therefore, have to be so- planned as to make routine
brachures and special brochures equally meaningful to serve the purpose of
purposés in view. Their format and lay-out will differ. In these respects the special |
brotichers wil} have to look Ynore attractive than the routine ones.
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Brochures could be of dnfferent sizes. Usually they are brought out in the
following sizes: :

Royal Octavo (67x9")

Demy Quarto  {8%"x 117) ,

Demy Octavo -( 514" x 818”)

Crown Quarto (7" x 9%")

Crown Octave (4% x7")

It may be stressed here that tie sur of a brocnure 15 decrded by tine theme
and tie occasion on whicn i b proposed to be pubsned. 1t the theme is very
important and if the occasion is very significant to the organisation, then the PR
pracutioner may Agve to decide 1 fuvonr of d bigger size and more number of puges.
If, on the other hand, the theme is of a routine nature, the size need not necessarily be
a big one. Perhaps smaller sizes would do. '

As a rule a brochure oy a -pamphiet or a booklet will have only a limited
number of pages say 24 or 32. Génerally we draw a distinction between a brockure
and @ book by the number of pages they carry. If the number of pages is more we call
it a ‘book’, Taking into consideration the volume of #gatter and the number of
illustrations that should go into the proposed brochuge, th&PR practitioner decides
the number of pages. [f the reading matter is lore an: gre are many illustrations
naturaily the brochure will have more numbges. '

: A basic fact that a PR practugner hWh apprecale i the scope thal @
brochure offers for tne use of different " iltusiration with advantage. They
could be black and white phgiggrapRs or transparencies or diagrammatic
representation or perhaps a ha @ ks combination of them, Again, a topical and
relevant photo montage could Mgo be used as a centre-spread. Considerable
attention has to be paid oice of paper. In this connection the budget at the
disposal of the PR practm ili paly a major role. If the budget permits he may
decide on a superior variety Of paper.  Nowadays most of our Public and private
sector organizations bring out brochures on art paper to keep up their prestige.
However the usual approach is to use real art paper of higher poundage (thick) of
cover and real art papter of lower poundage (thin) for inner pages. If economy is

desired, real ast paper for cover and imitation art.paper for inner pages may be
preferred.

If the brochure were to be attractive, its cover - as a rule - should be as
colourful as possible, Therefore, the cover must be in multi colours: Nowadays
almost all the brochures brought out by our private and public sector organizations
do have multi-coloured covers. Single colour covers have become old fashioned.
They are fast disappearing. It may be stressed that with the present-day rapid
strides of printing technology, multi coloured covers can be produced quickiy and at
a moderate cost. In this respect the off-set process can give very sat isfactory results.
I necessary, the advice of the Printeror the Ad. agéncy could be availed to make the
covers as colourful and attractwe as possnb]e

Brochures of different sizes offer good scope for the display of readmg maltter
or body matter as well as illustrations. This ought to be taken full advantage of by
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the PR practitioner while endeavounng to project the image of his ‘organization
through the medium of the printed word. In the first place, almost all the sizes of

brochures give ample scope to print reading matter or body matter in two or three:

columns instead of one column as is usually done in text books. This aproach easily

facilitates the use of various styles of headingsiwe Thave s seen inan earlier lesson. This
" approach will improve the get-up of the page, as a ‘whole, Again, reading matter or
body matter itself could be set or composed in different styles say for instance the
Flush Left Style. This style of setting or composing the body matter has become the
fashion of the day and popular with the PR practitioners desirous of imparting a Tew
The placement of 1Ilu5t:ahons needsa good deal of thought Ifthe numbrlr of

pages is miore, almost all stylés: or display of iilustrations - we have seen in an earlier
lesson - could be tried with advantage. However, 1o maintain uniformity, a brochure
may be so planned as to have only the black and white pictdres throughout or
colour pictures throughout, without mixing up both. This is left to the discretion of
the PR practitioner who while deciding will have to take into consideration the time
factor involved in the reproduction of colour transparencies. if the theme permits, a
photo montage could alSo be_'introduced asa centre—spf_ead. T

" look’ to their pubhca‘nons

The placement of dlagrammatnc representajon namely the Bar diagrams or
the Pie diagrar.is as the case may be has to be dape in uch a manner that they look
prominent and receive the special attentionithey e. This could be achieved if
they are printed (in attractive colours)in and 3rd covers of the brochure, asis
'generally done now..

.. monucno%m ANNUAL REPORT o ‘

4=
An arnual report ‘the financial position of an organization duul_ing

a particular pe iod, r a I%month period. As such, thereport throws light on its
profit and loss . nd I transactions. In a larger sense, it will go a Iong way in

- building a gooc ima the organization that is flnanaally sound among Ehe

publics oompns!n‘_ of share holders customers and mteresled members of the
general public. ‘

In view of this, organizations in general and their PR depanmentl in.

particular spare no pains to make their dannual reports a prestigious pubhcat:on

prestigious in the sénse their contents are rendered very informative and thelr
production values most commendable. Therefore, the format and layout are
conceived and executed inamost attrattive way. Usually the Demy quartosizeis the

ideal size for an annwual report. Thisis also a convenient size for the reproduchon‘u of

tabulated hnanudl statements as well as relevant multi-coloured pictures.

Nowadays, most of the annual réports are keen on carrying colour pictures to make

af enduring impact on the publics. ) ‘

It may be stresset here that- publications of this kind oﬂer wide scope ffor
-diagrammatic representation such as for instance Bar diagrams, Pie diagraius etc.
Such diagrams will quickly convey the sound financial position as welt as the healthy

_growth trends of the org_amzatnon. Hence diagrammatic repres_.entation should be‘
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. printed in prominent positions in an annual report so that they could easily attract '
the attention of the publics and enjoy the importance they deserve. Usually, this is
achieved by printing them jn the second and third covers of the report. If they are
overprinted on tint, they will look all the more attractive.

) While desigriing the page layout, the Demy quarto size offers good scope for

* innovations. Colour reproduction is done on a lavish scale and almost every page
can carry more than one colour picture, placements designed by experienced layout
artists. Transparencies for this purpose should be selected with the greatest care and
judgment, the criterion being guality and nothing else. Quality transparencies
should be selected and printed - through special printing process if necessary - onreal
art paper of heavy poundage to give the best possibie resuits. Therefore, a PR
‘practitioner keen on bringing out a good annual report should foliow these broad

" guidelines.

Here a reference could be made to the Ar.ival report of the State Bank of
india. In recent years, the bank has been bringiny out very colourful and informative
annual reports with profuse illustrations. Their production values are high and
commendable. It will be recalled that the bank’s annual report for 1980 had won the
International award for the best annual report. The citafion réad: “..an excelient
presentation made from a fascinating variety of les.} Coverage broad and
diversified to bring out versatility of servj rend®fed - rural, urban and .
international.” The bank continues to maint@ame level of excellence in the
praduction of its annual reports. '

 The repert for 1983, for instanclf/is a superb colour production rich with
reading matter as well as illustraj Covers are adorned by colour reproduction of
Kashmir handicraft products \@nside pages reproduced colour' pictures of
industries and multifariopewentures assisted by the bank. They cover a wide
panorama: assistance tf%rmers in-Assam, grape orchards in Secunderabad,
purchase of Jersey cows MyBhopal, Terracotta work potters in Uttar Pradesh,
Kancheepuram silk saree weavers in Tamil Nadu, Patta chitras workers in Orissa,
Herdillia Chemicals Limited in Maharashtra. A four-page statistical data shows the
business turn-over of scheduled commiercial _banks in India, population-wise
distribution of the offices of the State Bank group is shown in an one-page
diagrammatic representation. Both cover the year 1983. In respect of a candid
interpretation of the bank's multidimensional role, presentation of meaningful
statistical data and reproduction of superb colour pictures, the bank's annual report
for 1983 can be looked upon as a classic example.

4 5. PRODUCTION OF MANUALS AND HANDBOOKS

An organization is - and ought to be - keen on keeping its employees well
informed or well acquainted with the rules and regulations, administrative
procedures, service conditions, pension and provident fund rules, medical benefits
and re-imbursements etc; all dealing with the administrative and security of the
employees. Only then the employees will be able to discharge their duties
_satisfac_torily and also be enthusiastic about their work. They will be enthusiastic
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about thetr work because of the concern evinced by the organizationin their welmee
made known to them through the medium of the pnnted word, |

The organization, therefore, brings out perlodlcally manuals or handbooks,
as the case may be - containing the rules and regulations, office procedures andihe
like concerning the administration. Generally, they are unpriced pubhcatlcjms
meant for the use of the employees and supplied to them .on request. They are
compiled in the concerned administrative cell or section which alone is competent to.
do a job of this nature satisfactorily because of its specific duties. and special
knowledge. When the compilation is over, the PR section is approached to take
charge of its prmtmg . S |

Broadly speaking the format of offlce manuals or handbooks isofa stand rd '
size., namely Demy octavo (5% x 814"), neither very large nior very smail. In view of
the nature of the publication, pictures as a rule are avoided. However,illustrationsin
the form of job charts, sectoral functions, organizational set-up and the like could be
included, ensuring that they are relevant to the text. They may have to be few and far
between because an official manual will have to maintain a dignity and decorum of
its own, unsullied by profuse or illustrations, just for the sake of illustrations. It
follows they are simple, dry and matter-offact -publications - with an air of dignity.

_ Body matter may be set or composed wit onelide indent (left side} leaving
wide margin for side or sub-headings etc,in the in which statutory Acts are
printed. This is the general approach, T, @ should be simple and decent. lAs
such colours are avoided as far as possib@yPrgtiuction cost of these publications is
kept down in view of the fact that%é meant for free distribution among the

employees as and when necessary. refore, moderately priced durable uarietsJ of

In this ¢ ~ntexiegne vithl aspect may have to be stressed. The manual$ or
handbooks are : » ¢ periodically, brought uptodate and published with a
prominent indicat 't effect, on the cover itself. Otherwise, an old, out-of-date
manual will not :erve any useful purpose. This is the responsibility of |

paper may be prefen_-ed.

- administrative section or cell of the organization.

6. PRODUCTION OF CALENDARS AND DIARIES |

A new year opens with an unusual rush for diaries and calendars. . This
continues for a couple of months. Organizations, companies, firms, commerdial
institutions and the like that are desirous of enlarging the area of goodwill and
stepping up their popularity and the popularity of their products print colourful
calendars and new look diaries. The latter contains general information usefu] tot;lne
public or specific mformatton relevant to the organizatiod. In most cases, they
contain both. As such, inthe former category Post and Telegraph information, scalles
of Income Tax, Wealth Tax etc, are included. In the latter category in addition to
general information specitic mformahon and data are included. For instance the
diary of the Government of Andhra Pradesh includes usefulinformation onthe state,
its progress names and telephone numbers of important officials etc.
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There are wall calendars, tear sheet calendars and three-in-one type
calendars. The last mentioned one namely a sheet containing not only the current
month but also the preceding and succeeding months has become the fashion of the
day. Nowadays, most of the organizations prefer to print calendars of this kind.
Prestigious organizations print pictoriat calendars noted for their production values.
They are usually printed in bright colours. Customers and members of the public
evince unusual interest .in securing and possessing them in the course of a newiyear
for example Air Indiay/Indian Airlines, etc. '

. There are many types of diaries such as for instance pocket diaries, desk
diaries, office diaries, family diaries ete. Their formats will therefore be different.
Either they may be free from reading matter of illustrations or they may carry both.
In this case, the nature of the organization decides the format of its diaries. For
example, the official diary of the Government of Andhra Pradesh carries useful
information on the state, the names of Ministersykey officials, progress of the state

and the like. Again, the Hoe & Co., diary - the oldest in existence - contains a wide

" range off useiul information to the pubhc

~ Generally, the format and layout of calenders and diaties are decided by the
PR practitioner keeping in view two important factors: Their usefulness to the
‘publics’ and the budget earmarked for their productjon.
needs technicalknowledge, the PR practitioner is well ad¥ commission local
Ad. agencies to design them, incorporating whatgeveNnnovation he wants. He may
‘ concentrate on the collection and compilation of reading matter to gointhe
dlarg.l It may be stressed here that in the prod this category of corporate
publications the emphasis is on colour

7 MARY

Among various typ forpordte publications, a folder is the simplest torm: .
It is a small sized publicati short reading matter. The PR practiticner can

- therefore deal with a facet (pal A problem in a folder. Because of its size, only few
illustrations can be used. A brochure, on the ¢ther hand, can be of 24 or 32 pages.
The PR practitioner can deal with a whole problem or with a whole theme in a
brochure, Since the number of pages is more, a brochure can carry more reading
matter. The sizes can be different. The following are popular sizes:

Royal Octavo e" X 9"
Demy Quarto {82 X 11}
Demmy Octavo (5% X 8%
Crown Quarto (7 X 914)

 Abrochure offers greater scope for the use of different types of illustrations,
say for instance black and white or transparencies or diagrammatic representation
or perhaps a harmonius combination of all. Cover page has to be desigued in multi
colours to make it very attractive. Real art paper of heavy poundage can be used for
cover. If there is sufficient budget the same may beé used for inside pages also.
Otherwise, imitation art paper ¢an be a good substitute, Page lay-out has to be
designed, if necessary, by a lay-out artist since he can indicate the placement of

ice their production




reading matter, ‘and iHustrations in a harmonious manner. If there is scope, the PR™
practitioner can make use of a relevant photo miontage as a centre-spread o '

Annual .Report

) An annual report sets forth the financial position of an organization. It
publishes the profit and loss account fora partlcular period or year. This publlmtlon
offers good scope for the use of diagrammatic representation such as bar diagrams;
pie diagrams, graphs etc., to emphasise the organisation’s growth trends. They can
be printed in different colours-in a prominent pos:tton, generally in the second and -
third covers. "}

Regarding the reading matter, the fashion of the day is to print the English .
and language(s) versions side by side in the pages to avoid the necessity. of
publishing a separate language edition of the annual report. Most of the prest: glous

_organizations in the private and pubhc sectors are now adopting ths approach.

* Manuals

An organization is always keen on kgepin@its employees well inforrre?duf'_

“well acquainted with the rules and regulation inistrative procedures,
conditions, pension and provident furjdflitgs. They are compiied in the respectwe
administrative seciions and the PR dner is asked to get them printed in a
sai'tisfactbry manner. In publications of tiefipe > generally there will be no piictures or
illustrations. However, there cou ew job charts, organisational set-up and the
like. The reading matter e selwith one side indent, leaving some space for side
headings in the left sid over design is kept simple. The PR practitioner”
should make manuals aNg handbooks as dignified and decent as possible.

Calenders

Calenders and diaries are of various kinds. Wall calenders, tear sheet
calenders and three-in-one-sheet catenders are now brought out in a most colourful _
manner. Every effort is made to make them very attractive, especially if the calénders
are pictorial calenders. Pocket diaries, desk diaries, office diaries, engagement diaries

. are printed by many organisations containing general information as well as
information relevant to the organization. In most cases both are combined. As
pointed out earlier calenders and diaries are meant for free distribution al ong
regular customers, potential customers and members of the public with a v{:w to
enlarging the area of goodwill. The quality of production of thistypeof publication is
generally kept high. ' '

Auther of the Lesson: Mr. T.D. Jagadesan '




1. Answer the following in 30 lines each:

. 1. Discuss various types of corporate publications and their scope.
2. Discuss the production aspects of calenders and diaries.

II. Answer the following in 10 line_s,each::

‘1. What are the popular sizes of a brochure?
2. What types of illustrations would you prefer in an annuai report? State
the reasons. '
- 3. Speli out various categories of calendars and diaries.
4. Differentiate between a folder, a brochure and a manual.
5. Wh;it types of publication and format will you prefer:
a) For setting forth the service and provident fund rules for the
information. of ernployees.
b} For presenting briefly the Management’s stand on a 7-day old
strike of employees in your organization.
¢) For projecting the multifarious actjvitieSof your organization
during the last five years in promoti 1t scale industries in

o ?‘O
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Lesson - 6 : Production of an Internal House Journal ‘

Objective | ‘

The scope and contents, production nerms and techniques of an Interna]
House Journal are explained in this lesson,

Syno;_:sis ' _ ‘

- Introduction ‘
"Scope and functions of an Internal House Journal
Contents analysis of some Internal House Journals
Inference of the study
Typical contents of an Internal House Journal .
Production norms and techinques of an Internal House Journal ‘
Summary

AR

1. INTRODU N : ‘

ow The PR practitioner can explLit the
age of his organization and to build up.
#products. There are many tools at his

gradually all-round good will for it a

disposal. One such 100l is an | ' House Journal. This is primarily meant to
.serve as a link between the manafement on the onehand and its employees on the
other, Therefore, In Ind y public and private sector organizations, corn]i?nies,
business firms publish Mfernal House Journals. Somie publish External House

given, as also su ant details as their language, periodicity etc. StuderJts can
make a specific reg to the PR Manager of the respective organizations to send.
them gratis recent copies &f their House journals for perusal. Thus if a bunch of
House journals is collected' and studiéd, students will acquire a good idea of the
scope and contents of House Journals. - LL

dournals also: In@?e nt names of some of the house journals publishzd are

2.8§COPE AND FUNCTIONS OF AN INTERNAL HOUSE JOURN,_

The Internal House journal is meant for the employees under the roof of an .
organization. As a rule it is not a priced pubtication. It is meant for free distribution.
So,to use the PR parlance it is meant for the ‘internat audience’, Broadly speaking, it
aims to, inform and educate the employees at all levels about the organization, its
concern for the employees’ welfare, its programmes and problems. It also aims to
provide the employees with a forum to express their view-points and to auil their
grievances, if any. Thus, in a larger sense, it serves as a forum for a two-way
discussion promoting the healthy growth of an organizatiof. It is against thisjwider
background the Editor of an internal House journal has to plan its contenf{J.

It may be made clear at the outset that there is no set rules or rigid cliteria

governing the nature of contents. The contents are planned accordmg to the nature
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and requirements of an .organization on behalf of which the House journal is
published. Realising its role and importance many organizations in the private and
public sectors’in our country today publlsh internal House journals. In fact, their
publication has become one of the primary functions of the PR practitioner.
Qbviously these organizations are interested in forging. strong links with the
employees so that the latter may gradually develop a sense ‘of complete .
identification with the former. In other words, they should feel that they belongtothe '
organization and vice versa. The organization also uses the forum of an internal
House Journal to stress the fact that it is deeply interested in the welfare of its
employees. As such, the employees welfare activities undertaken by the
organization are regularly published in the internal House Journal for the
information as well as guidance of the employees.

3. :CONTENT ANALYSIS OF SOME INTERNAL HOUSE JOURNALS

_ A statement appended at the end of this lesson gives the names of some

House Journals published in our country, along with relevant details. A study of the
contents of a select House Journals mentioned therein is made in the following
paras. This will enablethe students tohavea good idea of the usual contens of House

Jdournals. :
‘Giant”™ : The chairman’s message - ne shes -Features 2 or

{Syndicate Bank} 3 - Yours in Law’ - ‘A s’ - 'Keep it up’ - {Sports
activities) ‘Newly wed®; This House Journal is _
profusely illust with b laék and white photographs. .

‘Magicart’
{Andhra Bank)

- Wedding Bells - This house journal is
p illustrated with black and white photographs,

‘Centralite’ : Chairman’s message - Editor's Page - Management
{Central Bank of Tndia)  promotions - Reader's views - Brief features - Staff
: news- Spotlight on sports - Building up rural economy
- Kiddies Gallery - Mew branches - Poetry page - ‘May
their sould rest in peace.” This House journal carrys
many illustrations. .

e

‘Foed Corp’ Food-Corporation of India news - Newsletters
{FCI) . Features on fertilizers ete - Photo montage Many
black and white photographs are reproduo_ed.

‘HICAB news’ : 'Editorial - Activities highlighted - Transfers,
(Hindustan cables). promotions etc - Wedding bells - Bonus news -

Obituary - [llustrated with black and white

photographs, :
SCR News : Activities of the staff of the South Central Railways are _

highlighted - This House journal carries many
iliustrations.
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SRIRAM’ newsletter : Feature on fertilizers - ‘Gems of Thought"{quotahcﬁs}
Celebrations - Social functlons News in Ppictures -
Shriram club activities - Promotions - Products & |
Processes Plenty of photographs used in the pages of
this well- produoed House journal, |

‘E- iL News' - i Corporate news - ‘Products in: action’ - ‘Electronics |
~ Industry scene in India’ - ECIL talento There are colour
and black and while pictures reproduced impressiv dly

“The Oriental Magzine’:‘From the CMD's Desk’ News of Semmars etc. -

(Oriental Fire and - ‘Lighter side of msurance - Kiddies corner’ - Oriental

General Insurance) news on new branches - Poems -Humour page - This
' House journal is well illustrated. |

: |
‘WE' .+ ‘Best is yet to be’ - Staff members contribution -

(Voltas' Ltd} Ripplés" - {incidents from the experience of staff_ mietn-
bers.) - Peoples’s Projects - Products - Places - ‘We
salute’ (remarkable achievements} - Weddings and
fareweils - ‘Pick of the Bunch’ (kiddies corner) - Thls |1s
an excellenthy :llustrated House dournal.

‘HMT News Digest’ : ‘From GM’s Desk’ - Fro D's Desk - Deputati'on:; L
HMT Divisions work NI raginees - Social functions -
Black and Whijgepjcture®2dorn the pages of this - |
neatly produg dlise journal. : I '

‘P E P News’ : . Editoriaplote - [fistrated news iterns on Power |
_ machme lied by BHEL - cultural activities - |
Li g material - Good illustrations are given.

|
‘IMAGE’ pansion activities are highlighted - with |

{Indian Airline: iltustrations - Humour corner - News in photos - Sports-
@llo Succcess stories. I

‘E C1L Courier * Consumer products - Instrumentations manufactured
and supplied by ECIL - New products highlighted - |
Visits of VlPs to ECIL -lllustrations are given in an |
attractive way in colour pictures. |

PTE : Editorial - News coverage by PTI - Letters to the |
" Editor - Transfers - Obituary - latter two features arg
illustrated. |

: |
4. INFE.RF.NCE OF THE STUDY |
|

A 5tudy of the cofttents of some Internal House Journals in the foregoing

. paras leads us to. the following inference. Major areas that are covered by |the

contents are:

|
a) The top official or Oﬁidals/Executwes periodical message t¢ |the
employees on topics or subjects of mutual interest, |
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b) Emplovees welfare measures undertaken by the organization are
highlighted. - .

¢). Social and cu]tural activities of the employees are spothghted with
iilustrations. .

-d) Progressive strides or growth trends of the organization are projected
for wider appreciation.

e) Light reading material like humour, tit-bits etc. is given.

f) The stress in on illustrations - black and white or colour to make the
pages of the House Journal interesting as well as attractive.

It will thus be seen that in an Internal House Journal much space is devoted
to the employee and their views rather than the management sothat the former may
feel a sense of importance. In @ broad sense, it is a ;oumat of the employees, by the

employees, for the employees.
5. TYPICAL CONTENTS OF AN INTERNAL HOUSE JOURNAL

Against this wider background, the PR practitiondg may, if an opportunity
presents itself, suggest the following features for a go tefnal House journal to be
launched on behalf of his organizations.. Q -

a) A regular feature entitled _ FromWhe/Chairman’s desk’ containing a

message on.a subject of mte?gthe employees

b} A SHORT editonal f he pen of the Editor of the Journal,

c} ‘Atopical feature on anfiacet of the organization needing the employees’

appreciation.

d) Aregular feature itled  ‘Our landmarks’ spotlighting the achievements
of the organization.

e) A regualr feature entitled ‘Their weal amf_ welfare’ on the employees’
welfare measures lauriched by the organization. :

{f} A regular feature entitted The Humur_Page’ containing Iight reading
material like jokes, cartoons etc. '

g) A regular feature entitled The Social Whirl’  containing news of
employees weddings, engagements etc., with illustration

h) A regular feature entitied The Cultural cavalcade’ on the cuitural -
activities of the employees including sports with illustration.

For illustration, black and white photographs with relevance to the readmg
matter can.be selected. If there is scope, a photo montage could also be used
occasionally. Of course, what is envisaged above is.only illustrative to stress the fact
that the contents should cover the areas in which both tne management as well as.
the employees are interested for their mutual benefit or for the growth of the

organization. Much depends on the number of pages proposed
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If the number of pages is more, naturally more number of regular f; eatures
could be introduced and the tempo kept lip. However, f the number of pageslis fess,
the PRpractitioner may have to restrict the regual features as well asillustrat:ans. So
also much depends on the size of the House journal. s is ‘demy folio (tabloid size)
there will be pienty of scope for the use of more number of features and illustrations
and their better display. If it is demy quarto, the scope will be restricted. '

6. PRODUCIUN NORMS AND TECHNIQUES OF

‘AN INTERNAL HOUSE JOURNAL ‘

In the’ preceedmg paras’ we have seen the contents of Intemal House_
Journais and the areas generally covered by them. In, respect of format of good
House Journal, the demy folio size of eight pages wili be the ideal one in me-qof the
scope it offers for the display of readmg matter and itlustrations. The next bestlsizeis
demy quarto with say 16 to 24 pages, Usually,the demyfolio size can carry 4 columns -
per page. Reading matter may be set in 8 point or 10 point body type. Headlines
could be set in 18 point or 24 point, double or single column - according to news
value of items. L.ead paras may be set in double colurnn with drop Ietter Side
headings or sub-heading could alsc be given,

When setting is over, galley proofs ofgeadMg matter and illustrations are to
be secured from the printer and dummy pageshgepdred with thern for the guidance -
of the printer. They are done keeping j#™gw the basic norms we have seen|in an

" earlier lesson. The dummies so pres sent to the printer, Following the
placements mdlcatéd therein, the printe ake upthe pages of the journail. When
they are ready, page proofs will hi e secured from the printer. At this stage, the

-editor checks the pages progfs for¥nistakes in captions, placements of il]ustranons
page numbers etc,, with g are. Then the Editor after making corrections, if any,
returns the >age,proofs to¥ge printer who will print and deliver the copies promptiy

according tc the% sel, .
it has « zcom@fthe fashion of the day to print the mast-head of the House

Journalin two ¢ “three attractive colours. It is generally designed by a commertial or.
lay-out art st whe will also advise on the colours to be used. Off-set printing gives the
best results in the production of a House Journal.

7. SUMMARY

With a view to maintaining continuous liaison with the employees, an
organization publisnes a House Journal. The House Journal meant for- the
employees under the roof of the organization is known as the Internal House
Journal. It informs and educatis the employees about the organizatlon its concern
tor its employees welfare, its progress and problems.In a larger sense, it servis as
forum for a two- -way discussion between the employees on the one hand and the
management on the other. : |

A study of the contents of some good House Journals goes to show th t the
followmg areas are covered: a} Top executive's message to the” employees.
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b) Employees welfare activities undertaken by the orgamzation; ¢) rrogressive

strides of the organization and its future development plans; d) Employees social and
cultural activities; e} Light reading material like humour, tit-bits, jokes, cartoons etc.,
f) The stress is on illustrations,

Against this wider background, the PR practitioner may, if an opportunity

.ﬁre_sents itself, suggest the following features for an Internal House Journal

proposed to be launched by himm on behalf of his orgnisation:

a) ‘From the Chairman's Desk’ - A regular newsletter from the chairman.

b} Editorial '

¢} A topical feature on the organization.

dj "Our landmarks’ highlighting the achievements of the organization.

e] ‘Their weal and welfare’ - highlighting welfare measures for employees
undertaken by the organization.

f} ‘The Humour Page’ - with jokes etc.

g) ‘The Sccial Whirl’ - containing engagements, weddings ete, of the
employees. :

h) Cultural Cavalcode' - Containihg news on cultural activities of the
employees.

H'avi_ng' decided the size of the House Journai, . practitioner edits the.
roatter that goes to the printer. Thereatter, the frini3g will sendgalleyproofs. T)-e PR
practitioner makes a dummy with them. Bas@d his, the printer makes up the

After the strike order the printer prints livers the copies by the déadline set.

‘pages of the House Journal'and sends tl§age proofstothe Editor for strike order.

‘Real art and imitation n be selected for the House Journal. To
make it attractive, the masthead be printed in two or three colours. If there is
scope, photo montage 4@‘ ag used regularly or occasionally. Off-set printing
process gives the best resu Q he production of corporate publications in general
and the House Journal in particular.

Author t the Lesson: Mr. T.D. Jagadesan
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Assignments | : : ‘

1. Answer the following in 30 lines each:

1.

State the name-of four Internal House Journals that may be familiar t‘o you-
and the organizations that publish them. Discuss the contents and their
relevance, ' '

. Spell out the areas of interest that ought to be covered by a good Initernal

House Journal,

. Whal contents will you suggest for,a new Internal House Journal to be

launched on behalf of your organization - an autonomous Small Scale
Industrial Development Corporation of your State?

. Descrive vanous stages involved in the preduction of an Internal House

Journal. -

62




peqeiapiy .
ATI X8  mBnpL / ysbud AYIUO .  'S(09] PUIYORY URISNPUIH 07)  .1S391d SMIN LWH. §
fequiog] ‘e1pul o {pT) SN
MATL X A8 ysyBug AIoLIENPMNYOIRI0SSY UOLBAZI] SSO7] NOILIN3ATHd SSOT. L
. : . peqetepfip .
MATT X A8 puiy / ysybug fqiuo dempey [enue) ynog  (Z1) SMINHEos. 9
SATT X BAB ysybug . AQIvoW equiog “p1] senen  (bF) M. S
. 10d 6y Juawdoane(
JATT X 48 usyBug Apaiienty iy [euonieN (82} . SM3N DAWN, ¥
. woyifseoweyd  {of) HALLATSMAN
SALT X A8 ysybug A[UON - pue 5192 Qg WVBIHHS. €
SATT X 348 pui /ysyBug  Auivow - eyl jo uonedellion pegd (21 AH02a004-. ¢
. . yosuéig ye
MTL X A8 putH / ysybug Appuop yueg eNUAG  (BT) JNVIDS T
(9) (S) (o) (e) (2) {1
$39vd 4O
(SIHONI NI} 3715 S/IOVNONVT ALIDIGOIEAG A9 g3IHSITENd HIAWNN HLIM FANYN  ON'S

'VIGNI NI QIHSITENd STYNHNOF ASNOH IWOS 40 LNIWILVLS




peqeIapALy YpI

SATT X 248 puIy / ysiBug Auop Sleowpag fveepereyg  (B) TAHE WSMANA W Y. LT
. : peqeiapiH . o .
JATT ¥ 348 nBnpL / usibugy fpayfent) ‘Pr] se[qe ueisnpui] (g} «SMAN 9¥DIH.. 91
- ' peqeiapiH .
SATT X 348 ysybug CAlYIuoR % jo unapng Bunasey () LHIMOO0D MOT. ST
CLBAEX L nBnpl /ysyBug freuend). Nwpéqergbsy oueg eiypuy  (21) -~ WLHYOIOVW. T
91 X 30T - ysybug. AlyIuoy fie auyay uelpu)  (g7) JAOVWL. €T
. | fequiog .
WATT X 248 tpuig /ysybuy fpparrenty - epyl enus)  (z¢) ATVHINID., 21T
CJATT X 8 ysybug fiycy Aequiog ‘eipu Y snigspry  (p) Jlds TT
. . npiny. : - peqRIapAL] ¢ {puj R .
JATT X 48/ nBnpa} / ysybug Aiquopy o uoyeiodio) sy (g) «SM3N 3. 0T
B ) o . fyoq maN 2oueInsuj  (pE) - L ANIZVOVI
ST X 348 pu/ usybug fepenl)  |elsulc) pue ain [RIUBUQ TVINIHO IHL. 6
{9) {a) 2] S {5 (2 (1




Objective.

- In this lesmn the scope and oontenfs. of an external House Journal are
discussed.

Synopsis ; : s
1. Introduction
2. Content analysis of some external House journals.
3. Inference of the study.
4. Production norms and techmques of an external House 3ournal
5. Summary

L lNTRODUCTiON

We have already seen in a pre\nous lesson the role of an External House. . -

Jotimal as a tool of communication. As the very name Mplies the External House
Journal is meant for exte.nal audience of an organiZetion Jin the PR parlance, the’
term ‘external audience’ refers to those who gdagot W8tk under the roof of the
organization but who are cutside connected d interested in it. As such, they

_are keen on knowing regularly about the orgafigatifn, its products, its activities and
its programme for the future. Therefonternal House Journal is. meant to

_keep them informed of the above. Vie Fom this angle, it is easy to draw a
distinction between an internal e jolirnal and an external House journal, As
stated earlier, the former is mea rnal audiences and working under the roof

“of an organization and thgdater ternal audiences such as for example share

holders, customers, pote tomers etc. in view of this their contents and fotmat
differ. '

2. CONTENT ANALYSIS OF SOME EXTERNAL HOUSE JOURNALS

Against this wider background, let us study the contents of some good
external House journals published in India. This will give us an idea of the contents.
and their scope. : :

" The Loss Prevention Association of India Ltd., Warden Road House, P.M.
Road, Bombay 400 001 publishes an external House journal known as ‘Loss
Prevention News'. This is quatterly journal. The Electronics Corporation of India
Ltd, .Hyderabad 500 .762 is publishing two “external House 1ournals narnely-
‘Hotline’ and ‘ECIL COURIER’ -amarketing t bulletin. Bothare pubhshed as monthly
journals in English. The Bharat Petroleum Corporatnon Ltd, Bharat -Bhavan,
Ballad Estate, Bombay 400038 s bringing out an external House journal known as
‘Bharat Petroleum Newsletter' This is published as a blmonthly in English. The
Voltas Ltd., J N Heredis Marg, Ballad Estate, Bombay i is bringing eut an external
House journal, known as ‘Voltas lnformatlon This is-an Enghsh bimonthly. If a
specific request is made, the PR Managers of these orgariizatians will be only too
glad to supply gratis somespeamen copies of these unpriced ]ournals forthe pexusal -

of PR students. ) _
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- Hyderabad in various plage

~ ~Now let us make a detailed study of the contents of the ‘Loss Prevention
News'. The size is demy quarto with 20 pages. ‘This is- published by theé General
Insurance Business, lts central theme is the importance of fire prevedtion and the
methods that could be adopted. . The specimen issue devotes 8 -_pages.i:cln the
‘devastating fire that destroyed the factory of Naarden (India) Ltd., Bombay iﬁ-1983.
The caption of the feature is.‘All for want of a dirtspray a factory was lost.” The
feature carries four pictures. It embhasises- precautionary methods in such a
~ Afactory. - : ' |

Another feature recommends mobile cranes to be used to prevent accidents.
- The regular column ‘Safety Information chart’ deals with ‘manual handli‘rllg of
materials.’ It deals with some “dos” and “dont’s” to be observed by workers to dvoid
. accidents. Another regular column ‘Fire Data sheet’ deals. with pregattionary
- methods while handling the highly volotile substance, Acetone. The column entitled
. ‘5-minute satety talk’ deals with ladder fall and precautions in this i:dnnection.| The
- column ‘Miscellanea’ deals with a city with few fires, illuminating cars, Impact-O-
graph, automatic collision prevention etc. Letters to the Editor also find g'place.!ThiS :
external journal is widely distributed to interested firms desirous  of takin,
precautionary measures as required by fire imsurance companies. '

. : |
Now 4t us take a Jook at the mntents@‘lbﬂine’ Marketing newsletter
published by the E CIL, Hyderabad. Thisis an j bi—Weekly_. Itssizeis haif-demy
with eight pages. The feature on frorieals with the micro-processor. bla’sed
" Store and Forward system (SFT} inst the Central Telegraph Office, New
Delhi. The next article deals with compll erisation in banking system. The.third
article is on thefirst micro-based er computer system installed by the ECIL,
in, an illustrated feature highlights the ECIL

computers in the servia 6 Qe customers such as for instance., the I{pfala
Transport C wrporation, tiJndian: Oil-Corporation, Baranni and M/s. Cochin

" . Shipyard Ltd. 'Co% |
E " TheBha. at Petfoleum Newsletter is published By_the Bharat Pétrole.urn|Ltd.. '

Bombay. Itssize : half demyand is a bi-monthiy. The particular issue studied carries
‘news-items such as under-bonnet campaign in Madras, Safer Motoring campaignin
Madras and Bombay, New Bharat Gas distribution -at Armbala, fuel campaign in
Jamshedpur, Deaiers’ Conference at Tiruchy, new outles on west coast hig}fway,
good response for LPG service, New Delhi, [ATTRACTI\_/’E DRIVE} -in snack| bars
opened, focus on markefing problems. Almosi all the above ifems carry
illustrations. Weddings are also featured. C |
. |
. 'Voltas Information’is published by the Voltas Ltd., Bombay, the well known
air conditioning and refrigeration manufdcturers in India. The journalis a well gpﬂup
one of demy quarto size. It carries eight pages. It highlights the equipments supplied
to its customers with photographs. Write-ups are short. They are titled as follows:
‘New council Hall in Bombay.' (about the air conditioning system supplied by Voltas
to New Council Hall, Bombay) ‘Tata Theatre for the Performing Arts’ {air
conditioning by Voltas) ‘Air pollution controi for cement plants’' (Voltas supplieg
electrostatic precipitators and cbndilioning plants) ‘Voltas enter Jarge-scale water




treatment projects, ‘Making the desert bloom, Lérge drilling contract from- Drﬁén‘
‘Giant sized machine for Bokaro Steel Plant. These wrlte-ups or news-items are’
illustrated with appropriate photographs

3. INFERENCE OF THE STUDY.

-A study of the contents of some external House Journalsin the foregoing:
paras leads us to the fo]lowmg broad conclusmns It will be seen that major areas
covered by the contents are:

a}. The product or products of the organisation, their qualitative excellence,
range- and similar “plus” points are highlighted.

b) The above approach is adopted with a view to attracting more customers,
distributors,wholesalers etc., thus increasing the popularity as well as the
sale of the product qr products, as the case may be.

¢ Here also the stress is on illustrations - black and white or colour to make
the pages of the External House Journal attractive and interesting.

To put it in & nutshell, it will be seen that the whole range of products of an
organisation is hlghhghted in‘@n-external house journal, a%gart of sales promotion
drive. As such, it is genera'ly the Marketting Division ORgn orjanization that brmgs-
out an external house jou-nal, in most cases. If, opthe oth
is a non-preduction oneg, lik. the ‘Loss Preventia
external House Journal serves the purpose of Rgepifig the target audience‘ well
informed in respect of its ob]ectwes and tr%and means through which they are

promoted.

- 4. PRODUCTIO

In the previous les have seen the production norms and techniques
- adopted for an internal hous tnal. It may be said they hold good in respect of an
éxternal House journal also. In reality, there is no great difference between the two
that deserves to be highlighted nor discussed. The number of pages is decided by the
contents. In the external House journal alsothe stress is on illustrations - their
colourful and attractive reproduction to make an impression on the target audience.

1S AND TECHNIQUES |

5. SUMMARY

The external House Journal is meant for external audience of an
organisation. in PR parlance the term ‘external audience’ refers to those who donot
work under the roof of an organization but those who are (outside) connected with it
or interested in it. The external House journal is meant to keep them informed. A
few examples of good external House journal could be cited there. They-are ‘Lass
Prevention News' brought out by the Loss Prevention Association of India, Bombay, ,
‘Hotline’ and ‘ECIL Courier’ brought out by the Electronics Corporation of India
Ltd, Hyderabad, the 'Bharat Petroleum Newsletter’ published by the Bharat
Petroleum Company and the ‘Voltas Information’ of the Voltas, Bombay. A study of
the contents of some of the external House journals will lead one to the following co-
inferenge. The product or products of an organization, their qualitative excellerice.

67 . . : .




N
: |

range and simiiar plus pomts are highlighted. This is done to increase the salst as
well as the popularity of the product/s of the orgamzatton The stress is on colourful
illustrations to make the pages ot the journal attractive and interesting. In respect of
production * norms. and techniques, there is no great difference between an external
House ]oumai and an 1nlernal House journai. They are almaost the same in bol hthe
cases. T

Author of the Lesson: Mr. T.D. Jagadeisan




Assignments
1. Answer the folioﬁring in 30 lines each.

1. Differentiate between an external House Journai and internal House Journal.

2. What are the objectives of an external House Journal? Discuss them briefly
citing a few examples. ' _

3. Outline the production norms and techniques adopted for an external House
Journal. o n

4. Cite the names of two or thrae External House Journals familiar to you and
thelr contents. '
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Lesson - 8 : Steps in LaunChinga HOUSG Joumal
Objective -

In this lesson, prehmmary steps to be taken before the Iaunchmg%l_a’n'

. internal or external House Journal are explained.

Synopsis.

1. Registration of a House Journal
2. Postal concession :
3. Compilation of mailing list
4. Choice of paper_

5. Summary

1. REGISTRATION OF A HOUSE JOURNAL

Before the launching of either an Internal House Joumal or an External

House Journal, the PR practitioner has to initiate certain prehmmary steps. '[hey

ate
a) Registration of the House journal u@ Registrar of Néwspa;:ers for
India, New Delhi,

b} Fixing of prmtlng press o -

c) Choice of paper for usg in-the B¥8duction of the ‘House dournal.
.d) Pestal concession. \ ' _ o ‘
e} Compilation of mgajling

The title of the hdfge journal has to be cleared by the Registréj of

_Newspapers for’ Iovernment of India, New Delhi. This is a statutory
requirement, under We Bress and Registration of Books Act, 1867. The Editor,
Printer and Publisher d irous of bringing out any newspaper (any printed petiod cal
containing publicnews or comments} which covers House journals also will hau% to

" make a declaration before the District Magisirate or Sub-divisional Officer or he

Commissioner of Police within whose jurisdiction such newspaper is pnnted andy/or

published. For clearing the name of the house journal, a formal apphcatlon hastobe

made to-theRegistrar. In the first instance, a panel of three names has to be

: forwarded to him, He will give clearance as well as the registration number that has
to be printed on the back cover of the house journal. Any failure to comply with this
will not only attract penal proviSions of law but also deprive the publication of us al
postal concession to which itis normaliy entitled. The title of the Holse ]oumal may
reflect the theme of the company, if possible. For example, the Fertiliser Corporation
of India, Ramagundam Division named its- House journal as ‘Annapurna This
reflects the product of the Company

The PR practltloner to sansfy admlmstratwe procedures of the orgamzatlon

Thereafter, the quotatlons are scrutmlsed and the Prmter settled for pnntmg t_h'ef_

- journal.
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2. POSTAL CONCESSION

Corporate publications such as house journals are exempted from the Sales
tax. They can be posted at concessional rates provided the PR practitioner complies
with the conditions laid down in the relevant rules of the Post Office Guide. Themost’
important condition in this respect is it should have been registered with the
Registrar of Newspapers for India, Government of India, New Dethi; and bears in
print the registered number assigned by him. A formal application has to be made to
the Past Master General in this respect who after satistying himnself that the journal.
fulfills the conditions will issue the concession order.

After obtaining the concession, the PR practitioner has to ensure that the
copies of the journal are posted on a particular date from a specified post office.
However, if he could not do this fora month, he may have to intimate the authorities
of the same who will specify a convenient date on which the copies could be posted at
concessional rate. Any failure to obtain prior permission of this nature from the
postal authorities may result in their charging extra for-the copies posted late.

3, COMPILATION OF MAILING LIST

kept ready muchin advance. Thelist will contai Mmes and addresses of persons
and organizations to whom the copies of publicygiony are to be sent regularly, as a

matter of routine. Generally, a compuplgnsive mailing tist will consist of the
following. Distribution of the journal is as ant as that of its production itself. -

a) VVIPs and VIPs compligyétewy copy list; Legislatures. MPs.
. b) Free exchange ii :
¢} Voucher copy i
d} Distribution kst
e] File copy list.

House journal,and

The VWIPs and VIP complimentary <apy list will consist of the names and
addresses of the Central and State Ministers, government officials,. MPs_and
members of the Legislature to whom the corporate publications in general and the
House journat in particular may have. to be sent, with a view to projecting the
working and image of the organization in the higher echelons of administration. Of
course, this list is restricted to men who matter.

Free exchange list is compiled after regular receipt of complimentary copies
of house journals from sistér organizations. In al such cases, the PR practitioner will
have to ensure that a copy of his House journal is also sent to them regularly in
exchange. This list is, therefore, cailed the ree exchange list. '

‘Voucher copy list will consist of the names of clients and/or Advertising
ayencies who give advertisement/s to the House journal.. They are usually sent -
along with the bill of cost.

n




Distribution list of the House journat will contain the name:!L; and
designations {with or without their postal addresses} of Heads of various sections of
th® organization to whom copies. of the Journal will -have to be sent in bJﬂk for
prompt distribution to the employees under their charge in the respective se!cti'or_l&

- A'minimum of twenty copies of all corporate publications in general and the
House journal in particular may have to be preserved as file copies, for futurejuse or
reference, as the case may be. This is important because, after say a colele of
months the top Executive may ask the PR practitioner for a particular publication
either for reference or perhaps for presentation to the VVIP and VIPs visiti}ng the
otganization. ' '

|

It may be stressed here that the mailing list or lists will have to be checked and

. Tevised periodically - say once in three months - to make thern uptodate. The list or
lists may require changes in respect of names or addresses or designations. They
may also require additions as well as deletions. Generally, the PR practitioner keeps
printed or cyciostyled copies of the mailing list or listsfor use in the Despatch s%ction.

In this connection, it may be mentioned that every publisher is requi[red to
send a copy of his publication if it is in English ON indi or Urdu to the Regis Irar of
Newspapers for India, Government of India, lhiv In case of other languages,
copies are required tobe sent tothe Presglof n Bureau, Government of India,
New Delhi as per rule 5(2) of the Regis % of Newspapers {central) Rules 19156, A
certain number of copies are also to bognio the addresses mentioned in't_h_e{rules
made by the state goue_rnment&mailing list finalised by the PR practitioner

must contain these addresses al

=€HOICE OF PAPER

Much th to be bestowed on the choice of paper for use in the House
journal. This is dep nt on the budget and the size of the journal, apart fr_o‘lr_n the
number of pages proposed to be given. The real art paper is a costly variety, But
printing results will be superb. In case the budget provision is limited, tHe PR .

_ practitioner may decide on the use of imitation art ‘paper or super calendered
printing. They will give satisfactory results if the off-set process is employed., Title
page may be got printed in real art paper if funds permit. [n the case of demy quarto -
size, the number of pages may be naturally more say 24 or 32, as the case may be. In
this size, the cover could be printed in attractive two or three colours. The usual
appreach is to print the cover in real art paper and the inside pages in imitation art

" paper or super calendered printing. ' ‘

[f the budget permits, the entire issue could be printed in real art paper, as _
most of the prestigious organizations dp nowadays, Against this wider background,
the PR practitioner takes decision on the -choice . of paper and proceeds to finalise
the production programme.- This will help in the correct estimate of budget for the
journai’s production per year,
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5. SUMMARY

The following preliminary steps have to be initiated before the launching of
‘an internal or external House journal, :

a) Registration of the house journal with the Registrar of Newspapers for
i India, New Delhi.

b} Fixing-of printing press.

¢} Choice of paper for use in the production of the House journat.

d) Securing of Postal concession.

e) Compilation of a general mailing list.

A panel of three names for the proposed House journal has to be forwarded
to the Registrar of Newspapers for India for clearance. After the receipt of his
clearance and registration number, a formal app]ncatlon has to be made to the
concerned: District Magistrate of the area from which the Journal is to be published.
Simultaneously, quotations for printing the Journal have to be secured from local
presses and the Printer has to be fixed up. Both the Printer and the Editor of the
.Journal haue to appear before the District Maglstrate for obtammg a declaration. -
‘After securing the declaration, Postal authorities have to%g approached for postal
concession for posting the Journal at concession ratg. is, of course, easily
secured. Care has to be taken to ensure that the cgpies journal are posted on
date/s and at the post office specified in t ession order. Or else, the

concession will not hold good. @

A mailing list has to be compiled i%ournal. It will consist of the names
" and addresses of persons, officials, etc.$o whom the copies of the Journal have
to be sent regularly. The mailin piled has to be revised periodically - say
once in three months - so that the es and addresses are uptodate.

Choice of paper for ver as well asinside pages of the Journal is made,
,according to the budget available. This is generaliy done in consultation with the .
Printer. If there is ample budget provision, the Editor may go infor a superior variety
of paper both for cover and inside pages, say real art paper. [f, on the other hand, the

budget is only a modest one, real-art paper may be selected for cover and imitation ~

art-paper of super calendered paper for inside pages may be a good choice. So also
the number of pages. Generatly, for the sake of cét_ltion the number of pagesis kept
at a minimum irt the initial stages; this is gradually increased with the passage of time.

Author ot the Lesson: Mr. I.1). Jagadesan




‘Assignments

1. Answer the following in 30 lines each.

1. State the preliminary steps for finalising the title of the House Journal).

H. ~nswer the foliowing in '10 lines each.

1. How will you secure postal concession for the despatch of the H
Journal copies? :

ouse

2. Write a short note on the maqlmg List of;
a) Corporate publications of an organization -
b} The internal House journal o
- 3. What is meant by ‘an Exchange list'?
4. If the budget is limited what paper will you decide for use in the H
journal of derny quarto size and why?
5. How will you obtain the Editer, Printér and Publisher's declaration fo

House journal you propose to launch?

v
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UNIT 1 : PRINTING PROCESSES |
Lesson - 1 : Basic Printing Methods
Objective

To explain t.he Principles of main Printing Process, namely (a) Letterpress
~ Printing (b) Lithography (c) Off-set Printing (d} Gravure,and {e) Silk Screen Printing.

Synopsis
1 Printing Process
2. Letterpress Printing
3. Lithography

" 4. Offset Printing

5. Gravure Printing 0
6. Silk Screen Printing : Q |
7 Characteristics of varicus printing, processes.

: Printing may be broadly dejmgd ac 2 art of mechanically transferring copies
of a design to the surface of pa oy other material. For Printing, three things
are necessary. o
1. Adesignora lem@roup of letters .
_ 2. Material to print on.

3 A medium to transfer the design or letter or a group of letters to the material.

Generally a design or a type is known as the Prlnllng surface. The material
commonly used (to print on) is paper. The medium to transfer the pnntmg surface to
the printing material is ink.

Printing = Pﬁnting suriace + Paper + lnk
| PIIINTING PROCESSES
A printing surface can be created for a particular process of printing. In other

wiaris, the process of printing is known according to the nature of printing surlace.
" Thete are four main printing processes. They are: _

1. Relief Printing or Letterpress Printing -
| 7




2. Planography Printing or Lithography N

3. Intaglio Printing.or Gravure Printing

4, ._Porous Printing or Stencil Printing or Silk Screen Printing

Let us now study each of these four Printing Processes whose distinguishi'ng_
feature mainly lies in their printing surfaces. '

2. RELIEF PRINTING OR LETTERPRESS PRINTING
Inthis process of printing the printing sisrface is in relief and in reverse. In bther
words the Printing area is in reverse at a higher level than the non-printing [area.
Since the Printing surface is in r.e'lie_i and in reverse, this process is also known as
Relief Printing or L etter Press Printing. The printing surface orthe face received ink
and is impressed on the printing material. Thus a printed copy of the face is obtﬁ'inec_l;
The printing surface in letter pressprinting is formed by typesthat may bel and
separable or may be cast as a solid piece. Letter Pressis a very widely used method of
Printing in our country. It is used for Printi books, magazines, periodicals,
newspapers, job works like 'inuitations, cards, staonery forms prir_:tiﬁg etc. {See,
- Figure 1)) : '

Q? LETTERPRESS

A S | . !B'
LETTERPRESS
_ Fig, 1

A. Printing Plate
B. Printing Ink
C. Printing Material (Paper)
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3. PLANOGRAPHY PRINTING OR LITHOGRAPHY

Inthis method of printing, the printing surface and the non-printing surface are
on the same level. A layman may wonder how it is possible to print when two
conflicting and opposite kinds of surfaces are at the same level.
|
|

The principles involved in this method is based on the fact that grease and
water do not mix and that they repel each other. By chemical treatment, two different
kinds of surface are created. The printing surface is made to attract greasy ink and
repel water and the surface which does not print i.e., the non-printing surface is made
to attract water and repulse greasy ink. First water is applied whichis attracted by the
non-printing area and which is repulsed by printing area and then ink is applied
which is repulsed by the non-printing area and which is attracted by the Printing area.
When pressure is applied, the ink on the printing surface is transferred on the
Printing material. : ' :

LITHOGRAPHY

Fig. 2

A, Printing Plate
B. Printing Ink
C. Printing Material
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Offset Pnntmg is the advancement made in Lithography. This prboess IL also o
based on the same principles as Lithography. But the camera plays a very impjrlant'
role in preparing the Printing surface. In Lithography, the printing matterl is in*
reverse and the print is obtained directly from the printing surface. But in off set
printing, the printing matter is readable and the print is obtained through an-
intermediate Tubber cylinder. To put it in simple words, Printing matter i3 first
transferred to a rubber cylinder which in turn prints on (printing material like) p|aper

Offset Printing has many advantages. Printing is done at high speed. Varieties
of materials can be used for Printing. Colour reproduction is very good. Because of
the many advantageous that this process has, it is gaining ground in the -Pri*'nting '
field.

This process is best suited for book printing, colour printing, cheque books,
labels, children’s books etc. As it is cheap and because deuelopments in electronics
and photo composing are fast being made, Off-set printing i$ w1dely used for large

book producuons and Newspapers printing. ‘

5. INTAGLIO PRINTIN RAVURE PRINTING

surface. The Printing surface is etc [Bep or engraved on hard metal surface. The

In this method, the pﬁnlil\?&m is at a lower le'ﬁ.r_el than the non-printing
- etched surface is filled wit% and$he top surface is wiped clean and printed. The

Printing surface is in this printing is just the opposite to that inletter Fress
printing. This is a ¢ ier priess when compared to other-process of printing.

_ This method o ting is best suited for colour :r_eprod'uction and magaz.‘nes
and periodicals which are full of pictures both in black'and white and in colour.

GRAVURE - ‘
Fig. 3- '

A, Pri'nting :P'late

B. Printing Ink

C.-Printing Matenial (Paper) - '_ ‘

78 ' ]




6. POROUS PRINTING OR SILK SCREEN PRINTING

This is the latest method of Printing. In this process, the printing surface is a
woven material which may be nylon, silk or fine wire mesh through which a semi-
liquid paint or ink can pass without clogging the mesh opening. The printing surface
is open to allow ink and the non-printing area is closed and will not permit ink to pass
through. Se only the open area is printed and the closed area is not printed.

The prepared stencil is laid on the surface to be printed and the ink is squeezed
on the stencil with a squezee (a rubber roller with a handle for applying ink). Heavy
ink depesits are possible, thus providing a ready means of obtaining permanent
colour,

This process is mainly used for printing visiting cards, invitation cards, letter-
heads and pririting on bottles, barreis, cases and other rigid containers used for
packing. This is the only process which is capable of giving absolute capacity.

AHHHTHTHEN
H11 A
13

2o

FEENESEEN
Tty rrry i
! ....':-'..".f

SILK SCREEN

Fig. 4

A, Printing PI_até/Screén
B. Printing ink
C. Printing "faterial
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: /'. Are all these four processes of printing suitable for any kind of work?|No,
ertainly not. Each of these four processes has its own merits, demerits, limitations
/and characteristics. Each one is best suited for certain kind of work only.

Let us now see what are the main characteristics of each of these four
processes,

7(a) CHARACTERISTICS OF RELIEF PRINTING OR
LETTERPRESS PRINTING

—

. Printing is very sharp, crisp and brilliant

. The printing surface may be of the hand set or machine set type, duplicate
plates like stereo, plastic plates as well as original plates like copper or zinc
line or half-tone plates may be used.

. Capable of maintaining unitormity of colour.

. Prints best on smooth coated papers.

. Lays down an ink thicker than Offset but not as thick as Gravure or Silk

Screen processes- . _

Capable of executing jobs requiring numWgring}, die-cuttings, pertorating, etc.

. Corrections are easy to make incipdiqg last minute corrections.
. Large solid print areas shall sho @ or tnottle, '
Printing plates are more expenSiug/than Off-set but considerably less

_ expensive than Gravure. :
10. Regquires a lot of makgreadifand dressing up.

]

[0 N o

RN

(b) CHARAQTERISTICS OF OFFSET PRINTING

1. Capable of % for jobs in a variety of sizes in black and white and in
colour at a re y low cost. :

2. Printing platés are relatively inexpensive and require only a small amou+t of .
time to make, as compared with both letter press and Gravure plates. |

3. Duplicate plates are inexpensive. _ J

4. Require more altention than [etter Press and Gravure to maintain uniform
printing. : :

5. Correction requires making new plate but plates are inexpensive.

6. Print lacks in sharpness and brilliance due to indirect printing and double
transfer of ink. - ' o )

(¢) CHARACTERISTICS OF GRAVURE PRINTING

. Capabie of high quality, high speed printing in black and white and inco

. Capable of consistent quality printing throughout. l

. Capable of printing on a wide range of surfaces. i :

. Plates or oylinders are more expensive than either Letter Press or Offset
Plates but they last longer. o '

. Corrections are very expensive because a new printing plate must be made.

. Proofing is more expensive than Letter Press or Offset

QUr.

A Lo M=

o O
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(d) CHARACTERISTICS OF SILK SCREEN PRINTING

1...Capable of printing on any form of rigid surface like glass, wood or plastics.
2. Capable of producing absolute opaque surface.

3. Very heavy applications of ink are required.

4. Not suitable for larger sizes of work and for very long runs.

5. Not suitable for super imposition work.

An_thor of the Lesson: Mr.B.S.K. Ramachandran’




GLOSSARY

Duplicate Plate
Face

Gravure Printing

Letter Press Printing
Lithography
Maike ready

‘Mottle

Off-set N @

Proof

" Printing

‘Silk Screen Printing

Stereo Plate

Superimpaosition

- “at a lower level than the non-printing area.

similiar to a rubber stamp.

_ covered cylinder and then on the prihting material.

Exact replica of an original plate or a {orme.
praduced for relief printing by casting trom the
mould of an original plate‘or a forme. .

The printing area that receives ink and comas into
contact with printing material; Also known-#s
Printing Surface.

A printing processes where the {ace is etched and'is

A Priniing processes where the face is at 2 higher
level to the reverse of the non-printing area. It §

A printing processes where both the face _{Prin'tirg

area) and the non-pginting area at the same level.

The preliminary | paratory operations involved

on the prig achine in order to obtain umlorm
inking, i @ ns and position.

Tro countered in printing a large solid aream
ainif on a platen machifie, producing-a smudgy

int.

his is a protesses of Lithographi& printing where -
where the printing surface is transferred to a ru

A copy of the .j_ob, pulled for comparing with the
original for making corrections.

The art of mechinically transferting copies of a
printing surface on to printing fpaterial.

- Printing processes where a silk screen o1 plastic|
screen is-used to carry the printing image. O :

knownas. Stencil or porous printing.

A duplicate relief printing plate, made by casting
from'a mould faken from an original plate forme.

Printing one colour upon another colour to produce
2 new colour.




SUGG_ESTED READING

1. Commercial Engraving and Pnrmng by Charles W. Hac!demen (Commercial
Engraving Publishing Co, U.S.A)
~ 2. Design for Pritit and Production by H 5. Warford (Focal Press, Lcmdon}
"3. Ink on paper by ARNQLD .
4, Advemsmg Itsrole in: Marketmg by Watson S. Dunn and Arnoid M. Barbam _
{Holt Saunders) Chapter 23. '

|
|
| 5. Advertising by Wright, Warner, -and Winter Ziegler (Tata Mcgraw - Hill
i : Pubhshmg, New Delhn) '

ASSIGNMENTS

l Answer the followlng in 30 lines. .
{Ilustrate your answer with' dlag(ams)

L. Define Printing and wnat are the major methods of Printing?
2. What are the main characteristics of eacn of the four processes of Printing ? -
3. What are the mairn differences among the varidys methods of Printing?

f Il. -Answer the following i 10 lines.o
| ' 1. What is Létter Press Printingg '
2. What is L.ithography ? .
3.'What is Gravure Printigang

4. What is Silk Screen _ _ -
5. For what works gre eadhof the four methods of Printings best suired ?

and Why ?
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