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INTRODUCTION

This project is on developing a promotional newsletter for
MegaSource, a small healthcare software development company lo-
cated in Birmingham, Michigan. Companies have many reasons for
publishing newsletters; limited advertising avenues and a small
promotion budget initiated MegaSource’s interest in newsletter
promotion. When using a newsletter as a promotional vehicle,
several factors need consideration: what value the company ex-
pects to receive from the publication, how to obtain the wvisual
quality and written content desired, and the costs involved in
production.

Producing a newsletter within budget limitations and time
restrictions involved is a concern of the company. MegaSource
uses IBM personal computer clones to demonstrate their product;
with this background the most economical means for producing the
newsletter is with the relatively new personal computer page com-
position packages.

This paper examines the following topics on developing a

newsletter: A. Promotion with Newsletters; B. Desktop Publish-

ing and Equipment Options; C. Newsletter Typography and Design;

D. MegaSource, the Company and Its Market; and E. Newsletter

Proposal and Budget.




A. PROMOTION WITH NEWSLETTERS

Newsletters are an effective means of communication for many
organizations with highly specialized audiences. This publication
format is the simplest, fastest, and least complicated of all
periodical forms, and perhaps one of the oldest. The earliest
known ‘newsletter’ is a handwritten document produced in six-
teenth-century Germany documenting business news from around
Europe (Hudson 1). What made a newsletter useful in sixteenth-
century Germany is what makes one practical today: “they provide
specialized information” (Hudson 7). Smaller and with fewer
pages than a newspaper, newsletters make “the most appropriate
communication tool for smaller or specialized audiences” (Kamp,
Christenson 130).

Companies use newsletter publications to inform their
employees of work related issues, and non-profit organizations use
newsletters to keep their cause in front of their contributors.
The strongly defined audiences for these organizational publica-
tions share common interest in the published product, the organi-
zation and its goals. These organizations find newsletters effec-
tive in accomplishing public relations objectives by developing
public awareness and opinion.

End product newsletters, sold by subscription like magazin-
es, are a recent development emerging as a communications industry
in the 1960’s (Hudson 2). These newsletters are informational or

advice oriented on business or personal interest topics such as



financial, hobby, travel, ecological, or other specialized sub-
jects.

Another type of newsletter is the marketing publication used
to sell services and products. Many banks mail newsletters to
their customers promoting financial services, and encouraging
customers to open new accounts or take out loans. Public utili-
ties, hospitals, group health insurance companies, education in-
stitutions, and retailers are in the growing ranks of industries
using newsletters to advertise their services and products. A
major advantage for any organization publishing a newsletter is
that the medium provides a clear focus for the reader, without the
distraction of competing advertising found in other communications
media.

Orvis, a large mail order retailer, uses a newsletter to
reinforce their catalogue mailings. This newsletter promotes
hunting and fishing vacations, seminars and schools, and
encourages the purchase of the company’s sports related
merchandise.

Newsletters are an economical method of reaching specialized
cliental, stretching small promotion or advertising budgets
effectively. James Laabs, of Douglas and Laabs Associates of
Madison, Wisconsin, advises, “With a well-planned publication,
marketers with smaller budgets can effectively communicate a
larger volume of information than with traditional advertising”
(Laabs 66). This feature makes newsletters a valuable marketing

tool for many small companies.




Other marketing executives also recommend newsletters
because of their ability to promote. Joe Obermeyer, Vice
President of Marketing with Wolf Blumberg Krody, Inc, speaks of

newsletter content as ‘promotional journalism’:

Promotional journalism can be useful in creating
awareness for a product, identifying potential
customers, updating current customers on company
programs, and more. We have recommended promotional
journalism to help many of our clients seek out new
customers and hold onto the old ones. Generally, we
suggest two journalistic vehicles: magazines and
newsletters. (Obermeyer 19)

The advent of page composition packages for use on personal
computers makes publication of newsletters attractive to many
businesses. First, these packages are cost efficient for
companies. Second, they promote faster publication turn around
times as typesetting and composition accomplished in-house is
simple and quick. In-house publication capabilities give
information protection for sensitive pricing information or new
product introduction, a desirable feature for many companies.
Today, publication of newsletters is prolific; over 100,000
newsletters are printed (Hudson 2). The growth in newsletter
communication is attributed by Camille Emig, in her article
“Matching media with Audience and Message,” to their effectiveness

in reaching target audiences:

The fastest growing communication is the newsletter,
less formal and quickly produced, the newsletter’s




popularity can be attributed in part to the need to

reach audiences already bombarded with information.

Newsletters usually contain short, newsy items and

are designed so readers can quickly go from cover to

cover, usually only four to eight pages. (Reuss and

Silvis 118)
As the cost of advertising media rises, the importance of the
newletter increases. Its ablity to reach specific target
audiences at a low cost per thousand insures its growth,

Advertiser James Laabs suggests good promotional
publications to his clients because they overcome the recipient’s
resistance to direct mail advertising. Effective newsletters are
different from the bulk of unsolicited mail because they come
wrapped in an information envelope perceived of value. Laabs
states, “Although people read because of the information value of
the publication, they are exposed simultaneously to the promotion
messages” (Laabs 14). Receptivity of reader to the message is
another reason newsletters make valuable promotional media.

Profits generated by non-subscription newsletters are hard
to substantiate. Butler Manufacturing Company, of Kansas City,
uses a newsletter, Building Profits, to promote their buildings.
Although they cannot tell how much new building construction is
from the newsletter’s promotion, their builders actively support
the newsletter because leads generated from it generally develop
into new business (Obermeyer 19).

When the newsletter is the product, statistics are more

concrete., Lag Belle France, a newsletter devoted to French travel,

provides reviews of French hotels and restaurants. Its popularity

earns revenues of $312,000 annually, half of which is profit. Dan




Friedman writes La Belle France from his home, spending a quarter
of his time researching in France. As of 1986 his two year old
newsletter had 8,000 subscribers at $39.00 a year (Rachlin 21).
Sales from three newsletters for photographers published by the
same author, The Photoletter, and Photomarket and Photobulletin,
grossed $175,000 with profits of $55,000 (Rachlin 22). The
Hideaway-Report, a newsletter reporting on little known world-wide
resorts had 12,000 subscribers in 1982, with a subscription price
of $39.00 a year (Tuthill 74).

The key to the success of these newsletters is they all

reach specific target audiences. Andrew Harper, publisher of the

Hideaway-Resort, advertised his newsletter in the Wall Street
Journal and The New Yorker. Both magazines’ audiences are in the

social-economic brackets interested in Harper’s product: unique
travel and vacation spots. Subscribers include professionals from
many fields who are also interested in secluded locations for
business meetings. Success in producing a newsletter depends
largely on obtaining mailing addresses for contacting a specific
target audience.

Businesses derive benefits besides profit from using
newsletters in business promotion, particularly in the service
industry business. Alternative promotional media usually require
brief message length because of the cost or the small message
retention capability of the medium involved. Newsletters convey
lengthy promotional messages at a fraction of the cost of other

promotional methods. When containing good editorial and news

content newsletters help establish expertise and credibility for




the company producing them. The use of newsletters allows
businesses to keep in touch with their clients between sales,
educate clients in product usage, and convey a continuing interest
in their customers’ welfare. Businesses establish marketing
position in the mind of new business prospects through newsletters
and promote an image of solidarity in volatile markets. These
considerations combined with the newsletter’s flexibility and
relatively low cost make the newsletter a strong marketing tool
for reaching specific target audiences,

An aspect in developing newsletter is the projected content.
When used primarily as an advertising or public relations vehicle,

the newsletter must give information of discernable merit to the

clients, making the time spent reading it worthwhile. The

editorial and news content in newsletters helps give credibility

to the organization sending the communication according to Laabs,

making accurate information imperative, with commentary that

arouses client interest (Laabs 11). Obermeyer suggests opinion

columns, contests, feature stories, and information on product or

policy changes as added enhancements (19).

With an increasing volume of promotional newsletters

competing for audience attention, the format, or visual

appearance, of the newsletter increasingly affects readership.

Attractive, professional looking newsletters, even those produced

with a typewriter and simple reproduction methods, encourages

readers’ scrutiny.

Companies with limited promotion budgets and complex

messages or large companies with well-defined segmented target




markets find newsletters a valuable marketing tool. When properly
developed and produced, the newsletter promotes market image and
offers an alternative to wide scope advertising.

Currently, MegaSource communicates with contracted clients
on a problem-solving phone hotline. Their product, pharmacy
computer software, sells exclusively to automated hospital
pharmacies. Management feels a newsletter will provide two types
of communication: one, public relations communication with
current clients in a non-crisis format, and two, as an
informational communication acquainting prospective clients about
the company and different aspects of the product. Sales personnel

provide current client and prospective client lists for the

newsletter.




In the past two years, desktop publishing programs, or DTP, have
emerged as a major software industry with over eighty packages of
DTP and related software generated for the MacIntosh and IBM PC
alone. Michael L. Kleper, a professor of graphic arts at

Rochester Institute of Technology, explains this phenomenal market

growth.

The impact of the microcomputer on the typeset-
ting process has been twofold. First, it has pushed
back the keyboarding phase of typesetting directly to
the author’s hands. This development has, in most
cases, reduced typesetting costs, increased accuracy
(by eliminating retyping and the errors inherent in
the process), and reduced the overall turnaround time
involved in getting the text originator’s thoughts
into print. The microcomputer also has provided a
number of software tools, such as spelling, grammar,
and style checkers; on-line writing aids (synonym
searches, readability ratings, etc.); and hyphenation
routines.

Second, the microcomputer technology has
developed its own identity as the nucleus of an on-
line typesetting system. The system might use a dot
matrix or page printer with the ability to set
complete pages of text and graphics, or it might use
an interface to connect directly to a
phototypesetter. Sophisticated software packages are
giving the microcomputer the capability to act like
an integrated design station that not only originates
text and graphics (and even photographs), but also
combines them into a page format. (Kleper xiii)

The difference between word processing programs and DTP programs
is not well-defined. Indeed, all DTP programs require a word
processing program and a graphics program to generate advanced
page layout. Many word processing programs contain enough desktop

publishing capability to satisfy some users. These programs



usually have several type styles, editing capabilities, and
limited page formatting styles. Wordprocessors output to many
laser printers and typesetters, giving users the option of
professional typesetting capability. Generally, what
distinguishes a DTP program is a greater range of capabilities in
page formatting, typography, and memory.

Equipment is a major consideration in acquiring a desktop
publishing system. Selection of hardware and software depends on
the publication applications the system needs to handle.
Following are basic equipment configurations for desktop

publishing based on options listed by Tony Bove, Cheryl Rhodes and

Wes Thomas in their book The Art of Desktop Publishing:

1. A computer based composition and graphics
system with several work stations connected to a
typesetter, and possibly a network option. Costs
range from $30,000 to over $200,000, plus monthly
service and maintenance fees. High-performance
scanners add an additional $25,000 and up. Generally,
only the professional printer or corporation with high
volume and high quality printing resolution require
this kind of equipment.

2. A micro computer driving a typesetter or top
line laser printer. This configuration costs
approximately $30,000 depending on typesetter
selection (typesetter cost $18,000 to $100,000), plus
monthly maintenance for the typesetter. Scanners add
extra cost to this system also. Users of this system
trade high cost for lower output capability while
still obtaining professional quality equipment. The
small print company and medium to large companies with
many publishing applications find this kind of
equipment adequate for their needs.

3. A personal computer with memory adequate for
handling page composition software, graphics software,
and word processing software. This system outputs to
a laser printer containing memory for handling font
conversions. Cost of this system starts at $6,000
and goes up rapidly depending on hardware and software
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specifications. A low quality scanner adds $2,000 to
$7,000. This option is what most small companies
purchase. It is economically feasible and still
capable of handling a large volume of good quality
print with the option of output by phone modem to
professional quality typesetters. Businesses often
acquire this computer configuration for multiple
applications, priority usage relating to financial or
management programs rather than publishing output.

4. A personal computer with limited memory,
publishing, graphic, and word processing functions
with files handled by diskettes for under $2,000;
with output to a low cost laser printer for $3,000.
Small companies needing limited document processing
and unconcerned about overall print quality use this
type of computer configuration. Many individuals
also invest in this package for personal publishing
needs. (15)

Hardware and software needs depend on the application or
the kind of product the user intends to publish. Disk storage,
monitor quality, graphics cards, scanners, digitizers and
tablets, optical character recognition devices (OCRs), and
various specialized graphic and software packages requirements
add to the cost.

Professional typesetting companies have used computers,
including micro computers, since 1975. Established typesetting
companies such as Compugraphic, Mergenthaler, and Varitype worked
with various hardware companies to transfer the technology
involved in typesetting to computer processes. What has made the
difference in DTP is the introduction of laser printers with
typesetting capabilities in a relatively low price range.

These printers do not have the resolution of professional

quality typesetters; laser printers have a density of type

Measured at 300 dots per inch, while professional typesetting is
12




usually 900 to 1200 dots per inch. A professional looking
typesetting job requires a minimum of 1000 dots per inch (Bove,
Rhodes, Thomas 78). Still, laser printer page quality suffices
for many projects that not needing the printing resolution quality
or massive printing quantity of, for instance, a magazine or a
full-color advertising brochure.

Through a cumbersome production process a 300 DPI laser
printer can produce pages with twice the resolution, or with
finished text closer to typesetter quality. This process involves
enlarging the page 200% on the computer, printing out ‘tiles’ or
sections of the page on standard size paper, pasting the page
sections back into the original page, and reducing the pasted-up
laser printed page fifty percent on a stat machine. This produces
a finished page with resolution of 600 dots per inch.

Another important concern with laser printers is that not
all 300 dots per inch laser are the same. The H-P (Hewlett-
Packard) LaserJet printer has the memory to print only a quarter
of a page at 300 dots per inch, the whole page in seventy-two dots
per inch; Postscript equipped printers are usually capable of a
full page at 300 dots per inch (Bove, Rhodes, Thomas 75-76) .

Two other areas laser printers fail professional quality
Standards are in printing photographs scanned into the computer
and in printing large type sizes, particularly over one inch.
These kinds of images often distort in a noticeable and often
unacceptable manner. Photographs lose their continuous tone,

appearing blotchy and indistinct. Type in large sizes acquires a

jagged or fuzzy silhouette.




Businesses obtain desktop publishing packages for several
reasons. Typeset pages look more professional. Moreover, they
save paper and mailing costs when compared to typewritten pages.
More words on a page means fewer pages in a document, fewer pages
results in lower printing and postage costs for the printed
package. Example A shows a comparison of the paper savings
possible when changing a standard typewritten paragraph to a
typeset paragraph. Companies mailing large printed publications
on a reqular basis can save substantially by switching to typeset
pages.

In-house typesetting has even more cost-saving advantages.
Tony Bove and Cheryl Rhodes, co-founders of the magazine Publish!,
discovered these economies when they switched to DTP for

typesetting.

We saved over $30 per page in the production of a
bi-monthly magazine by switching from a typesetting
service to in-house laser printing. Before the
switch we were using PCs for word processing and
preparation for typesetting, and saving money by not
having the text retyped or coded by the typesetting
service (we coded our own text, which is almost as
complicated as programming) . Switching to
PageMaker saved us plenty of time formerly spent
coding text files, with the added benefits of laser
printing entire pages without doing manual paste-up.
Typesetting the laser-printed and proofed pages
amounted to an extra $1 per page, with no re-coding
and no need for corrections. (Bove, Rhodes, Thomas
2)

For companies with large volumes of publishing needs and unable to

afford in-house typesetting equipment, desktop publishing options
14




Businesses obtain desktop publishing packages
for several reasons. Typeset pages look more
professional. Moreover, they save paper and
mailing costs when compared to typewritten
pages. More words on a page means fewer pages
in a document, fewer pages results in lower
printing and postage costs for the printed
package. Example A shows a comparison of the
paper savings possible when changing a standard
typewritten paragraph to a typeset paragraph.
Companies mailing large printed publications on
a regular basis can save substantially by
switching to typeset pages.

Businesses obtain desktop publishing packages for several reasons,
Typeset pages look more professional. Moreover, they save paper and
mailing costs when compared to typewritten pages. More words on a
page means fewer pages in a document, fewer pages results in lower
printing and postage costs for the printed package. Example A shows
a comparison of the paper savings possible when changing a standard
typewritten paragraph to a typeset paragraph. Companies mailing
large printed publications on a regular basis can save substantially by
switching to typeset pages.

Example A
Typewriter and Typesetter Comparison

15




can save significant cost at the print shop.

Another reason for the growth in this new industry is
simplicity, as most DTP programs are ‘user friendly’ or do not
require training beyond that needed for basic computer operation.
Purposely designed uncomplicated, DTP packages target sales
towards business rather than computer markets. Easy self-
explanatory commands on pull down menus make operation of the
software easy for inexperienced computer operators. Simplified
page layout provides for another easy application by non-
professionals.

As DTP systems continue developing the capability to input
directly to professional typesetting equipment, they attract a new
market audience in the professionals print industry. This new
marketing audience wants the simplicity characteristic of DTP, but
it also demands systems with more technical typographical control.
Developing these capabilities makes programs more complex, with
more command and key-driven controls rather than menu driven
selection.

Control over who has access to documents is another issue a
company takes into account when deciding on in-house publishing.
In-house produced documents that might have an impact on market
competition are safer than documents sent out of house for
production. Desktop publishing also allows executives to see
exactly what the finished page looks like before it is printed,
allowing quick and efficient corrections and changes.

Attractively typeset pages look more professional for

pPresentation to clients than typewriter written documents and save

16




production costs as described above. Computer generated documents
store, update, and reproduce quickly, saving time, money, and file
storage space. The practicality of DTP offers another reason for
its growth as an industry. The development of more advanced
publishing packages assures further growth of the industry.

After purchasing basic DTP hardware and software, the user
may want or need other enhancements. Additional optional
equipment includes full screen monitor, extra graphics packages
and possibly a scanner for original art, photographs or other
printed sources of graphics and illustrations. Most programs
require a mouse for the easiest use of software.

An important requirement of DTP programs is WYSIWYG (what
you see is what you get) full page monitoring ability. Screens
should display type sizes and styles, graphics, and page layout
exactly as they appear on the final printed copy. A large screen,
high resolution monitor or a standard twelve inch monitor equipped
with an enhanced graphic adaptor is necessary for WYSIWYG
screening. Large screens allow whole page, and in some cases, two
page viewing of document in a readable text size, representative
of type style. Standard screens show one quarter to one third of

an actual page, requiring scrolling the screen for different views

of the page. Whole page views have ‘greeked’ type, or unreadable

representations of type size and placement.
Another requirement is output to print the page. Quality
beyond current laser printer output requires access to a
typesetter. There are several DTP packages that have the

Capability to send commands to laser typesetting equipment. If




this trend continues, DTP will command a greater share of the
printing industry. “Sprintout,” a service of the Typesetting
Service Corporation, recently emerged on the market allowing DTP
users to telecommunicate their printed files for laser or typeset
printing with return of typeset pages by mail. As the service of
rentable or shared use of typesetting equipment develops, it
offers more solutions for businesses to handling their own
document development with DTP programs.

The problem that faces most users is compatibility of
hardware and software; not all software packages work on all
equipment, and not all equipment or software work together.
Equipment and software must share a common ‘language’ or coding
for compatibility. IBM endorsed Adobe’s Postscript, which has the
greatest number of supports in type fonts and illustration files.
Imagen’s Document Description Language and Xerox’s Interpress are
two other commonly used languages.

Memory capability is a problem, too. Most packages require
a computer with 650K RAM, and most laser printers capable of DTP
functions need 500K. Choices of hardware and software depends on
the application and product production the user needs. The more
graphics capabilities and text options required, the greater the
memory needed. A command based package is harder to use, but it
has more text manipulation capabilities for production purposes
and generally uses less memory than menu driven packages. The
operation of a scanner requires large memory capabilities as a
single scanned page uses up one megabyte of memory, or

approximately one diskette (Bove, Rhodes, Thomas 141).
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Although users trained in page composition and in text uses
and limitations usually develop a superior appearing printed page,
it is not a requirement for successful desktop publishing. Some
packages have style sheets that help non-professionals get a more
professional looking page design. These sheets set typestyles and
sizes for headlines, subheadings, and body text. The computer
package provides automatic line spacing, letter spacing and
kerning (deleting space between letters.) Even with these aids,
unskilled users often experience difficulty developing complicated
pages as text and graphics placement may heighten or confuse page
legibility.

DTP is a production tool, with the design dependent upon
the user’s skill. Clear communication is the goal of all printed
materials. Users mastering design and technical skills use DTP
tools more effectively in developing pages with the basic
requirement of clarity. The trend for packages that incorporate
more professional typesetting capabilities at prices competitive
with currently available packages increases the need for
specialized training.

The major cost in acquiring desktop publishing results from
hardware purchase. Laser printers are not cheap, averaging four-
thousand dollars, and the more dots per inch resolution they have,
the greater the cost. Most of the laser printers available today
have a resolution of 300 dots per inch and are $2,000 to $10,000.

A 600 dots per inch laser printer available from Varitype costs

$18,000.




“PageMaker,” an Aldus’ software package, is the current
leader in number of packages sold in the page composition program

field. According to statistics taken from Computer Graphics,

Aldus reports an installed base of 50,000 users as of February 15,

1987 (Burns and Venit, PageMaker 8). The original program ran on

a MacIntosh computer, but Aldus developed a PC version. This
program, noted for its pull down menus, icons, dialogue boxes, and
immense number of add-ons for graphics and fonts works sets the
standard for all other packages. Competition, especially from
Xerox's DTP package, “Ventura Publisher,” motivated Aldus to
develop an updated version of “PageMaker” Version 3, a package
with more manipulative text and composition techniques comparable
to Ventura Publisher.

The number of support programs for DTP functions grows in
many new directions. Three dimensional drawing programs are
available for the architect, engineer, and product designer.

Special graphics programs design business information into charts

and graphs, and other programs enable the user to develop original
drawings or use illustrations from an art library. Computer
generated or scanned original art stored on hard disk or diskette
is reusable in many applications either whole or cropped, sized to
fit within any space limitations.

CE Software developed a program devoted to producing
calendars called, appropriately, “CalendarMaker.” The program
“GridMaker” by FolkStone Design places grids on original graphic
drawing programs such as MacDraw and MacDraft, allowing creation

of perspective drawings. There are programs that generate color
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slides for graphic presentations and programs giving user access
to two hundred colors for laser printing.

Desktop Publishing is an industry in its infancy. Users
anticipate many exciting program developments and new solutions
for current problems. Continuing interest confirms DTP as a
firmly established and entrenched part of the business world. Its
adaptability to business needs and its cost effectiveness in
meeting these needs are the prime reasons for its acceptance.

Newly introduced software packages offer graphic artists
and designers desiring to create their ‘own’ logo or alpha-
numerical characters for a new alphabet font with computer tools.
One program, Fontographer by Altsys Corporation, allows the artist
to design new type fonts or customize logos which become part of

the keyboard functions. In a product evaluation article for

Personal Publishing, Steve Herold evaluated Fontographer:

Fontographer is a powerful and flexible tool.
Even if you only use it for an occasional logo or
special character, it can quickly repay its purchase
price, and enhance your reputation as a creative
genius. Graphic designers should find it even more
useful. (70)

As these kinds of packages become more available for use in
conjunction with DTP, camera ready art production costs lower,
causing print media costs to lower. Professional artists and
printers find new computer design packages capable of replacing

tools and equipment previously needed for identical results at a

fraction of the cost.
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An evaluation of two popular desktop publishing packages
selected from several done in an article for PC Magazine shows the
abilities of this technology. Packages capable of working on the
same hardware make easier evaluation, so “PageMaker” PC by Aldus
and “Ventura Publisher” by Xerox, are compared as both run on IBM
and IBM compatible equipment. Magazine editors also selected both
packages as software of choice for price and functional

capabilities (Burns, and Venit, Desktop 106-107).

“PageMaker” PC version 1.0a costs $695. This package
requires 512K (thousand bytes) RAM (random access memory), but it
works faster and more efficiently with 640K RAM, DOS (disk
operating system) version 3.2 or later, and a 10-Mbyte hard disk.
“PageMaker” operates under “Microsoft Windows.” “Microsoft
Windows” is a system operating package that translates DOS
commands for easier accessing of files, activates keyboard or
mouse controls, controls drop down menus, control panel, etc.

In February, 1988, Aldus introduced “PageMaker” Version 3.
This updated program has yet to go through any comprehensive user
testing for functionality, and for this reason was not used in
this comparison. Advertising claims this new “PageMaker” has
better text wrapping functions, color keying to image options,
color separations, style sheets, more and better fonts and scanned
image controls (Example B). This new version demonstrates change
is the most constant element in computer technologies. This
continual change in the industry occasionally makes choosing

equipment and software difficult.
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“Ventura Publisher” version 1.1 costs $895 and has the same
RAM requirements as “PageMaker.” Other requirements are a 10-
Mbyte hard disk, a mouse, and DOS version 2.0 or later. This
package operates under GEM system software from Digital Research.
Considered harder to learn than other desktop publishing packages,
Venture has more controls and options over text and graphics.

Both packages support a number of printer options and

through various bridge options can support other printing options.

All programs generally operate more efficiently in operating time
and information input with the equipment the manufacturer
recommends. Venture General Offices in 0’Fallon, Missouri, use
IBM’s “DisplayWrite IV” as their word processing package of
choice. Recently, they acquired a stand-alone desktop publishing
system using “PageMaker” software. While “PageMaker” is able to
use documents processed on “DisplayWrite IV,” each file must
convert into the RFT or revised format text form to input into
“PageMaker.” This made “DisplayWrite IV” difficult and time-
consuming to use. Acquiring “WordPerfect” from the WordPerfect
Corporation solved this problem as it exports text directly into
“PageMaker” with no conversion.

“PageMaker” supports HP Laserjet and compatible laser
printers, IBM Pageprinter, Apple LaserWriter and other PostScript
laser printers. “Ventura Publisher” supports the AST Turbolaser,
HP Laserjet and compatible printers, Interpress printers, Apple
LaserWriter and other Postscript laser printers. Both packages
also support Epson, IBM, and other dot matrix printers, but not
with all program options or in the quality available from laser

printers.




Another important function comparison is how many software
packages transfer information and in what quality to the desktop
package. Each desktop package has word processing capability, but
large volumes of text (over one page) need importing from a word
processing package that has spell checking and other text handling
functions not available from desktop packages.

“PageMaker” imports text from ASCII files from any
wordprocessor, as does “Ventura Publisher.” This type of file
presents a problem as most word processors must convert files into
ASCII form before exporting the file. Special functions of
underlining, bold or italics type, tabs, etc. do not convert with
the text. This makes editing ASCII text files in “PageMaker”
harder. Both packages import text and special function commands
from the following wordprocessors: “Microsoft Word” by Microsoft
Corporation, “Mulitmate” by Ashton-Tate, “WordPerfect” by Word
Perfect Corp., “Windows Write” by Microsoft Corp., and “XyWrite”
by XyQuest. In addition, “Ventura Publisher” imports the text
from “Xerox Write” by Xerox.

Both “PageMaker” and “Ventura Publisher” have basically the
same limited graphic ability including the ability to scale and
crop imported images, draw straight lines, place and size
rectangles with square or rounded corners, place and size circles
and ovals, and apply fill screens or shading. Neither package is
capable of freehand drawing. Graphics import capability is
important where any kind of illustration, graph, chart or image
needs including in a document. Following is a list of graphic

Programs one or both of these programs import files from. The

25




initial of the program shows which package accepts file input from !
the graphics program listed: PM (PageMaker), VP (Ventura \

Publisher).

“AutoCAD” by Autodesk, Inc.: PM and VP. This program is an 4
engineering and design package, capable of developing -
blueprints, and producing scale drawings in both vertical t
and horizontal views.

“GEM Draw” and “GEM Paint” by Digital Research: VP. This
‘paint’ program allows the user to bit map the monitor
screen in multiple colors (only with a color monitor) in
thick or thin lines and shapes. Shapes are available in
squares, rectangles, circles and ovals, and textures or
"screens’ are available for filling shapes or background.
The Draw program is a more advanced drafting program for
CAD/CAM (computer aided design/composition and markup)
applications.

“In*A*Vision” by Micrografx, Inc.: PM. A drawing program
with some CAD capability and with a template and symbol
library.

“MacPaint” by Apple Computer: PM, VP. The first paint
program others emulate. It runs with pull down menus and
design icons allowing user to ‘paint’ lines, place boxes or

circles, erase them or fill shapes with a number of
different screen patterns.

“PC Paint” by Mouse Systems: PM, VP. This is a medium
resolution paint program modeled after MacPaint for use on
IBM PCs. It is usually bundled with a mouse package.

“PC Paintbrush” by ZSoft: PM, VP. A high resolution paint
program usually bundled with a SummaSketch graphics tablet.

So far both packages have demonstrated similar import
and output capabilites. Multiple compatibility options make a
package valuable because of the many different equipment
configurations they offer the user, but the true comparison of

desktop packages lies in their text and page formatting

Capabilites.
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MegaSource

401 S. Woodward, Suite 354
Birmingham, MI 38011

Medical Center Hospital Pharmacy
2266 Jefferson St.

Lansing,

MI 48836

Laboratory Management System

test completed and now available
for your lab's computer system.

fio o e

Example L

Mock-Up Newsletter Fourth Page (Reduced 74% from original size)
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The typestyles suggested for the publication is a serif body
text style in 12 points and leading of 14 1/2 points. Non-serif
type emphasizes the occasional short pieces considered of utmost
importance, set in the same point size and leading as the general
text body. This sets a particular article apart from the rest of
the articles. Headlines and subheadings can change from several
styles of serif, non-serif, and decorative types to give each
article a separate identity, or remain constant to add unity to
the page. The mixing of different typestyles requires careful
viewing of the finished page to determine if all styles work
together without confusing the finished page layout. One headline
type dominates the page, usually for the most important article on
that page.

Because publishing is on a limited basis, selection of
software and printing options base on best quality for the mostl
economical price. The best quality printing is from typeset
pages, this factor suggests subscribing to a service like
“Sprintout” for typesetting as the most economical method of final
page production. Purchased equipment includes a PostScript laser
printer for proofing pages. A currently owned IBM compatible
computer could handle actual newsletter production. MegaSource
already uses IBM compatible hardware, so changing to another brand
is impractical. This factor limits their desktop publishing
package to IBM compatible software. The software of choice is
Ventura Publisher because of its greater text manipulating

capabilities. Type fonts, a graphics drawing package for charts
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and illustrations, and word processing complete the software
needs.

An added benefit for MegaSource in adding desktop publishing
capabilities to their company is the opportunity of producing
other marketing publications and user manuals with it. This
capabiltity makes the equipment more serviceable and produces
better looking documents for their other publishing needs.

A scanner is unnecessary as the program is capable of
leaving space for dropping in screened photographs on the finished
typeset page. The cost of screening a limited number of
photographs a year does not justify the cost of a scanner for this
process. There are drawing packages that use scanned images for
the initial drawing process, but this option still does not

compensate for the cost of a scanner at this time.

Monitoring the newsletter is an important part of the
developmental process. This helps MegaSource determine the
effectiveness of its newsletter. Feedback gives an estimate of w
how the message is received by the intended audience. Contests
are one method of estimating audience count, as are reader

surveys. Talking with current users about the newsletter at

meetings and conventions MegaSource personnel attends is another
method to gain feedback. A yearly form sent to readers asking if

they wish to continue receiving the newsletter is a viable method

of judging the newsletter’s effectiveness.
Another method of monitoring the newsletter is sales
statistics. Announcing newly developed ancillary systems in the

newsletter allows early marketing of these systems to current |




clients. Following the resulting leads and sales from the
newsletter gives another means to track its success.
A newsletter offers MegaSource marketing options not

available in any other advertising media open to their target

audience.
COST OF NEWSLETTER
SUGGESTED HARDWARE LIST PRICE
1. Compaq 286 Deskpro III 640 KB $3,000

Compaq Computer Corp., 20555 FM 149,

Houston, TX 77070

MegaSource currently owns this equipment to run their

basic operations on demonstrate software. The price

is listed here to illustrate the total cost for

initial set-up. Two total prices are listed below,

one for MegaSource and one for a totally new set-up.
2. Amdek 1280 monitor and video board —-=------ $999

Amdek, 1901 Zanker Road,

San Jose, CA 95112

The Amdek 1280 allows full page viewing of actual actual

text of two pages (Example N.) This allows easier

construction of pages with the DTP package.
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Example M
‘It takes four of theirs to display the same text and graphics as
one Amdek 1280,’ an advertisement by Amdek
Full page ad is reduced 74% to fit. 71




3. AST Turbolaser/PS (PostScript) =--=-=====——=——- $3995
AST Research Inc., 2121 Alton Ave.,
Irvine, CA 92714-4992
A laser printer prints pages for proofing and
provides the closest semblance to the finished newsletter
page.
4. Logitech Series 2 Mouse =========—=—————e—-- $99
Logitech, Inc., 6505 Kaiser Dr.,
Fremont, CA 94555
A 'mouse’ is essential for fast, efficient use of most

desktop publishing systems.

SOFTWARE

5. WordPerfect, version 4.2 -==—=m=——e—e—c——e-- 5495
WordPerfect Corp., 288 W. Center St.
Orem, UT 84957
The wordprocessing program currently used by
MegaSource. This wordprocessing program is accepted
directly by most desktop publishing pages with no text
conversion necessary.

6. Ventura Publisher, version 1.1 ——————======= $895
Xerox Corp., 101 Continental Blvd.,
El Segundo, CA 90245

7, PC Painmtbrugh ———————r—rrrme e ———— $139
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8. Type Fonts: $500

Adobe Systems, Inc., 1870 Embaradero Rd.,
Palo Alto, Ca 94303
Fonts range in price according to typestyle, figure

represents an average cost for four fonts.

SERVICES

9. Sprintout $156*

(*Yearly fee plus approximate cost of pages typeset a year.)

Sprintout, Typesetting Service Corp., Fifty Clifford St.,
Providence, RI 02903-3886

TOTAL: $10,878

Prices for programs and equipment are lower in the market
place which substantially reduces the total cost. For example,
Logicsoft advertises Ventura Publisher for $549 and WordPerfect
version 4.2 for $190 (advertisement, PC Magazine, 220-221).
Another cost savings results from MegaSource already owning
substantial amounts of compatible computer equipment.

Ongoing costs involved in newsletter production are the
actual salary for a part-time employee to write and design page

layout, and the printing and mailing of the newsletter.
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