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Some people might argue buying a 
newsletter in today’s rocky economic times 
isn’t the smartest move a publishing com-
pany can make, but when a newsletter like 
the Seybold Report becomes available, it 
makes sense to take the risk. 

It takes decades to build a reputation 
for unfailing excellence such as the one that 
accompanies this newsletter. Seybold has a 
tremendously strong brand and rich legacy. 
It has played a role in the printing and pub-
lishing industries that few publications can 
match. That’s why I am pleased to welcome 
the Seybold Report to Beard Group’s ros-
ter of  business newsletters.

Our plans for the Seybold Report go-
ing forward are to make it stronger than 
ever and to make it the definitive source 
of  information for executives and decision 
makers looking for reliable and thorough 
coverage on technology related to printing 
and publishing. 

Some of  the content areas we will 
explore on a regular basis include digi-
tal printing, content management, online 
publishing, database publishing, and much 
more. We welcome your ideas and com-
ments about areas of  coverage you would 
like to see, as well.

Chris Beard
Founder and Owner
Beard Group, Inc.

Nearly 20 years ago I joined the staff  
of  Seybold Publications as a Technical 
Editor. I quickly grew to love the work, the 
technology, and the industries we covered 
even though the hours were often long 
and my job sometimes included carrying 
a Macintosh around the world to test the 
imaging speed of  raster image processors. 
Does anyone besides me remember the im-
agesetter speed tests? Ah, those were the 
days!

Although I left the staff  after five years 
to open my own consulting and editorial 
services company, I never stopped reading, 
and writing, for the Report. I am pleased 
beyond measure to have now the dual roles 
of  Editor and Publisher for the newsletter. 
As Chris mentioned, today’s economic cli-
mate is uncertain, but I am certain that the 

Seybold Report has an invaluable role to 
play. Economic conditions change, compa-
nies come and go, but publishing is here to 
stay. This newsletter will continue to be an 
independent, wise, thoughtful, and thought 
provoking guide during the changing times 
that lie ahead for us all.

I am pleased to welcome back some 
old friends to the Report in this issue. 
Chuck Lenatti, who edited the newsletter 
for several years but had left that role a 
few months ago, has returned as Managing 
Editor and Contributor. His story, the lead 
in this issue, provides valuable insight into 
how newspapers are making profits in the 
online advertising game. Look for addition-
al insights from him in future issues about 
the changing role, and changing fortunes, 
of  newspapers.

Some voices in this issues are already fa-
miliar ones to readers. Among these voices 
is that of  George Alexander, who worked 
for Seybold long before I first stepped foot 
in the office in Media, PA. He explains in 
this issue how an on-demand book imaging 
device called Expresso may change the dy-
namics of  the book publishing market. 

I am also pleased to welcome a new 
voice to the newsletter, that of  Heidi 
Tolliver-Nigro. An industry veteran and 
consultant, she has written for many pub-
lications and is the author of  several well 
regarded in-depth reports. She points out 
in her article about digital printing that the 
technology is an everyday reality for many 
printing companies and publishers, but op-
portunities for making a significant profit 
using the technology still abound. She will 
be reporting regularly on digital and off-
set printing technology and issues in the 
months to come.

And, finally, I welcome the opportunity 
to join all of  you in discussions in the real 
and virtual worlds about technology and 
business issues that you deal with every day. 
I encourage you to contact me and to join 
the Seybold Report group on LinkedIn. In 
the next few weeks, we will unveil changes 
to the Seybold Report Web site that will fa-
cilitate discussion and involvement. 

Molly W. Joss
Editor and Publisher

Rewarding Risks

Contributors in this issue:

George Alexander
Chuck Lenatti
Heidi-Tolliver Nigro
Ron Roszkiewicz
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Can Advertising Platforms Like Yahoo 
Apt Help Newspapers Survive?
By Chuck Lenatti

With print ads down 16% last year and sinking fast and digital advertising stuck at less 
than 10% of total ad revenues, newspaper publishers appear to be running in mud. Print 
newspapers are deemed tired and irrelevant, and the Internet looks like a vast advertising 
sinkhole. 

In fact, neither characterization is true. Some pub-
lishers are finding success by focusing on their lo-
cal online audience and serving its need for area 
news, information and community, sometimes 
covered by non-staffers. Once they establish 

their value as a local online destination, they’re gaining 
ground, and making profits, by connecting their local 
audience – selected by online behavior and segmented 
by demographics and ZIP code – to the advertisers in 
their designated market area (DMA). 

“There’s always going to be an audience for what’s 
going on in your local community, city, government 
and state,” said George Cogswell, publisher of  the the 
Ventura County Star, an 86,000-circulation daily in 
Southern California. “That’s our strength and that’s not 
going to be anyone else’s strength. That’s ours to keep. 
And once we’ve captured that audience, we can mon-
etize it.”

The Star’s parent, E.W. Scripps Co., is one of  hun-
dreds of  publishers partnering with Yahoo, a company 
that some newspapers consider one of  their archrivals, 
along with Google and MSN, and the source of  many 
of  their woes. More than 800 United States newspapers 
have joined the Yahoo Newspaper Consortium and 
some 150 are already participating in its Apt display ad-
vertising platform. Apt is designed to help newspaper 
publishers extend their reach through Yahoo’s network 
and digital advertising exchange and boost their effec-
tiveness at serving ads with the technology company’s 
behavioral targeting and advertising performance ana-
lytics. In return, analysts say Yahoo gets a 50/50 reve-
nue split (Yahoo declined to verify this figure), as well as 
coveted exposure to the newspapers’ local audiences.

Cogswell was an early convert. “Eight months ago, 
I didn’t know anything about Apt and behavioral tar-
geting. I was more interested in saving our business, 
retaining advertisers and trying to prop up circulation,” 
he said. Intrigued by what he saw during the installa-
tion, Cogswell pushed the launch of  the Apt program 
up to just before Christmas instead of  waiting until 
February 2009. 

“We launched a blitz in the market just two weeks 
before Christmas,” he said. “Most newspapers slow 

down advertising just before Christmas. They’ve done 
all their fourth-quarter holiday business and they re-
emerge some time in mid-January.” Selling at the end 
of  the year in a bad economy, he said, “we set a goal 
of  $350,000 and we thought we could stretch and get 
there.” They made their goal in two days, and by the 
end of  the first week had bested the previous Scripps 
ad blitz record set in Knoxville. In the two-week period 
of  Apt inventory, Cogswell said, the Star sold $900,000. 
He asked, “If  there’s this much opportunity out there, 
what’s it going to look when the economy starts to turn 
around and businesses free up money to advertise and 
market?” 

Great Expectations
Scripps has high hopes for the Yahoo partnership, 

Cogswell said. “Our goal within less than a three-year 
period Scripps-wide is that our digital sales efforts will 
pay for our newsrooms. Our digital sales are 10% of  
our total ad revenues now. We expect that number to 
move to 20% in the next 12-15 months.” And in three 
to five years, said Cogswell, “we will get to 50% of  our 
total advertising revenue from the Internet. It’s aggres-
sive; it’s where we need to go.” 

The Hearst Corporation, an early member of  the 
Yahoo consortium, is also optimistic, aiming for digital 
advertising to account for 20-30% of  total ad revenues 
in the next two years using Apt. “Everybody needs to 
double their online revenue today, and unless you’ve set 
yourself  up for that, it’s just not going to happen,” said 
Stephen Weis, Vice Ptesident of  digital sales for Hearst 
newspapers. 

“People may not have given this advertising me-
dium time to evolve. Their expectations are high, but 
that perception is not going to change. So we need to 
change how we do business and how we approach that 
mindset with better partnerships, better programs, bet-
ter packaging for our partners, better training for our 
sales force and better execution.”

Speaking from the office of  the Seattle Post-
Intelligencer, where Hearst recently silenced the 
presses but maintains a small staff  for an online-only 
newspaper, Weis said, “If  it was just the PI or whatever 
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base and expand the number of  customers we can be 
effective for.” In pursuing the smaller/medium busi-
nesses in a metropolitan area, the pitch isn’t typically a 
cost per thousand (CPM) discussion like most online 
advertising. “It’s more, ‘Here’s the geography, here’s 
the behavior, here’s what I can reach and here’s the 
package I would recommend for you,’” he said.

Chance acknowledged as long as the Internet 
grows, so, too, will online ad inventory, and there’s lit-
tle money to be made selling risky remnant inventory. 
“The remnant inventory is just that. You don’t know 
who, what, when or where. You don’t know anything 
about it. It has its place in the overall mix, but it’s not 
the valuable solution that local or regional advertisers 
really need. They need that deep audience targeting 
that can get them results,” Chance said.

In Ventura, Cogswell has kept his display ad rates 
high by limiting the Star’s inventory. “Two years ago 
we would have eight to ten advertising positions on a 
single page digitally. Folks are going on there for con-
tent, not to find a shopper,” said Cogswell. “We have 
to find good advertising that’s appropriate to the au-
dience that’s gone to that page.” Restricting ad place-
ment to two or three positions per page has allowed 
the paper to deliver significant click-through rates for 
advertisers. 

Cogswell also needed to expand the Star’s adver-
tising reach, though. “If  we’re 90% to 94% sold out, 
we don’t want to just put more ad positions on a page 
because it won’t be effective for our advertisers, and we 
won’t retain that business,” said Cogswell. “Yahoo said, 
‘We’ve got all this inventory for you to sell within your 
market and surrounding your market and we can tar-
get that based on the behavior of  the user.’ In Ventura 
County, with a population of  800-some-odd thousand, 
we could only reach 56% with all of  our print and digi-
tal products. By dropping Yahoo on top, combined we 
can reach 85% of  our market, which is pretty tough to 
beat. And not just sell you an ad, but give you place-
ment in front of  an audience that has demonstrated 
by recent behavior that they’re in the market for what 
you’re providing.” 

Bigger Market, Bigger Ad Share
The Yahoo network allows the Star to sell beyond 

its local market. “The real wild card for somebody like 
us is that Ventura County is within the Los Angeles 
DMA,” said Cogswell. “We never had a product we 
could serve in Los Angeles. We’d be competing with 
the LA Daily News and the LA Times and all the 
big media companies there. As part of  the Yahoo con-
sortium, we can bring our wares to Los Angeles and 
compete on a level playing field. Our market just grew 
to include the No. 1 or No. 2 advertising market in the 
U.S.,” he said. “Many markets in the Yahoo consortium 
will be able to benefit not only within their local mar-
ket but within their local DMA.”

The AJC’s Chance said the Yahoo partnership is 

dotcom locally, it would be a bit of  a stretch [to survive 
solely on online revenues]. From a sales standpoint, 
we’ve created relationships and have an opportunity to 
generate revenues outside the owned and operated site. 
It can be profitable,” he said.

“If  you can create a local opportunity digitally on-
line and do $10 million a year in gross revenues, you can 
probably make some money,” said Weis. “That’s not a 
stretch in Seattle and in smaller markets. There’s more 
than $10 million locally flowing through your market 
from a digital standpoint.”

At the Atlanta Journal-Constitution, the largest 
newspaper in the state of  Georgia, Charlie Chance, di-
rector of  digital sales, agreed that newspapers will have 
a hard time achieving the online advertising revenues 
they need to survive without a partner. “It’s going to 
be difficult to move the needle significantly above cur-
rent levels on your newspaper site,” he said. “With the 
addition in Atlanta of  Yahoo’s local inventory, we see a 
significant increase in the opportunity to earn revenue, 
and the same thing with search. These are much big-
ger opportunities than we could ever develop on our 
own as a standalone newspaper site. That’s how we get 
to 20%, 30% and 40% (instead of  10% of  advertising 
revenues). That’s our goal and that’s where we’re going. 
Quite frankly, we’ve got to get there and I’m confident 
we will get there.”

Better Audience, Longer Reach
Working with Yahoo, publishers are identifying the 

audience advertisers want to reach by matching their 
products or services with data about gender, ZIP codes 
and past online activity. By exposing ads to a more re-
ceptive audience that’s more likely to click through the 
ads, and by following up with analytics demonstrating 
the performance of  the ad, publishers can demand 
higher rates.

“We can target layering on behavior into specific 
market areas as small as five ZIP codes,” said Chance. 
“In Atlanta, it’s allowed us to build a lot of  different 
zones and send our sales force into the local market and 
specific areas and sell much smaller customers,” he said. 
“On the revenue side, it’s allowed us to take an ad posi-
tion we could only achieve a certain rate for in the past 
and apply multiples to that rate. In some cases, the addi-
tion of  zoning and a behavioral target can easily double 
what a normal run of  site rate would be. Depending on 
the level we’re going to, we’re seeing not just twofold 
increases but in some cases threefold increases in the 
average rate that we can charge. It’s good for the adver-
tisers and it’s good for us as a company.”

For Chance, the key to success is not advertising 
volume, but quality. “We have a problem with a glut of  
inventory on the Internet,” he said. “The way we over-
come that glut is to deliver a highly valued inventory 
that is deeply and richly targeted based on the most 
solid technology out there,” he said. “The big play for 
us is to reach much deeper into the possible customer 
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helping the Journal-Constitution get a bigger share 
of  its market, too. “With Yahoo, in the Atlanta met-
ropolitan area, we can on a monthly basis, from third-
party metrics, reach between 3 million and 3.2 million 
Atlanta adults. We’re reaching approximately 75% of  
the marketplace from a combination of  ajc.com and 
the Yahoo Atlanta DMA. To be able to represent that 3 
million-plus Atlanta adult audience is part of  our value 
statement to the marketplace. And we can also seg-
ment it, refine it and do deep targeting, so it’s very valu-
able for us.” While the overall advertising pie probably 
won’t get bigger anytime soon, publishers believe they 
can get a larger slice of  it as more advertising dollars 
migrate online. “We’re seeing a lot of  them [publish-
ers] being very successful shifting ad spend from their 
clients from traditional sources like outdoor, broadcast 
and radio over to online because they have a reach sto-
ry now,” said Lem Lloyd, Yahoo’s Vice President of  
U.S.Partnerships. “They’re able to compete against out-
door and broadcast, which always had this mega-reach. 
They add in this extra element of  specific targeting, 
which broadcast or an outdoor ad can’t give you, and 
they’re making money. In local, in particular, there’s tre-
mendous share shift happening for media.” Publishers 
see Yahoo as a way to “help facilitate that share shift 
and to leverage Yahoo in these tough economic times 
to get more share,” Lloyd said.

Performance Metrics
Digital advertising has put pressure on all media 

to demonstrate how well they perform. “Online has 
brought the need for proof  of  performance and deep-
er metrics, and that’s across all media now,” said the 
AJC’s Chance. “Online was very disruptive in that way. 
It was able to deliver more proof  of  performance. In 
many cases you can’t tie it to a direct dollar sale and 
some you can, but it at least was able to measure how 
many people saw the ad, how many times was it shown, 
the different performance metrics we can track. It’s dif-
ficult for other media to do that. 

“The unique proposition for online is that the ad 
isn’t shown on the page unless someone is looking. So 
each time it’s shown, there’s somebody looking at that 
page. With a TV ad, the viewer might have gone in the 
kitchen for a glass of  water. There’s no way to track 
those kinds of  things.” 

For newspaper publishers in the consortium, mea-
suring online advertising performance has become as 
essential as the frontpage masthead and sports scores. 
“We have traffic people who put the data in whatever 
kind of  ad reporting structure the advertiser needs and 
walk the advertiser through those results,” said Hearst’s 
Weis. “If  you can tie what they told you in the front 
end [during their needs assessment consultation] to the 
results, that can be a great story. That’s a big difference 
between online and not just a print campaign, but radio 
or broadcast. A lot of  those have been more difficult to 
measure than online.”

The challenge for publishers is to convince clients 
they can advertise effectively and profitably in the on-
line newspaper rather than online elsewhere. “Much of  
the digital is now migrating outside of  our area. We 
have to show advertisers we have a product that will 
drive results and the customer service that will follow 
up,” said Cogswell. “The only way to demonstrate an 
online ad is effective is with audited reporting that 
shows the consumers’ behavior on your ad. If  you’re 
not seeing the results after 30 days, something’s not 
working. In a reasonable amount of  time, we can de-
termine what we need to tweak or change to drive bet-
ter results to the advertiser. If  what we’ve done hasn’t 
worked, we can change that up. We can deliver a mix of  
several different mediums.”

Retaining a client through good customer service is 
as important as finding them in the first place, Cogswell 
said. “It’s great to sell all this business, but you don’t 
want them to fall off  the board after a month or 90 
days. We’re constantly knocking on the door and hav-
ing conversations about what part of  the mix is work-
ing and what might not be.”

Newspaper Publisher as Local Agency
Publishers want to be more than just a channel 

to sell advertising; they want to partner with their ad-
vertising customers to help them both succeed using 
digital media, including online display advertising and 
search, as well as print. “If  you want to manage digi-
tal dollars flowing through your market, you have to 
create a suite of  products to manage that,” Weis said. 
“We want to be the local digital agency in our markets.” 
Hearst owns 15 daily newspapers 49 weeklies in the 
United States.

Selling digital is much more complex than selling 
ads in a print newspaper. It’s more like a collaboration 
than a transaction. “It’s very difficult for us to publish a 
rate card that answers everything an advertiser needs,” 
said Chance. “With Apt, we stopped publishing our 
rate card. We went from a few hundred available ad 
options to roughly 25,000-plus different combinations 
of  rates and targeting available across ajc.com and 
Yahoo’s Atlanta DMA audience. The breadth of  prod-
uct opportunity is vast and it takes one-on-one consul-
tations directly with the advertiser to develop the right 
fit and model for their business.”

These publishers don’t expect printed newspapers 
to go away any time soon, so they are trying to exploit 
the unique advantages of  online advertising – search, 
display and measurability – in conjunction with their 
printed product. “We see search engine marketing as a 
big piece of  our future,” said Chance. “We tell advertis-
ers that there’s a real advantage in doing both display 
and search at the same time. 

“Research shows that if  you buy X amount of  dis-
play alone you get this return, if  you buy X amount of  
search alone you get that return, and if  you buy both 
of  them in conjunction,  you (continued on page 8)    
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quality and durability aside, digital production already 
has become mainstream, especially for marketing ap-
plications and book production. Businesses have been 
producing direct mail, magazines and mini-catalogs 
digitally for years. According to independent reports, 
more than 50% of  all printers offer some kind of  digi-
tal output, whether black-and-white or full-color.

Book industry publishers not using digital produc-
tion in some capacity are becoming harder to find. 
Lightning Source Inc. (LSI) now boasts a client base 
of  8,000 publishers around the world. The high-vol-
ume print-on-demand (POD) printer, which uses Océ 
Variostream 9200 perfecting presses for black-and-
white production and Hewlett-Packard 5500, 3250 and 
3050 machines for the covers, maintains more than a 
million titles in its library and cranks out 1.2 million 
books per month. One LSI client, John Wiley & Sons, 
has transformed its entire business and distribution 
model using POD and now operates a pure LSI print-
on-demand model for all of  its 10,000 titles. Other 
printers, such as the HF Group, focus on specific ver-
ticals, such as small publishers, self-publishers and edu-
cational institutions. Using the iGen3, the HF Group 
produces theses and dissertations for universities and 
students. The iGen3 offers the largest paper size for a 
cut-sheet digital press (14.33 x 22.5 inches), according 
to Xerox, which allows the HF Group to print standard 
and oversize color book covers and book blocks with 
great efficiency.

Production Quality Issues
Any remaining concerns publishing executives 

might have about digital printing mainly have to do 
with digital workflow, cross-platform consistency, and 
production costs rather than quality. Some four-color 
presses, such as the Xerox 700, now boast resolution of  
2400 x 2400 dpi (although resolution in itself  isn’t al-
ways the best indicator of  quality since imaging resolu-
tion doesn’t necessarily equal the addressable resolution 
of  the dot). Even presses with resolutions of  600 by 
600 dpi, such as the Océ JetStream, can produce qual-
ity indistinguishable (or better than) higher-resolution 

Digital Production Publishing: 
Beyond the Hype
By Heidi Tolliver-Nigro

Digital print production is radically changing how publishers think about books, 

magazines and catalogs. Certainly, digital press vendors have turned up the heat on 

publishers to move to an on-demand printing model. But should they? What’s the reality 

behind the hype?

When publishers contemplate digital 
printing, they tend to think about 
dry and liquid toner presses like the 
Hewlett-Packard Indigo, Kodak 
NexPress, Xerox iGen3 and Océ 

VarioStream, machines that print what is considered 
the quintessential digital publishing job: small to mid-
size print runs of niche, self-published and backlist ti-
tles. However, digital print production has evolved be-
yond short-run books and now spans the full range of 
production quality, volumes and speeds. These produc-
tion evolution provides publishers with a far broader 
range of marketing and production options than they 
might have previously considered.

Major Issues Discussed
Although the models of  digital presses can be cat-

egorized in a variety of  ways, one way is: 1) small-foot-
print toner and inkjet presses, 2) production-volume, 
toner-based presses (liquid and dry toner), and 3) high-
speed inkjet presses capable of  volumes in the hun-
dreds of  thousands to the millions. Understanding the 
capabilities of  each category has important produc-
tion and marketing implications that cannot be gen-
eralized. The cost-benefit equation varies dramatically 
depending on the publishing market and according to 
the verticals within it. The status, opportunities and 
drawbacks of  digital production in business-to-busi-
ness healthcare publishing, for example, are entirely 
different from those in consumer magazines. This ar-
ticle provides a top-level snapshot of  the major issues 
facing the publishing community at large, regardless of  
marketplace or vertical.

Is Digital Printing Ready for 
Mainstream?

It’s important to address the issue of  whether 
digital printing is ready to move into mainstream pub-
lishing. Using digital printing for direct mail and other 
products with short lifecycles is one application, but 
using it for books, magazines and other mainstream 
products is another altogether. Past reservations about 
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machines.
A few years ago, publishers were concerned about 

the inability of  dry toner presses to produce sufficient 
quality halftones, but that has long been remedied. 
Black-and-white presses optimized with multi-bit tech-
nology deliver extremely subtle shades of  gray for re-
producing excellent halftones and other graphics.

Newer ink technologies, such as polymerized toner, 
are changing the production landscape, as well. Not 
only does the toner allow these presses to produce 
higher quality levels at lower resolutions, but it also 
provides increased durability for certain applications. 
In fact, a polymerized toner machine (the Océ CS650) 
system outperformed its traditional toner counterparts 
in a formal test of  digital production output conducted 
by PIA/GATF’s Digital Printing Council late last year.

According to independent 
reports, more than 50% of all 

printers offer some kind of digital 
output, whether black-and-white 

or full-color.
Small-format inkjet is also migrating from down-

market office solutions into the production environ-
ment. While these presses (typically 300 dpi) are not 
used for book production, they are being used for busi-
ness applications, which has implications for produc-
ing short-run targeted and personalized promotional 
catalogs and newsletters. Large publishers and retailers 
have used inexpensive, high-speed, low-resolution pro-
duction to move out inventory for years. The quality 
and speed improvements of  the small-format machines 
brings similar capabilities into the marketing arsenals 
of  even small publishers.

Differences from Offset
Although imaging quality is no longer a significant 

issue as long as the equipment and output requirements 
are properly matched, producing a digital product is not 
the same as producing an offset product. Among the 
limitations still facing publishers are the inability (in 
many cases) to produce fifth, sixth or more colors, the 
inability to run true metallics, more limited coating and 
finishing operations and, in publishing, restriction to 
offline production unless it’s a dedicated workflow, a 
limited range of  coated stocks (limiting experimenta-
tion on the catalog and magazine sides), and dry toner 
is particularly susceptible to cracking, especially if  not 
properly pre-scored.

Among the other differences are slight variations 
in finished trim and signature sizes, resulting in differ-
ent numbers of  blank pages at the back of  the book. 
PDLs and post-processing requirements are also differ-
ent. Matching titles across offset and digital processes 
requires a focused, dedicated effort since even slight 
appearance differences can result in the rejection of  the 

finished book.
Differences in workflows also mean that publisher 

must cope with two sets of  requirements, not one. In a 
marketplace that relies upon automation, where every 
human touch affects the bottom line, this can have sub-
stantial implications for profitability. Paper is another 
challenge in the magazine and catalog markets. The 
two fundamental differences between digital and com-
mercial grade sheets are water content and electrical 
properties. Commercial sheets act as capacitors; if  they 
don’t charge and discharge properly, the print quality is 
poor. Digital papers also require high moisture content 
or they change shape in printing. Finding paper that is 
the same grade and price as the offset sheet can be a 
challenge, particularly on the coated side.

Cost Benefit Analysis
The benefits for publishers converting to digital 

printing can be considerable. For years, publishers have 
been encouraged to consider the advantages of  shorter 
runs, but it’s also important to look at costs beyond 
the production itself. Digital is more cost-effective for 
short runs (the breakeven number most often quoted 
is less than 2,000 units, although for the new inkjet de-
vices, this jumps to 12,000-15,000), but having the flex-
ibility to make last-minute changes and content updates 
can also save costs. In book publishing in particular, 
expenses such as inventory and waste can be much 
higher than the cost of  printing itself. In fact, press 
manufacturers argue that when the total costs of  the 
delivered book are taken into consideration, costs from 
traditional publishing can be far higher than with a pure 
print-on-demand model.

The value of  making a larger shift in the types of  
products being offered or in the business or publishing 
model being used can be more significant than mak-
ing a direct placement of  digital versus offset, however. 
Any switch should be evaluated as part of  the larger 
campaign return-on-investment rather than on a per-
piece replacement basis. Lower cost digital devices 
from manufacturers like Riso can play an important 
role here. The low cost per impression that small-for-
mat inkjet provides creates low-volume targeting, cus-
tomization, and personalization opportunities for even 
small marketing budgets.

New Product Development
Experimentation with new publishing models is 

where the value of  digital will really be felt. Entirely 
new trade book distribution models are already being 
developed based on the capabilities of  digital output. In 
the educational marketplace, some customized course-
books and textbooks even include personalized URLs, 
where recipients can download personalized course 
packs and other information. 

Press manufacturers report a high volume of  in-
quiries about making the transition from generic cata-
logs to vertical-specific or even customer-specific cata-
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logs. This can be accomplished at the corporate level 
or it can be generated by the user through Web-based 
portals. In these Web-to-print solutions, corporate and 
other marketers are uploading templates for catalogs, 
newsletters, brochures and other documents that can 
be personalized and customized within strict branding 
limits by third-party retailers and distributors to create 
tailored and even personalized catalogs. Instead of  mail-
ing a generic plumbing supplies catalog, for example, 
distributors can build their own micro-zoned catalogs 
from templates and components (images, pricing, mar-
keting copy) supplied by the vendor. Companies can up-
load their own logos and customer databases to further 
personalize the program.

Magazine and catalog publishers are also in the early 
stages of  experimentation with personalization. A few 
years ago, a real estate magazine experimented with 
personalized maps on the cover of  each publication, 
showing a Google map of  the recipient’s neighborhood. 
Hewlett Packard is working on a test project that pro-
vides subscribers with free magazines that are entirely 
personalized, along with personalized advertising from 
Lexus. After the subscriber selects content from five 
Time publications, the content is compiled, based on 
indicated interests, into six 32-page magazines. Thirty-
one thousand subscribers will receive the printed ver-
sion of  the publication for an initial six issues. The per-
sonalized advertising is based on subscriber-provided 
information. The 8 x 10 ¾-inch magazine will run on 
The Ace Group’s 3050, 5500 and 5000 HP presses, 4/4, 
at a speed of  2,000 pages an hour for a total of  8,000 
pages per hour.

Micro-zoning is most likely to drive the most wide-
spread experimentation with personalized catalogs and 
magazines, and high-volume inkjet is now opening pos-
sibilities even among newspapers. In the catalog industry, 
micro-zoning can go as low as a few hundred copies, but 
in newspapers it might only fall as low as 10,000. This 
now enters the break-even range for high-speed inkjet. 
Experiments such as one going on in Washington, D.C., 
will allow readers to create newspapers personalized 
only with content of  interest to them. The question is 
proving the value.

Coupon printing is another area where digital print-
ing opens new opportunities for publishers. The use of  
coupons is increasing, and printing personalized and 
micro-zoned coupons can increase response rates.

Resistance Fading
Today’s economic environment is forcing innova-

tion even among publishers that have been traditionally 
resistant to change. Even the educational book market, 
where the amount of  warehousing remains significant, 
is “ratcheting down,” according to one press supplier, 
because of  the desire to free up capital. In magazine 
publishing, which is still challenged by high ink coverage 
and a lack of  coated sheet options, experimentation is 
up and resistance is coming down by necessity. TSR

(Yahoo Apt, continued from page 5) don’t get the 
sum of  the two, you usually get triple the response. One 
supports the other. In almost all cases advertisers need 
to buy both of  these advertising opportunities online.” 

Work in Progress
Yahoo’s Apt is a work in progress, but it’s as im-

portant to Yahoo as it is to newspaper publishers. The 
company reported in April that its display advertising 
business was down 13% for the quarter, to $371 mil-
lion, compared with the same period a year ago. But 
new CEO Carol Bartz reiterated the company’s com-
mitment to Apt during the earnings call, saying, “It is a 
product you are going to hear about for years, because 
it is central to the strategy of  the company. And it will 
continue to have to be improved and better and better, 
so our advertisers say, ‘Wow, that’s the best thing we are 
ever seen.’”

When asked about why the platform hadn’t been 
rolled out to more newspapers, Bartz said, “There is 
no such thing as a rollout of  Apt. Apt is a product that 
will be ongoing for a long time. We will have releases 
periodically because it’s a big honking, important plat-
form for us. It really has to solve two things. It has to 
replace an internal ad-serving platform we have, and 
our Right Media, our next platform,” she said. Yahoo 
completed its acquisition of  Right Media in 2007, the 
same year Google and Microsoft bought DoubleClick 
and aQuantive, respectively. “From my software back-
ground, it was a bigger task than I think the company 
understood, to be honest. I think frankly it has got a 
great architecture. It’s not that easy to use right now,” 
said Bartz, adding that Apt has to be more functional 
and accessible, and must include more features. 

Industry analyst Alan Mutter thinks newspapers are 
giving up too much in their 50/50 revenue split with 
Yahoo. “Why work so hard to sell Yahoo when you 
get only 50% rather than 100%?” he asked, suggest-
ing that newspapers are “leaving money on the table.” 
Also, he added, given all the rumors about acquisitions, 
“No one knows what’s going to happen to Yahoo in a 
couple of  weeks.” However, Mutter agreed in principle 
that it’s a good idea for newspapers to segment their 
audience and to present advertising that a reader might 
be interested in. “Consumers don’t like irrelevant ads,” 
he said.

Despite these misgivings, some publishers have re-
newed optimism for the future of  digital advertising in 
newspapers. “This is not a game for us,” said Cogswell. 
“Publishers are reaching for what we’re going to do 
to sustain and grow our business. This is not just the 
latest, greatest gimmick. This is advertising that really 
appears to be working. If  this is working for the ad-
vertisers’ businesses at a time when the economy is the 
worst in my 50 years on Earth, then this is going to be 
something really big for us and Yahoo and advertisers 
moving forward.” TSR
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XTension Developer Woodwing Expands 
into Enterprise Content Management
By Ron Roszkiewicz

The world of XTension and plug-in developers has always been populated by inveterate tinkerers.

Quark’s powerful desktop application of-
fered just enough of an opening into its 
core for programmers to build niche ap-
plications and provide functionality to 
specialized markets. Adobe, wanting to 

go Quark one better, designed InDesign as a small, core 
application surrounded by a galaxy of plug-ins. Some 
plug-ins were created in-house to satisfy basic needs, 
like printing and formatting, and others to satisfy the 
unique requirements of specialized markets. 

No gap was left unfilled by these typically small 
developer shops which brought new functionality and 
increased efficiency to the desktop. Developers had 
XML streaming back and forth from XPress, special-
ized currency formatting, host and client links to digital 
asset management systems and every form of  image 
manipulation and transformation tool imaginable. Most 
of  these developers continued to build XTensions and 
plug-ins. A few have evolved into solution developers 
with suites of  plug-ins and applications running on top 
of  headless InDesign server engines with the ability to 
scale and serve hundreds of  users. 

The Big Show
Such is the case with Woodwing, a company that 

since 2000 has identified many opportunities to bring 
new functionality and enhancements to InDesign. 
Through a combination of  smart marketing, gap-
filling plug-ins, the continuing stability and flexibility 
of  InDesign server and a series of  savvy partnerships, 
Woodwing is reaching for the status of  true enterprise 
content management developer. 

Recent evidence of  Woodwing’s activities in the 
enterprise content management space includes its 
new partnership with Alfresco Software Inc. to de-
liver WoodWing’s Smart Connection Enterprise edito-
rial workflow system with Alfresco’s 2.0 open source 
enterprise content management system (ECM) as an 
integrated publishing solution. Making the move to en-
terprise supplier is a heady one for Woodwing. While 
it’s true that many of  its plug-ins are popular and are 
in use at companies of  every size and scale, providing 
a publishing system component to an enterprise look-
ing to replace an aging system from Saxotech, Atex, 
Pindar, DTI, and others is serious business. 

A recent demo with Woodwing evangelist Victor 

Cardoso revealed that Woodwing continues building 
productivity products, it also has brought some of  them 
together in its new Content Station Version 6 package. 
While Content Station is aimed at the enterprise solu-
tion, Woodwing also provides Smart Connection Pro 
for low-level folder-based publishing. 

Enterprise 6
In February 2009 Woodwing released its Enterprise 

6 Content Publishing Platform, the company’s first 
standalone application, which is too new to have been 
stress-tested much in the field. Smart Connection 
plug-ins are installed in InDesign and InCopy applica-
tions. Woodwing has applications for Illustrator and 
Photoshop, and Smart Connections for Microsoft 
Office Suite applications. The company relies on part-
ners for photo editing, page planning, digital asset man-
agement systems and image manipulation. Previously 
only able to integrate with other CMS systems through 
custom integration, Woodwing now ships Version 6 
with a Druppal (an open source content management 
system) connection. This connection can be used with 
any Web content management system that has an open 
API. 

Content Station is an Adobe Flex application run-
ning inside of  the AIR environment. Woodwing chose 
Flex because it was dissatisfied with the GUI inconsis-
tencies typical of  Java in cross-platform development. 
Content Station can be deployed on the desktop and 
through a Web browser. While there are different user 
interface views depending on the responsibilities of  the 
user, the main views are summed up appropriately in 
the managing editor and content creator views. 

Jobs are routed around and checked in and out of  
Content Manager. Every move is tracked and a visual 
reference of  the movement of  the file is provided by 
the user interface. The in box shows work that has been 
routed to a working group; a separate area that includes 
a group of  widgets that provide functionality such as 
searching, planning and watching; the My Targets area, 
where things to be worked on are placed; and dossiers, 
or story packages, that contain any multimedia file that 
is required for some form of  output. The dossier has 
publishing targets associated with it that can be general 
or date specific and support output media such as print, 
Web and SMS. This is the point of  Woodwing’s notion 
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their status in the production process. Hovering over 
the thumbnail also provides an identifier for the object. 
The view environment is configurable. Sticky Notes 
(digital versions of  the 3M yellow pads) can be added 
to a thumbnail to make comments and will appear on 
the actual InDesign page when the issue is being laid 
out. 

The system back end can be administered via the 
Web browser. Logging in allows for defining the de-
fault publication (print, Web, SMS), e-mail notification 
parameters and more. Additional publications can be 
assigned by SOAP, through an XML file, etc. Packaged 
PHP snippets are now available as server plug-ins. 
ID does all of  the layout for copyfitting and it can be 
viewed through a Web browser. 

While it’s true that many of its 
plug-ins are popular and are in 
use at companies of every size 

and scale, providing a publishing 
system component to an 

enterprise looking to replace an 
aging system from Saxotech, Atex, 
Pindar, DTI, and others is serious 

business. 

The nTier system can run on IIS or Apache. The 
database supports mySQL, MSSQL, Oracle Sybase and 
so on, and the file store can be hosted on a SAN or a 
regular file server. Clients are all cross-platform. Deep 
integration with Druppal makes the previewing accu-
rate and offers access to other information. Woodwing 
provides an additional application for automating the 
routing of  files and scheduling processes. 

Woodwing uses embedded metadata for an inter-
esting purpose in its production workflow. Through 
Smart Image it extracts IPTC or XMP (one assumes 
the keywords text field) the information needed for 
generating a caption or photo credit text frame along-
side the image on the layout. For the actual image ma-
nipulation, Woodwing relies on an outside application 
called Photoware. 

Lessons Learned
Content Station is too new to have a track record. 

However, Woodwing learned its lessons as a plug-in 
developer from interacting with its customers. Plug-ins 
are rarely built on speculation. They provide a remedy 
to workflow pain and must do exactly what they are 
intended to do. 

Stepping up to building its own host applica-
tion in addition to building plug-ins is a risky step for 
Woodwing, but Woodwing is up to the challenge. TSR

of  blended media.
Also associated with the dossier is a full planning 

function, where the how, where and why of  the publica-
tion can be defined and automated. Jobs are checked in 
and out of  the system and messaging about their move-
ment keeps team members up to date. Task assignments 
are important in Version 6 as a tool for the managing 
editor and communicating with Content Station serves 
like a virtual private messaging system. The next step 
is where planning moves to the Gathering/Selection/
Editing section. 

A Dossier Is Not a Job Jacket
An Issue (instance of  a publication) is a collection 

of  dossiers. Checking the contents of  a dossier pro-
vides a view of  the status of  the publication. To create 
dossiers for recurring issues, Version 6 has dossier tem-
plates that might contain tasks, background informa-
tion or files. Adding a dossier template to an Issue is a 
simple drag and drop.

Content Station provides a complete environment 
for creating media. Some tasks can be routed to the 
reporter or writer working on this content and it is also 
possible to use the search function to browse what’s 
available. Search in Content Station is designed to be a 
multipart operation through multiple repositories. One 
search area might be an AP feed, another might be a 
DAM system and another might be an archive. As long 
as the connectors for these systems have been installed, 
any of  them can be accessed and searched. Images 
can be viewed and selected on a light box. Once again, 
the dossier is the main collection point for everything 
about an issue. Selecting images just means dragging 
and dropping them onto a dossier in the targets area. 
Content can be viewed quickly and easily through the 
use of  RSS and a Web browser. 

Check-in and check-out is done through the 
Connection manager. But having a connector isn’t ab-
solutely necessary for everything. Check-in and check-
out can be done manually through the desktop and the 
integrity of  the data about the object that has been 
worked on is maintained. Once an object is in the sys-
tem, it is continually versioned and tracked.

Content can be previewed through the Web brows-
er, print or phone screen. The raw XML itself  can be 
viewed with the provided basic XML Editor. Once 
the status of  a dossier is changed -- moving a dossier 
to Ready for Sharing, for example -- it automatically 
changes the route to the editorial team and removes it 
from My Box.

Red is Bad, Green is Good
The managing editor can watch the publication’s 

progress using the Publication Overview Tool. To as-
sist the editor in identifying the status of  all jobs, color-
coding accompanies every thumbnail and issue. The 
ME can choose an issue and thumbnails will be pulled 
from the database and coded with colors pertaining to 
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Why shouldn’t you be able to go to your neighbor-
hood bookstore and ask them to print a copy of  just 
about any book in the world? The printing technology 
to make this possible has been around for more than a 
decade, but business issues (including the need to re-
duce costs and the need for access to titles from many 
publishers) have made implementation impractical. 
Now, though, the pieces are starting to fall into place. 
By the end of  the year we should have a very good idea 
of  whether the concept can really work.

The three main problems to solve are: installing re-
liable devices in the bookstores, getting access to print-
able files of  large numbers of  books that people want 
to buy and working out the economics so that the pro-
cess is profitable for both the bookstores and the pub-
lishers. Recent remarks by Jason Epstein, co-founder 
of  On Demand Books, indicate how all three problems 
might be handled. In March, David Hetherington, a 
Pace University professor, interviewed Epstein at the 
Publishing Business Conference & Expo in New York. 
We were especially interested in his comments about 
the Espresso Book Machine, which his company makes. 
Epstein said a prototype machine at the University of  
Alberta prints an average of  100 books per day. Most 
are course packs and self-published books and the 
average selling price is $20. The Alberta system does 
not have access to any current books from major pub-
lishers. The current “hand-assembled” model of  the 
Espresso machine costs about $60,000.

Full Production 
Only a handful of  Espresso machines are scattered 

around the world, with four in the United States, one 
each at the Internet Archive in San Francisco, the pub-
lic library in New Orleans, the University of  Michigan 
Library in Ann Arbor and the Northshire Bookstore in 
Manchester Center, VT. 

However, On Demand Books is about to launch 
Version 2.0 of  the Espresso that will be a standardized 
production model. In full production, it will cost less 
than half  of  what the prototypes cost. Pricing will vary, 
depending on the brand and speed of  the printing en-
gine, which is designed to accommodate printers from 
various manufacturers. The first of  the new machines is 
scheduled to be delivered to the University of  Utah in 
May, with other deliveries to quickly follow. 

Once the Espresso is in production, On Demand 

Partnering with LightningSource: 
OnDemand Books Tests In-Store Book 
Printing with Espresso
By George Alexander

Books expects to place many in bookstores. Even a sub-
$30,000 price tag would be a major obstacle for many 
bookstores, but stores are not expected to purchase 
them outright. Instead, they lease them, with a click-
charge pricing model based on the number and length 
of  the books produced.Epstein said that On Demand 
Books was meeting with the National Association of  
College Stores (NACS) to work out a deal for NACS 
members to get Espresso units equipped with Xerox 
printing engines. NACS has 3,200 member colleges 
and universities. No official announcement has resulted 
from that meeting so far. Epstein said trained service 
people will be available to handle the inevitable break-
downs. A major printer company (which he would not 
name) has been contracted to train its worldwide ser-
vice staff  to support and maintain the Espresso.

 Content Sources
Although the University of  Alberta installation 

demonstrates that an Espresso machine can be kept 
busy even without access to works from major publish-
ers, such a machine could only justify its presence in the 
average bookstore if  it provides access to most of  the 
books that customers want. 

Since many customers will request recent books 
whose copyrights are held by major publishers, those 
publishers must be involved in some manner. Access 
to such content has been a major sticking point for in-
store printing schemes in the past. On Demand Books 
is working on deals with LightningSource for books 
currently under copyright and with Google Books for 
content that is longer copyright-protected. 

Epstein did not provide much detail about the 
deals, neither of  which had been officially announced 
when he spoke, but he said his company is negotiat-
ing with Google for access to some of  the millions 
of  files that have been scanned as part of  the Google 
Books project. This will give the Espresso access to a 
vast number of  out-of-copyright books. Google also 
has scanned large numbers of  books that are still un-
der copyright but whose copyright holder cannot be 
found. These so-called “orphan books” could become 
available for printing under the settlement of  a class-
action lawsuit pitting rights holders (represented by the 
American Association of  Publishers and the Authors’ 
Guild) against Google. A ruling is expected on the suit 
sometime this summer.
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LightningSource Deal 
Much more significant is a deal announced on April 

16, 2009 that will provide access to tens of  thousands 
of  current books. On Demand Books’ agreement with 
LightningSource Inc. will allow LSI files to be printed on 
Espresso machines in the field. A subsidiary of  Ingram, 
the largest U.S. book distributor, LightningSource has 
production operations in Tennessee, Pennsylvania and 
the U.K. and is the largest provider of  print-on-demand 
services for book publishers. All the large publishers 
(and a host of  smaller ones) use LSI’s services. During 
its 10-plus years of  existence, LSI has amassed a digital 
repository of  files representing hundreds of  thousands 
of  books from thousands of  publishers. Many pub-
lishers routinely turn their titles over to LSI as soon as 
book sales drop below a few thousand copies per year. 
Some publishers use LSI for all their printing, unless 
they happen to find themselves with a best seller. 

Since LSI is very strict about which files it will ac-
cept (they must be in a rigidly specified PDF format), 
not only does LSI’s repository contain a huge number 
of  current books, but the files are in good condition 
for printing. Because LSI has so many files and because 
their format is so carefully controlled, LSI is the perfect 
partner for On Demand Books.

Pilot Phase Begins
LSI has signed 12 publishers to participate in an 

initial pilot phase that will start in May 2009, including-
John Wiley & Sons, Hachette Book Group, McGraw-
Hill, Simon & Schuster, Clements Publishing, Cosimo, 
E-Reads, Bibliolife, Information Age Publishing, 
Macmillan, University of  California Press and W.W. 
Norton. The 12 publishers will offer 85,000 titles for 
in-store printing, giving the pilot a good range of  books 
to work with. Problems with badly constructed or un-
printable files should be minimal.

After the pilot phase, other publishers that print 
with LightningSource will have the option to partici-
pate in the Espresso channel. “Complete channel auto-
mation is expected in the first half  of  this year and roll-
out of  the program to publishers globally is expected to 
follow shortly thereafter,” the company announced. 

LSI offers two paper stocks (“crème” and “white”) 
and a variety of  trim sizes. All the new Espresso ma-
chines will be outfitted with both stocks and will be 
able to handle all of  LSI’s trim sizes. The Espresso 
prints black-and-white book blocks with color covers, 
which is exactly what the vast majority LSI books re-
quire. The only difference that most purchasers would 
notice is that the covers of  LSI-printed books are lami-
nated while those printed on the Espresso are not. LSI’s 
hard-cover books and books with color pages will not 
be available for the Espresso. 

Simple Business Models 
For bookstores, the arrangement is straightforward: 

a lease and a click charge of  1 cent per page, payable to 

On Demand Books. In addition, publishers will receive 
a “royalty” payment, presumably collected by LSI. For 
the publishers things are even simpler. In many cases, 
LSI currently acts as an agent of  its parent, Ingram, 
fulfilling orders to bookstores by printing copies of  
books when the bookstores order them. LSI then pays 
the publisher an amount equal to the wholesale price 
of  the book less a printing charge. This will not change 
for Espresso-printed books. LSI will pay the publisher 
the same amount for each copy printed, whether it is 
printed by LSI and sent to a bookstore or it is printed 
by an Espresso in a bookstore. To the publisher, there 
will be no difference. The deal between LSI and On 
Demand Books has overcome two of  the most trouble-
some aspects of  previous schemes for in-store printing: 
getting access to popular books and making arrange-
ments to compensate the publishers.

Industry Ramifications
The rollout of  the production model of  the 

Espresso, along with the availability of  a huge num-
ber of  titles to print on it, means that in-store print-
ing will finally be tested in the real world. A successful 
test could change many aspects of  the book industry. 
For instance, much of  the advantage large chain-owned 
bookstores have over smaller independents because of  
the number of  titles the larger stores can stock. might 
disappear with books on demand in smaller shops.

Book prnters could be affected, too. The initial 
printing of  any book from a large publisher is usually 
offset since the minimum quantity required is usually 
several thousand. The minimum quantity, in turn, is set 
by the need to get at least one copy into every major 
bookstore. With the Espresso, perhaps it is not so im-
portant to have a copy in every store since anyone who 
wants a particular book can get it in 10 minutes. Or, a 
store that wants to have a copy on hand could print one 
locally. Printers could forego an initial offset print run 
entirely for many books. 

Returns have been a major source of  grief  for pub-
lishers for decades. With no offset print run, there may 
be very few returns. In-store printing could also create 
a new opportunity for micro-publishing local-interest 
and custom books, which are not well served by current 
printing and publishing processes. 

On the other hand, the Espresso may be too hard 
to maintain or can’t produce consistently high-quality 
books. Perhaps customers will only buy books that they 
can see first. Maybe bookstores will decide an Espresso 
machine is not a good use of  money, space or staff. 
By the end of  2009 we should have a better idea of  
whether in-store book printing is practical. It will be 
exciting to watch this unfolding process. Finally, the vi-
sion of  printing books while the customer waits will 
have a chance to prove itself  in the real world.  TSR


