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My Background

8 years in bookselling & publishing in 
Canada; 4 in the U.S.
18 years studying the intersection of 
technology and print publishing, working 
with publishers, printers & vendors
5 years with Seybold Seminars
Now also a Gilbane senior associate 
(content management)



More Recent Background

10 years studying the impact of the 
Internet on graphic communications
Major focus now:

The future of publishing
Workflow (JDF)
Publishing automation (XSL-FO)

Writing for PrintAction, Gilbane.com, 
TheFutureOfPublishing.com





The State of our Industry



Software is More Intrusive



Spam is Out of Control



Flying Gets Worse



I’ve Got the Scars to Prove It



Dealing with a Digital World



20 Years Later



What do You Mean, “Erratum”?







$10k for an “Exculsive” Look



The Printing Industry:
A Clear Picture is Emerging!



Paper Outlook Equally Certain



Canadian Printing Snapshot



U.S. Imports



What About China?



Print Consolidation

— Ronnie H. Davis, PIA/GATF, Over the Horizon:
The Economy and Print Markets—2005–2007



Newspapers



Newspaper Readership

“Did you read a newspaper yesterday?”

80% “YES” in 1961
58% “YES” in 1999



Newspaper Credibility



U.S. Book Publishing: Brighter!





What is to Be Done?



The Tenets of Automation

Full digitization: nothing on paper
Full commitment: from management to 
sales to all operating staff
All the software: the right applications 
(from creative through DAM/CMS and 
workflow enablers
Standards: full support for the standards 
that enable automation



And Workflow Must
Be Charted







Some Touch Points

XML
Content management
Digital rights management
Full automation
Cross-media publishing
Cross-media promotion (blogs, etc.)
Drive out costs



The Internet & Advertising

“The Internet is the glue that binds customers’ experiences 
in our emerging experience economy.

“Advertisers know the old model is broken, and that the old 
rules do not apply… Consumers are finally in control, and 
they have become the programmers, consuming media 
when they want, where they want, and how they want.”

— Murray Gaylord, Vice President, Brand Marketing, Yahoo!





eBooks

“The big problem with e-books is the name, 
with the implicit connotation that we should 
be reading lightweight paperbacks on heavy 
digital readers... I now refer to ‘e-content’
rather than e-books. There’s a lot of digital 
information — most of it much shorter than 
book-length — that makes more sense to be 
consumed digitally than it does to be printed 
before consumption.”





Microsoft Vista

Office 2007
XML support
Important new imaging technologies (XPS)



Remember: Objects in Mirrors 
Are Closer Than They Appear!

— Wendy McCully



Thank you

thad@theFutureofPublishing.com


