OPINION:

Turning Lemons Into

Lemonade

As publishers work to keep remaining advertisers happy,
the debate over “how much is too much?” gets dicey.

nany publishing downturn, one of
the best defensesisadding labor-
intensive cusomized services, such
asheavily twesked reprintsor daborate
custom publishing projects. Clearly, the
Twiggy-likefoliosof thelast few yearshave
provided afetilefidd for just such projects.
But like any desperate, scared and
wounded animd, publisherstoday are over-
reaching, and run therisk of destroying the
vaue of thesetechniques-methodswhich
might otherwise protect production
positionsthroughout the publication.
Custom publishing (CP) projectsarethe
oppositeof automation, inthat they are
supremdy personnd intensive. Outsourcing
isnot only more expendvethaninternd
content cregtion and production, but
different goproaches and technology issues
can actudly increase the production burden.
But publishersarekilling the custom
gooselaying golden “ specid advertising
section” eggs Asadvertisersbecame scarce,
gtingy and demanding over thelast two
years, publisherscame under unprecedented
pressureto cavein to any demand, no matter
how outrageous, to kegp the sde. Theirony
is, publisherswho givein to such demands
aren't doing themsdvesor ther dientsany
favors
Thestudionisnot unlikean
experienced trid atorney whosedient asks
him to dressin aclown cosume, to show
the court how ridiculousthe other Sde's
positionis Or aphysician whose patient
wantsadrug he heard about, not knowing
the drug won't help hissituation. Clients,
whether they aremedicd patients, plaintiffs
or advertisers, don't dways understand whet
will helpther branding efforts.
I’'vebeenapracticingjourndist for 23
years, and focused on custom publishing for

thelast Sx. Doneright, custom publishingis
aremarkably effectiveway to boost
incrementa revenue. It candso prove
grategicin bringing new advertiserstothe
corebrand. But well done custom
publishing hasat itsheart the same
fundamentasas good editorid: ardentless
focusoninformation that will intrigue,
educate and festinate reeders

Custom publishing only worksif it
deliversreeders. Publisherscapitulating to
unorthodox advertiser demandsundermine
that godl. I'mresgting the urgeto label those
advertiser demands*“ psychatic” and “drug-
induced,” athough somedemands|’veseen
inthelas sx monthsfit thosehills

CREDIBILITY MEANS PROFITABILITY
For example, one business publication hasa
palicy thet forbids advertisarsbeing quoted
ontheir productsor acompetitor's. If an
advertiser isquoted, they postionthemasan
expert discussng generd trends. Insteed of a
regtriction, marketing-savvy ad buyers
should seethisasagift from God. Being
positioned asan expert isexponertidly
more credible and persuasive with reeders
than hawking aproduct.

But the publisher recently dlowed alast-
minute advertiser to discusstheir productsat
lengthin print, inthe most over-the-top
marketing languageimaginable Thiswes
ill-advised, becauseit trested alast-minute
advertiser better then earlier advertiserswho
play by therules. It dso turnsoff readers,
obliterating the vdue advertisarsare dfter. It
dilutesthe custom publisher’sbrand,
chegpening the product other advertisers
bought.

When dot-comswere booming and
publicationswerefa, thebiggest problem
publishersfaced was holding onto editorid

taent being wooed with stock options. In
those days, honoring themantra“ Keep
Reeders Happy And AdsWill Happen
(Asuming Circulaion Chose The Right
Reeders)” waseasy.

Intoday’smarket, it'stempting to rlax
therules, but theimpulse must be resisted.
Preserving your CPbrand, and kesping
readersmesmerized, isthe best way to make
dientscomeback for more. You want them
tosay, “I got greet feedback and leedsfrom
that piecewedid.” Only thenwill you have
cregted true advertiser vaue.

Becareful about how you labd cusom
publishing. TheAmerican Sodiety of
Magazine Editors (ASME) hasguiddines
for gpecid advertising sections. But
ASME srulesarenaive, becausethey don't
differentiate project types. Toreaders a
single-sponsored package with an advertiser
who hasfull content control (atrue
“advertorid”) isdifferent from multi-
sponsored sectionswhere advertisersdon't
control the copy, and where contentis
editoridly legitimete

Themulti-sponsored package needsa
labd toindicateit’'snot produced by the
publication’sjourndigs. Inthe absence of
further explandtion, reeders assume* specid
advertisng section” means“tainted
materia” from agponsor’sp.r. department.
That disdaimer isenough to makereeders
turnthepage.

Alabd must haveauniversdly
understood meaning or it sworthless.
Publishersaredlowing theseterms, and
their willingnessto compromisetheir brands
for advertisers, to undercut otherwise quaity
products Inarecesson, thet'sthelagt thinga
publisher can aford to do. O
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Ganon Adds Workflow To
High-End POD System

Partnership with T/R Systems brings integrated
production and workflow management features to high-

volume color system.

anon USA isgoing with the flow.

The company isnow offering

integrated workflow software with
its CLC3900 color production system.

The software, T/R's MicroPress X
Series, integrateswith Canon’s CLC3900
high-volume printer. The CLC3900isa
150,000 page per month, 39 ppm printer
with 800 x 400 dpi resolution.

It joinsagrowing list of Canon print-
on-demand (POD) systemsthat support
the MicroPress workflow, including seven
ImageRunner mode!s and the CL C5000.

The MicroPress software, now at
version 6.2, supportsjob scheduling,
automatic splitting of B&W and color job
pages, and improved performance over
previousversions, according to T/R
Sygemsofficids.

They aso promise RIPspeed that's
faster than earlier MicroPress software,
cdibration curveimprovements and

process pot color matching.

For workflow flexibility, MicroPress
alows documentsto be edited after
they’ ve been ripped, and then printed
without re-ripping the document, says
Martha Gerhan, director of marketing for
T/R Systemsin Norcross, Ga. This
reduces stepsin the process, smplifying
workflow and speeding production. Web-
based editing is a so supported, she says.

Pairing Canon's CLC3900 with the
MicroPress software resultsin aPOD
solution that'sidedl for centra
reprographic departments, service bureaus
and print-for-pay environments, Gerhan
sys.

It dso provides Canon with aPOD
offering that bridgesthe gap between
high-volume centralized printing and low-

SMARTER: T/R Systems’ MicroPress brings
workflow improvements to Ganon’s CLGC3900.

_POD |

volume workgroup printing, she says.
Adding the software requiresa
connectivity kit, availablefrom Canon
dealers. The CLC3900 Connectivity Kit
for MicroPressretailsfor $17,500, andis
available now.
- Jeff Angus

I Photo: Canon USA Inc./Canon.com
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