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The life and death of text

evision and everything changed. I liked radio because the pictures were better. It was

The day I got my first library card, print and radio were the primary media. Then came tel-
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DID YOU HEAR?

Hard disk drives have come down exponen-
tially in cost, from $1,000 for a 1 Gigabyte
drive 10 years ago to under one dollar a
gigabyte today (Intel).

1951 at the Brooklyn Public Library branch on Flatbush Avenue. I recall that I had to B UPS handles 13.6 million packages a day;
have a note from my teacher and be able to sign my name in script. And I then had the most won- FedEx handles 5 mi"iﬂl! pa_ckages. That'sa
derful ticket anyone could ever have to travel in space and time. lot of stuff, most of which is paper.

B Alfred North Whitehead once said that “the

I grabbed the first book I saw to check | more cerebral. And the pictures are better. greatest invention of the 19th century was
out. It was “A Tree Grows in Brooklyn” and I We are now knowledge workers and few the invention of the process of invention.”
got an immediate frown from the librarian. | of us are not touched by the computer. Those In industrial countries, non-defense private
Over the years I went from shelf to shelf look- | who favor print argue that competitors to print and government spending on R&D has risen
ing through every book, scanning some, and | have never succeeded. They point to radio and fmm 1.6 percent of gross domestic product

. . . . in 1981 to 2.1 percent in 2002, the last
checking out many. It was my goal to read the | movies and television. And they are right. But ; " 3

. . . 5 . . . . year for which data are available. Published
entire Encyclopaedia Britannica but I lost | the Internet is a viable competitor because it scientific research has increased by 40 per-
interest somewhere around “I.” combines all of them and more. It seduced us cent since 1988 (Business Week).

The words on those pages became images | because it was text based—and thus related to M Statement printing falls into five main cate-
in my imagination. I didn’t need a picture of | the printed word. Then it added images which gories: 38 percent financial, 33 percent util
the Nautilus or of Captain Nemo. I knew just | also extended the print metaphor. Soon it ity, 10 percent retail, 8 percent insurance,
what they looked like. Now we are at another | added animation and sound and video—the and 11 percent other (InfoTrends/CAPV).
generation of technology and civilization. Our | television metaphor. B (One percentage point of annual productivity
kids have grown up in a more literal world We are now in a culture whose informa- eliminates about 1.3 million jobs (Labor
where the image is the thing and the word is | tion, ideas, and epistemology (the origins and Dept, FUrrefter Reseath: BUS'"ES_S Week).
less important—where you have to see it, not | nature of knowledge) are given form by televi- = G(?'f balls with RFID chips let you find them
imagine it. In the war between text and image, | sion and the visual image, not by the printed with a hand-hl.ald |0(.:atur. »
the image may be winning. word. The new media revolution is based on W Cell phones will be in the hands of 2 billion

There was a discussion between a group | the assault on language by new forms of p;[lp_le by \2,307k up from 1.3 billion today
of technologists and a group of authors. The | imagery. For most of us, seeing, not reading, is - (Business Week). . .
technologists pushed their vision of a world of | the basis for believing. Television and the com- Th? State Departmeqt 1S dropping the type-

. . writer typeface Courier in favor of the typo-
video screens with access to databases and other | puter (and even the cell phone) speak the lan- graphic font Times New Roman
information, combining sound and sight. | guage of dynamic visual imagery—not com- - . )

. . . . 83 percent of senior marketers say cust-

Look at all the information you have access | plex textual language. Print makes demands omer data is a core part of marketing activi-
to,” said the technologists. “It’s called a | on us physically as well as mentally—you must ty (Marketing Direct).
library,” said the authors. Computers and | be immobile and have learned to ignore the B There were 175,000 new titles of books
libraries are not enemies. From the computer- | shapes of the letters on the page to see through last year, up 19 'percent from the year
ized card catalog to online information sources, | them to the meanings of the words they form. prior—up 47 percent from 1999. The num-
there is great synergy between the printed | TV and the computer are too easy—you allow ber of publishers was 78,000, up 10,877
book and the world of the pixel book. the bits to wash over you. (Bowker).

There is a middle ground where the book The content in a book may no longer be B Cell phones have cut pay t_8|eph0ne revenue
and the screen meet. For research purposes, the | intertwined with the experience of turning 50 percent over the past five years
computer is a winner. There is no better way to | pages. Reading is seeing and comprehending - (Forbes). - -
search through data. I would rather see kids | words and sentences. Mortimer Adler de- Th_ere are 160,000 printing companies in
raised on print and then phased over to the | scribed our involvement with a text as varying - China (Agfa Inten‘af:e). .
computer. Let them learn to focus and concen- | from “passive” to “active.” Active reading com- The,market,fur business printing and copy-

S . ! . .. . . ing is growing at a rate of less than 2 per-
trate. A front-page article in the New York | bines reading with critical thinking, learning, .

. .. . . D cent annually, according to
Times reported that over the last decade, the | and decision making. Passive reading is less InfoTrends/CAPV. FedExKinko's has a 10
sound bites used on TV news have gone from | intense and less work. Too much of the way we percent market share, and office-supply
two minutes to less that 15 seconds. Life is | interface with the computer and the Internet is chains hold 14 percent of all sales.
transient enough. passive and our youth are not developing cog-

Print is surely more democratic, even | nitive skills.
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Snake-oil spam

Adpvertising in the form of posters and notices
have been around since the Middle Ages, but
in the United States, advertising as we know
it came into its own during the early 1870s.
The nation was moving from an agricultural
society to an industrial one. Newspapers pro-
liferated and they carried ads. Advertising
grew and helped to spur the rise of a market-
ing system that in turn promoted the growth
of the railroad, telephone, automobile, electri-
cal, and printing industries. The population
rose from 38 million in 1870 to about 76 mil-
lion by 1900. With increased population came
the opportunity to reach a greater number of
people with new products and services. While
newspapers have been around in one form or
another since the mid 1700s, print ads grew
during the 1870s with many of the ads focus-
ing on the sale of tonics, elixirs, and other
medicines that claimed to cure every ailment.
Much of this market was spurred by the end
of the Civil War which had created a need for
medical treatment for the many veterans. The
patent medicines were mostly bottles of 80-
proof whisky with various herbs added to

make them unique. The largest periodicals of
the time were church-based religious, or tem-
perance publications which gladly accepted
the advertising dollars that the patent medi-
cine vendors spent. 75 percent of all ads run-
ning in these publications at the time were for
patent medicines. These tonics continued to
dominate the media toward the end of the
nineteenth century. Their outlandish claims
tarnished all forms of advertising. Many print
ads of the time were eyed with suspicion. In
1892 the Ladies Home Journal was the first
periodical to ban all medical advertising in an
effort to get rid of the patent medicine char-
latans who offered dubious medical cures and
treatments. This unleashed a wave of efforts to
eradicate the industry abuses and by 1906,
the Pure Food and Drug Act was passed to
protect the health of the public by controlling
advertising and claims of medical benefit. 56
percent of all e-mail is spam. Over half of the
12.4 billion spam messages has false claims
(FTA). Spam gives e-mail a bad name, but
over time, it will pass, as the patent medicines
passed into history.

Inka dinka doo

Initially there was ink—letterpress printing ink. Then
came lithographic ink, and flexographic ink, and
gravure ink, and screen printing ink. In the 1960s,
toner was introduced. In the 1970s we saw inkjet ink.
There are also thermal and other inks. All of them are
bhased on pigments; a few are based on dyes.

Toner uses electrical charges and can be liquid or
powder in nature. Inkjet ink can be based on several
different chemicals. Over the next 15 years we expect
to see growth in inkjet and slight declines for most
other printing inks and toners.

Chart below created by Frank Romano. We have

tried to plot the historical and projected trend lines for
five printing substances using a logarithmic scale. The
left axis is in millions of pounds on a worldwide basis.
The projections are ours, based on changes in technol-
ogy over time.

The printing ink manufacturers report that ink
volumes are already down for conventional printing.
Digital substances are growing. And then there is
“bioink” which consists of spherical aggregates of
thousands of cells. An inkjet-type printer deposits them
on layers of biodegradable gel. The composition of the
gel coaxes them to grow into living tissue.
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The evolving document printing infrastructure

At one time, Wired, the magazine that chroni-
cles the digital revolution, refused to give most
of its employees pens. The paper-less and pen-
less/pencil-less office has gone the way of the
dot-com bubble. We still use paper and we
still write and print on it. In 1991, U.S. users
consumed about 5 million tons of paper. By
1998, that number had risen to about 8 mil-
lion tons. The typical office worker used to
consume between 5,000 and 10,000 pages of
paper a year. Today, it is probably about half
that amount—Iess-paper, not paper-less.

Enterprises still run on paper. Over the
last decade desktop printers proliferated. Doc-
ument production infrastructures resulted in
millions of dollars in excess cost annually.
According to Gartner Group, a document is
copied, either physically or electronically, an
average of nine to 11 times at a cost of about
$18. In addition, output equipment (copiers,
printers, faxes, scanners, and supplies) contin-
ue to be one of the most under managed and
costly assets within many companies, resulting
in lost profit of approximately one percent to
three percent per year.

Some estimates say that Internet users
print an average of 28 pages daily. An HP sur-
vey found that 97 percent of respondents pre-
fer paper files over digital ones. Studies have
indicated that e-mail alone has increased print-
ing volume by 40 percent. Some surveys state
that the annual cost of printing, copying, and
faxing can cost $860 per person per year.
Others indicate that document production can
eat as much as 15 percent of a company’s annu-
al revenue. That was then; this is now.
Enterprises are getting smarter.

Document delivery problems retard 30
percent of business processes (Boston Research
Group). Document production accounts for 20
to 40 percent of total labor costs (Datamation).
Up to 60 percent of all IT help-desk calls are
printer-related (Information Week). The rea-
sons for these expenses have to do with total
cost of ownership—not just the device cost or
the supplies cost. Organizations have put
together a confusing selection of printers, scan-
ners, faxing machines, and copiers. Each served
a specific need at the time it was purchased,
but over time many companies find them-

selves with huge, output-related headaches—
administering multiple contracts with multi-
ple vendors for multiple machines. Planning
and analysis of output requirements can help
lower costs.

Document production has moved from
the copier to the printer and the cost of sup-
plies used to print a single black-and-white
page now averages four cents per page. In a
company that prints 250,000 pages per day,
the costs of supplies alone can total a few mil-
lion dollars per year. Despite the growing
trend and acceptance of multi-function prod-
ucts (MFPs) that combine capabilities tradi-
tionally offered in separate copiers, printers,
facsimiles, and scanners into one device, many
offices continue to be overstocked with sepa-

rate devices.

A print control program would allow
companies to establish internal costs per page
for each printer and then track and allocate
costs to users based on actual consumption.
Specific print jobs can be routed to certain
printers based on pre-determined characteris-
tics such as page length or finishing require-
ments. By establishing a departmental print
budget and accountability, employees develop
greater discipline over their printing habits.
The implementation of a print tracking and
control system could reduce printing costs by
as much as 15 percent. Enterprises of all sizes
are now reviewing their printing and commu-
nication practices to streamline the way paper
is used within their organizations.

Searching for love in all the right places

Google introduced a service at the
Frankfurt Book Fair that allows consumers
to search the content of books online. Users
of Google’s main search engine can search
simultaneously billions of Web pages and
the texts of hundreds of thousands of books.
The search works by looking for words or
phrases in the bitmapped images of the
pages of books that publishers have provided
to Google. Cut-and-paste text is not possi-
ble. For each book found, a user would see
several pages of the book with the subject of
the search highlighted. The page would also
offer links to online retailers, where the book
could be purchased. Publishers do not pay to
participate in the program. Google would
make money by selling advertising on the
search pages, and it would share those rev-
enues with the publishing companies. At
least a dozen companies have already signed
up to participate, and executives spoke
enthusiastically about the potential it offers
them to attract more readers to an industry
that has struggled to grow in recent years.
Among the companies participating are
Houghton Mifflin, Scholastic, Penguin,
Warner Books and Hyperion. Google said
copyright was protected because the service
does not allow users to print the book pages

and allows the viewing of only a few book
pages on any given search. The new Google
service appeared to offer competition to the
Amazon look inside the book service, except
that Google does not intend to sell books.
They noted that the service provided links to
Amazon and other retailers and that Google
had other links to Amazon’s site. Publishing
executives have been quietly trying to figure
out whether they can get rid of the middle-
men—bookstores—and sell their products
directly to consumers. The problem has
been that most book buyers do not pay close
attention to which company publishes a
book, and therefore consumers would be
unlikely to go to a particular publisher’s
Website to peruse its offerings. When Goo-
gle Print generates a search result, however,
it lists the book’s publisher alongside each
book page. It would be easy for publishers to
list themselves as one of the links that a
Google Print user use to buy the book. Pub-
lishing executives are conscious of their cur-
rent reliance on book retailers, especially the
big chains like Barnes & Noble and Borders,
as well as Amazon, which has its own
approach to searching within the book.

It is clear that finding information will
be easier than ever before.

Disruptive technologies in the media markets

During a session at Forecast 2005 entitled
“Disruptive Technologies,” a group of panelists
debated the impact of various technologies
such as Digital Video Recorders and targeting
software on the media business. There was
some agreement that emerging technologies
will break down the last vestiges of mass media
and mass marketing. Most panelists were not

sold on this notion, but they universally agreed
that the TV business in particular was set to
undergo tremendous change. The topic of
“addressability” in TV advertising—the buzz-
concept of individually tailoring advertising
messages to viewers—was a key subject. New
technology will enable media buyers to aggre-
gate audience across a spectrum with the selec-

tivity of direct mail. DVRs like TiVo reach sig-
nificant penetration—30 million TV homes.
That kills traditional ad models. The group
offered predictions on other technological
advances that may affect the media business,
including wireless applications and home net-
working. It is noted that direct mail was the
model for targeted marketing.
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