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How will digital magazines affect and change us?
Digital reading devices will create a new “reading revolution” with 200 million digital tablets, ereaders, handsets, Bluetooth in the car, and laptops in use by 2014, according to Jeannley Mullen, Chief Marketing Officer of Zinio and VIVMag, and Cheryl Goodman, Director of P.R. at Qualcomm MEMS Technologies, in a “Reading the Future: Digital Magazines” Publishing Business webinar on April 13, 2011.
That’s how most of us will read magazines then. Right now, 6% in the U.S. have a tablet and 6% an ereader; that will be 13% of each next year, and 14% will have tablets in 2-3 years while ereaders will drop to 9%. Laptops will remain in the picture for many years.
That also increases the amount of reading done by those with the digital devices. The users spend 64% more time reading the newspaper, 55% more reading magazines, and 51%, books. That translates to 12.5 hours a week reading those publications with the device versus 8 hours by the non-users. The authors say that those readers mostly want to be able to find and manage the content, then to be able to read or see the same newspaper, magazine, book, or movie by whatever device they have at hand. To make that happen, new chip sets (the brain of the devices) are appearing that are faster and have a more robust processing.  
There’s also the dynamic versus static issue, where through the devices (mostly iPads, phones, and laptops) the content can be expanded through video and links to add motion and sound to the text and visuals. We will be able to buy directly from the magazines by clicking on the ads. And for stores and restaurants, for example, we can click for the locations and find out discounts in effect. 
Mullen and Goodman also asked why we need more than one digital device for all our needs, and will we have a system where we could buy the content once (print and digital) and read it on every device? Like a recipe magazine where, by pushing a button, the reader could call up, say, every shrimp meal featured during the year. (My thought: perhaps it could simultaneously deliver ample samples.)
As interesting was the funnel conversion slide showing how readers will find the information at a score of different entry points. And that television will diminish as the use of smart and superphones increases. 
How will it affect us as writers and publishers? More reading means more copy and artwork bought, though it will somewhat cannibalize the formats. It will force us to think both multimedia and streamlining strategies for our articles and books, and write from a global perspective. Since the U.S. is several years ahead of India and China in this technology, and our publication prices are much lower than elsewhere, including Europe (making us far more competitive), we are now in a favorable selling position.
 __________
A joke, I hope.
Do you know why they bury publishers 20 feet underground?
Because, deep down, they are really nice people.
(That joke was told to me by a lawyer.)
 __________
Do libraries want books that self-destruct after 26 sign-outs?
The newest skirmish is with HarperCollins, whose e-books self-destruct after they have been circulated 26 times. Then the library needs a license to keep the book circulating.
Libraries distribute e-books like their ink-on-paper counterparts. They check them out for a certain period of time, although rather than being checked out, they are downloaded into the patron’s computer, where they can be read or transferred to a Kindle, Nook, or a tablet like iPad. The e-book is then deleted before it’s checked out again.
E-books cost $25-30 per title, at par or slightly higher than bound books. At issue is the number 26, which is faster than print books wear out.
HarperCollins’ complaint is that e-books last forever, and ultimately hurt their income and the authors’ royalties. That’s why Macmillan and Simon & Schuster don’t sell e-books to libraries at all.
In our library system in Marin County in California, e-books presently account for $80,000 in budget of a million dollars for the total materials budget.
 ________
Need a manuscript review?
If you need a manuscript review before your book is firmly organized, researched, and written or, more likely, before it goes to press, this is what I do a lot of! See my Pathfinder description, if interested.
__________
If you write or publish in the educational world, things are upside down!
If you are publishing or writing in the educational field, what I heard on April 25 at the webinar “Educational Publishing at Work” (by Book Business) might make you change directions in the near future! (We are niche publishers mostly selling print and digital books to K-12 administrators so it was of particular interest to us.)
The products that will be available to teachers, students, and staff will be as different as a blackboard and chalk are to an iPad. It’s technology, friends, and nothing’s up to date in Kansas City! 
But it’s not as upside down for writers. One critical element will remain much the same: the content. However it is displayed and wherever it is found, the core information will still have to be accurate, instructive, and most likely, composed by a human. Thus, for writers, the process will be more of the same: find out what is needed, research it, find a couple of solid models in final format, write it, and send it to the product-maker. 
Publishers will probably have to change frocks. The tools are changing; print has lost its crown. Though print will still provide content to the 3.2 million K-12 public school teachers 60% of the time, 54% will also get content from the web, 40% from DVDs, 14% from interactive white boards, and 4% from handheld devices.  
The critical trends, according to Charlene Gayner, CEO of the Association of Educational Publishers (AEP), are (1) it’s e-everything as the industry transforms itself digitally, (2) the “f” word is “free” (probably from the Internet), and (3) with teachers aging, ethnicity shifting, an election every four years, and the ESEA up for review, nothing will be the same. “The kids are digital natives, they grew up with it. We must adapt.”
“The #1 business strategy affecting publishers will be switching from print to digital.” Other advice: they should position for a quick response, hire for a digital future, leave all options open, become a platform agnostic, and partner with the enemy. 
Changes are even more drastic for a publication printed since 1768, the Encyclopedia Britannica, published in Chicago. Michael Ross, a senior V.P. there, says that they won’t be printing books after the next 3-4 years (except POD). Their new focus is teaching tools, and their business model is based on automatically renewing subscriptions (97% renew), moving from the library to the classroom, and more local reps. They have 25 revenue-earning websites.
Ross said that the ideal ratio is 1:1 student to computer. A student with their own computer saves the school $678 per student.
What does he see as the current driving trends? A movement from “NSLB” to the “Race to the Top,” a common core standard, charter schools, technology-based assessment, and evidence-based and data-driven practice. And what does Ross recommend to other educational publishers? Have a 5-year digital strategy, make technology part of the core competency, manage and prepare for obsolescing formats, and hire people who will move your digital strategy forward.
His final thoughts: libraries are buying e-books but not ink-on-paper books. Bound textbooks will be out in 3-4 years. And the digital shift will happen when students can use it: the market drives what a publisher should produce.
Christian Schamberger, the V.P. of Operations at Mercury Print, is plunk in the middle of the changes. The firm, located in Rochester, New York, now does 42% of its business through its offset division, 45% from the book division, and 3% from its fulfillment division. The biggest change? From long to short run: high-volume to low-volume jobs. The future of toners is uncertain, but inkjet looks solid (it’s quicker and more cost efficient). And if you are a printer, reinvent yourself into a digital producer. Printing will be just one service, so make yourself a solution provider.
Advice for publishers: order what you need, look digital, and develop your content for e-books and iPad-like tablets. And for the printing houses? Change your thinking and norms, think inkjet, and automate your order production.
That’s it. I’ve shared the details in this newsletter because most other industries that disseminate information are also affected, much like the education publishers, and that affects you (and me).
 __________
Two excellent books…
I dreaded reading Book Design and Production: A Guide for Authors and Publishers because books about book design are usually awful. But this book is clear, easy to understand, fun, and full of absolutely necessary advice even if you are gladly surrendering all cover and layout design to a professional. Pete Masterson writes as if he is telling you what you’d need to create your own shop, then tells you what you can do yourself and when the professional should be called—and why. Three chapters that I think will help the non-professional most are: Using Word for Layout, Selecting a Printer, and Book Covers. Here’s a link that will get you more info or the book.
I didn’t know what to expect in Joel Friedlander’s A Self Publishers Companion: Expert Advice for Authors Who Want to Publish. One item says “Why Authors Shouldn’t Blog Their Book,” then Joel did just that. Thank God, because it’s full of useful, usable two-page-or-so chapters that get to the core self-publishing, bookmaking, social media, the ebook revolution, electronic life, and “You are the Market.” Lots of how-to lists, starter guides (the social media info was exactly what I was looking for), funny anecdotes with a purpose, and sage stuff that poses as everyday thoughts. Joel says that the two most important changes in publishing are self-publishing and blogging, and his social network of choice is Twitter. See www.thebookdesigner.com to get plugged into Joel’s blog or to order the book.
 __________
What is this newsletter about?
It’s about making you indispensable through your writing and speaking. About you being accepted and sought as the best fount of knowledge, experience, and advice about the subject or area you claim as your own. About you building your own empire from that indispensability.
In this newsletter we talk about the concept, how you can make it happen, and the many information dissemination means through which you can create true wealth and happiness. 
I’ve probably over-focused on publishing lately, in part because of the revolution with e-books and “ancillary publishing” that is happening right in front of us: history in our hands that’s as important as the emergence of the printing press itself. But many of the other means are also flip-flopping so I will look at speaking, newsletters, audio, and the other means in the coming months too… 
_________
After reading all of that, do you need a hug?
Hugs here, free. 
Best wishes,
Gordon Burgett
__________
e-mail: glburgett@aol.com / website: www.gordonburgett.com
The archives of the past newsletter issues repose at www.gordonburgett.com/NLarchives.htm.
A subject index of my blogs and newsletter items is at www.gordonburgett.com/SUBJECTINDEX.doc.
If you have friends (or foes) who should get this newsletter, please send them to www.gordonburgett.com/free-reports.
My order form (with a linkable explanation of each item) hides at www.gordonburgett.com/order3.htm.
Finally, my blog is at www.blog.gordonburgett.com and my bio, www.gordonburgett.com/gbbio3.htm.
That's a whole lot more than most people want or need to know!
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