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Print On Demand and the Espresso Book Machine

“The Espresso Book 

Machine represents 

not just a change in 

how the public can 

purchase books 

no longer in print, 

but also a dramatic 

shift in how Print 

On Demand 

services should be 

perceived.”

Duncan Eshelman
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O n June 21, 2007, at the New York Public Library’s Science, Industry, and 
Business Library, the book-buying public came face to face with the latest 
revolution in Print On Demand (POD) publishing, the Espresso Book Machine 
(EBM). Capable of printing, binding, and delivering a perfect bound book in a 

matter of minutes directly to a consumer at the 
point of sale, the EBM represents not just 
a change in how the public can purchase 
out-of-print books, but also a dramatic 
shift in how POD services should be 
perceived. 

Print On Demand
The idea behind POD is not new. The 
first major POD service was offered 
by Lightning Print, Inc. (now known 
as Lightning Source), a subsidiary of 
Ingram Industries, Inc., that was created 
in 1997 and has printed over 41,000,000 
books to date. One of the next major 
dates in the history of POD services 
was the adoption of the Hewlett-
Packard–based POD system by The 
National Gallery in London. The POD 
system implemented by The National 
Gallery puts almost all of the gallery’s 
permanent collection just a few 
minutes away from the public, as patrons 
have over 2,500 images available for purchase.  
 
Though the idea seems rather simple at first—let a patron 
have direct access to a printing press—complications quickly arise.  
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Staying ahead of, or simply keeping 
up with, the changes in your industry 
and planning for them provide good 
momentum for growth. This issue of 
FrontMatter looks at some key areas of 
change you may not have considered.

Launching a new title requires time, 
investigation, and a fi nancial strategy long 
before implementation can begin. We are 
pleased to share the Weed Science Society 
of America’s roadmap for launching their 
new publication, Invasive Plant Science and 
Management, in January 2008. We hope 
the ideas and practices they cultivated 
will apply to projects your organization is 
researching and implementing.

Price increases for paper, similar 
to increases in the price of other 
commodities, are projected to continue 
rising. Is your organization planning 
ahead? Will such increases move 

organizations to encourage use of online 
publications while also increasing print 
version prices? In contrast to the common 
practice of printing large volumes of 
a publication for a subscriber list and 
additional copies to be sold at retail 
locations, our story on the Espresso Book 
Machine details one innovative Print On 
Demand option in the industry.

This issue’s On Your Market explores 
exactly on whom you should be focusing 
your marketing eff orts. Relationships 
between your organization and your 
subscribers, or even one-time customers, 
may be aff ected by a host of questions 
and concerns, some of which may seem 
beyond your control, some of which you 
may never have suspected. 

Environmental sustainability may seem 
a daunting topic for printing clients 
who receive requests from organization 

members, boards, and consumers, among 
others. Sustaining our environment is 
important to our future, and Allen Press 
is looking forward to helping you do 
just that in a variety of ways. We off er 
an assortment of paper choices that are 
Forest Stewardship Council (FSC) certifi ed 
and/or contain recycled postconsumer 
waste. A variety of online tools allow us to 
provide paperless workfl ow alternatives, 
eliminating the need to print hard-copy 
proofs. You can fi nd additional information 
on these topics and more at our Publish 
Responsibly: Practical solutions for 
environmentally conscious organizations
workshop held this spring in the Chicago 
and Washington, DC, areas.

We are always interested in hearing your 
feedback about the newsletter and ideas 
you have for future articles. Please e-mail 
comments, suggestions, or ideas to 
frontmatter@allenpress.com.   ´

from the editor Anna Jester, Marketing

Planning for the Future

FrontMatter is printed by Allen Press on 
Opus Matte, 70lb. text paper to minimize 
the environmental impact. It is a house-
stock paper also available to customers for 
use in the printing of their publications. The 
paper is manufactured using mixed sources 
from well-managed forests, controlled 
sources, and recycled wood or fi ber. 

Products with an FSC (Forest Stewardship 
Council) label support reuse of forest 
resources and are created in accordance 
with FSC standards using postconsumer 
recycled wood or fi ber. FSC is an 
international, nonprofi t association whose 
membership comprises environmental 
and social groups and progressive 
forestry and wood retail companies 
working in partnership to improve forest 
management worldwide.
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feature cont. Innovations in Printing: Print On Demand and the Espresso Book Machine

“Early reports on 

the printing speed 

put the EBM at 

approximately 100 

black-and-white 

pages per minute, 

plus perfect 

binding, page 

trimming, and the 

printing of four-

color covers.”

How will the user interface 
with the press? Will the 
user have the technical 
acumen necessary to guide 
a manuscript through 
all the elaborate steps 
of typesetting, prepress, 
and binding? How will the 
fi nal, printed manuscript 
be delivered to the user? 
Every publisher off ering 
a POD service addresses 
these concerns in a diff erent 
manner. Some maintain 
small digital presses 
specifi cally for POD work, 
whereas others contract the 
work out to vendors, many 
of them well established in 
the small press and vanity 
press industry. The services 
included can range from 
full editing, proofreading, 
formatting, and fi gure 
correction to simple printing, 
binding, and shipping. 
Where the EBM diff ers from 
most other POD systems is by placing the actual 
POD service at the point of sale. 

The Espresso Book Machine
So, what is the EBM capable of producing?

The EBM is a fully integrated patented book 
making machine which can automatically 
print, bind and trim on demand at point of 
sale perfect bound library quality paperback 
books with 4-color covers (indistinguishable 
from the factory made original) in minutes for a 
production cost of a penny a page. Digital files 
are retrieved and transmitted via the Internet 
through our proprietary web-based digital 
rights management software. The EBM requires 
minimal human intervention and maintenance, 
and all printing, book block milling, page 
jogging, cover alignment, binding and shearing 
are performed in a continuous mechanical 
process. (Masters 2007) 

Early reports on the printing speed put the 
EBM at approximately 100 black-and-white 

pages per minute, plus perfect binding, page 
trimming, and the printing of four-color 
covers. The finished product is a library-quality 
paperback. The actual observed printing and 
binding speed is approximately 2.7 seconds per 
printed page, which includes time to print and 
bind covers as well as trim the final product 
(based on observations of a printing of William 
Blake’s Songs of Innocence; Pinkowski 2007). 
On Demand Books, the company bringing the 
EBM to market, offers a video of the EBM in 
action at http://www.ondemandbooks.com/
perfectbook.mov. Initial estimates provided by 
On Demand Books to the media put the cost of 
the beta versions of the EBM at $200,000, with 
subsequent models (referred to as EBM v2.0) at 
$20,000. However, other sources have reported 
an increase in cost associated with the second 
generation of the EBM, with the final price 
around $50,000 (Time 2007).

Although the EBM has enjoyed great fanfare 
and success in the media, perhaps best 
demonstrated by being listed as one of “The 
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“Where the EBM 

differs from most 

other POD systems 

is by placing the 

actual POD service 

at the point of 

sale.”

Best Inventions Of The Year” by Time magazine 
(Time 2007), and may eventually be a serious 
contender in the world of POD publishing, 
there are a few factors that restrict its current 
utility. First and foremost is availability. As of 
this writing, only two locations in the world 
have these machines, and though more units 
will be deployed soon, the vast majority of 
potential customers will find the machine out 
of reach. In contrast, traditional POD services, 
though more costly, usually encompass 
shipping, allowing the material to come to 
the reader, rather than vice versa. An order 
can be submitted remotely through the EBM’s 
DRM software, but on-site personnel are still 
necessary to see that order to press. 
 

Further, the EBM represents a very specialized 
segment of the POD industry, specifically Point 
of Sale, Print On Demand services. All indications 
point to the EBM being directly tied to specific 
collections of literature, as evidenced by the 
requirement of proprietary DRM software. Rather 
than servicing prospective authors looking to 
self-publish, the EBM seems more geared towards 
a book-buying public interested in purchasing 
specific titles with minimal waiting and searching. 
Though innovations such as the EBM may 
complement more mainstream POD services, such 
innovations are unlikely to replace POD systems 
currently serving the STM marketplace.   ´

References available at: http://www.frontmatter.allenpress.com 

Keeping Your Marketing On Target

on your market Brent Sander, Marketing

Where should your marketing focus 
be—your current subscribers or your 
prospects? Who are your end users? 
These questions may not have the simple 
answers you might expect.

Taking Aim
Subscribers  So who are the most 
important people to market to? The 
common assumption is potential 
subscribers. Prospects offer new 
opportunities and new revenue. It’s a 
chance to get your services in front of 
brand-new people and develop new 
relationships. Though it’s true that you do 
need to continually market for new blood 
in your organization, it’s equally important, 
if not more so, to market to your current 
subscribers as well. You want to tell them 
about your new services and show that 
you’re listening to their suggestions. If you 
don’t hold on to current subscribers, your 
marketing will have to double or triple just 
to make up for that loss.

End users  Even when marketing to current 
subscribers, however, you may not be 
targeting the best person: the end user. 
Most organizations can’t tell you who 
their top 20 end users are. Keep in mind 

your end users are generally not the 
actual subscribers—they’re the people 
who are reading and using your materials 
within an institution. In order to market 
efficiently, you need to know who your 
target is. It will not help your marketing 
efforts if you focus on the librarian when 
you should focus on the professors.  
Doesn’t it make sense to know who the 
most influential and important readers of 
your publication are and keep all of your 
information and news in front of them?

Hitting the Mark
Finding your end user can take 
considerable front-end work. You need 
to develop a good working knowledge of 
your institutions. Contact them and simply 
ask who requested the subscription or 
who accesses the information the most. 
Offer a newsletter of some sort to anyone 
who uses the publication, and see who 
responds. A possibility some societies 
might find easiest to implement is putting 
a survey on the society homepage that 
is dedicated to learning more about the 
users. Ask for simple user information and 
user opinions about your publication. 
Begin to build a knowledge base for your 
organization. This will help you to gain 

information and begin formulating future 
marketing plans. You may see patterns 
that you were previously unaware of. The 
more work you put in on the front end, 
the easier things will be going forward. 
Constantly infusing user and subscriber 
information into your marketing efforts 
will build stability and allow your numbers 
to grow exponentially. 

Keep in mind these are current 
subscribers and 
users we 
are talking 
about—they 
already like 
what you 
bring to the 
table. However, 
you need to 
stay in front of 
them and keep 
them informed 
to maintain their 
interest in your 
publication. Always keep 
your current subscribers 
happy and it will be 
much easier to grow your 
numbers overall.   ´

feature cont. Innovations in Printing: Print On Demand and the Espresso Book Machine
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In 2006 the Weed Science Society of 
America (WSSA) took a hard look at the 
future then stepped forward to embrace 
a changing discipline and meet the needs 
of weed scientists and land managers. 
The result was publication of Issue 1 of 
Invasive Plant Science and Management in 
January 2008.

For many years the WSSA published Weed 
Science and Weed Technology—traditional 
academic journals—with Allen Press. The 
journals focus primarily on weed research 
and management in crops. However, in 
the past decade scientists, land managers, 
and the public have recognized the 
threat of weeds invading and changing 
the ecology of natural areas such as 
rangelands, forests, parks, and waterways. 
Articles on weed management in natural 
areas started to appear more frequently 
in Weed Science and Weed Technology, as 
well as in competing journals in the fi elds 
of ecology, conservation biology, and 
invasion biology. But no journal existed 
to bring together cross-disciplinary ideas 
and research in the emerging fi eld of 
invasive plant management.

A contingent of WSSA members began 
pointing out opportunities for an 
additional publication to the WSSA Board 
of Directors in 2005. Within a year, a 
committee was appointed to study the 
costs and benefi ts of establishing a new 
publication and to determine interest in 
a peer-reviewed journal focusing on all 
aspects of invasive plants. In 2006 the 

committee hired an outside consulting 
fi rm to conduct an economic analysis 
while committee members circulated 
a web-based survey to professional 
scientifi c societies, non-governmental 
organizations, and government agencies 
involved in invasive plant issues. 

The WSSA survey evaluated the interest 
level of respondents and their likelihood 
to subscribe to a new journal, as well as 
preferred topics, publication frequency 
and format, and interest in participating 
as authors, editors, or reviewers. Survey 
results clearly affi  rmed the need for 
a new journal. Of the 793 responses, 
over 90% indicated an interest in the 
journal concept, with 62% expressing a 
“strong interest.” Signifi cant percentages 
of respondents noted that they would 
contribute papers or serve as reviewers.

WSSA’s ad hoc journal committee 
presented fi ndings to the Board of 
Directors early in 2007 during the society’s 
annual convention. At that time, the Board 
also convened a roundtable discussion 
with the membership to explore pros and 
cons (not least of which was a signifi cant 
fi nancial commitment) of establishing 
a third journal. The response was 
overwhelmingly positive. Membership 
support coupled with a positive market 
survey and economic projections by Allen 
Press and an outside consulting fi rm 
convinced the Board to move forward. 
With the assistance of Karen Ridgway at 
Allen Press, planning and implementation 

began 
immediately and continued 
with high energy throughout 2007. 

The fi rst issue of the quarterly Invasive 
Plant Science and Management came off  
the presses in January 2008. At that time, 
the second issue was well into production, 
and a number of high-quality articles 
were queued up for the third issue. WSSA’s 
willingness to examine and adapt to 
trends and its careful approach to the 
business of journal management have 
resulted in a successful launch of a new 
resource for a diverse audience. 

For additional information, access the 
editorial for the fi rst issue of Invasive Plant 
Science and Management at http://wssa.
allenpress.com/.  ´

Investigation Before Implementation – Launching a New Journal

best practices Joe DiTomaso and Janet Clark, WSSA

Emerging Trends 
in Scholarly Publishing™  SEMINAR
The Real World:  Real Strategies for Keeping Members, 
Subscribers, and Searchers from Clicking Away

April 17, 2008    |    National Press Club    |    Washington, DC

http://seminar.allenpress.com
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Consolidated Appropriations Act, 2008

The National Institutes of Health (NIH) estimates that the research it funds gives rise to 80,000 articles each year (http://www.
publicaccess.nih.gov). As the largest funder of non-classifi ed scientifi c research in the world, NIH policy aff ects a great number 
of researchers, authors, and publishers. The latest impact has come in the form of a new mandate that makes obligatory 
that which was optional under the 2005 policy. Researchers funded by the NIH will now be required to make their research 
publicly accessible by submitting their fi nal, peer-reviewed manuscripts to the NIH’s digital archive of full-text, peer-reviewed 
journal articles, PubMed Central. 

The new policy implements Division G, Title II, Section 218 of PL 110-161 (Consolidated Appropriations Act, 2008):

SEC. 218. The Director of the National Institutes of Health shall require that all investigators funded by the NIH submit or have 
submitted for them to the National Library of Medicine’s PubMed Central an electronic version of their final, peer-reviewed 
manuscripts upon acceptance for publication, to be made publicly available no later than 12 months after the official date 
of publication: Provided, [t]hat the NIH shall implement the public access policy in a manner consistent with copyright law. 
(http://publicaccess.nih.gov/FAQ.htm#general) 

The language of the act makes a few things clear right away. First, it is the responsibility of the principle investigator (or 
the recipient of funds) to ensure that the manuscript is placed in PubMed Central. Although the publisher may submit a 
manuscript to PubMed Central on behalf of an author, the author is still responsible for providing additional information and 
approving the manuscript in the NIH submission system. 

Second, it is the fi nal, peer-reviewed manuscript, not the published version, that must be submitted. Publishers may choose to 
submit the fi nal, published version of a manuscript to PubMed Central; however, this is not a requirement. It should, however, 
be noted that if the published version is submitted, it is not necessary for the author to also submit the fi nal manuscript. 

Finally, the copyright must be negotiated such that the manuscript may be submitted to PubMed Central without violating 
any copyright agreements. This means that authors should notify potential publishers beforehand that their manuscript is 
subject to the NIH mandate. In cases where the author maintains the copyright to the peer-reviewed manuscript, but the 
publisher obtains the rights to the published version, there should be no confl ict. However, if a publisher requires the author 

to transfer copyright as soon as an article enters peer review, the terms of the copyright agreement 
may need to be adjusted to allow for the implementation of the public access policy. 

There is still one aspect of the policy that I believe needs some clarifi cation. It is not clear 
what constitutes the “offi  cial date of publication.” Whatever a publication chooses to call 
it, many journals are publishing articles in various forms, such as “Articles in Press” or 
“Published ahead of Print,” before the fi nal version is printed and/or published. Which 
of these iterations is to constitute the offi  cial date? It is a question the NIH has yet to 

answer.

Although the new NIH policy clearly places the responsibility for compliance 
on the principle investigator, authors will likely be looking to 

their publishers for guidance—perhaps to the point where 
submission to a given publication is based heavily on the 
publisher’s willingness to aid in submission to PubMed Central. 

Publishers may need to evaluate their standard copyright 
practices and policies on open access if they hope 
to continue to attract submissions from NIH-funded 
authors.

For more information on the new NIH policy and rules 
for compliance, visit the NIH public-access website at: 

www.publicaccess.nih.gov.   ´

—Joanna Gillette, Account Management

         views and reviews 
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Remember the good old days when you 
could buy a gallon of gas for $1.22, a 
brand-new car was $16,000, and the price 
of a standard US stamp was $0.33? We 
used to complain about how expensive 
everything was back in 1999—well, 
everything except our paper prices.

But that may change. On December 21, 
2007, Georgia Pacifi c closed one of their 
paper mills in Bellington, Washington. 
January 1, 2008, marked the fi nal closing 
date for a Wausau Paper mill in New 
Hampshire. Schweitzer-Maudit announced 
that it plans to close down four of their 
paper mills in May of 2008. Lillian Vernon 
began downsizing in 2007 and will 
continue in 2008, citing, among other 
issues, impending paper price increases of 
10% to 15%. 

These closures are a common practice 
for paper mills in the United States and 
Europe, and they are contributing to the 
continuing rise in paper costs. Between 
the years 2000 and 2005, at least 100 mills 

have been forced to close their doors. 
One of the major reasons for mill closures 
is the simple fact that the demand for 
paper is steadily decreasing. The rise in the 
demand for information via the Internet 
has limited the need for paper copies of 
many books, journals, and magazines, 
and the only way to off set this decrease in 
paper is an increase in paper price.

Before 2000, companies within the paper 
industry had to employ large machines 
that pumped out paper twenty-four hours 
a day, seven days a week, in order to be 
cost eff ective and profi table. Companies 
soon found themselves inundated with 
vast amounts of paper, and they off ered 
discounted prices to printers in order to 
move their stock. Once the demand for 
paper began to wane, this practice had 
to change because companies were no 
longer able to turn a profi t, especially 
as the cost of raw material, energy, 
and freight began to rise. For example, 
from 1999 to 2000, the price for coated 
groundwood rose from $760/ton to 

$880/ton. Paper companies in the United 
States and Europe then suff ered another 
blow: competition arose from foreign 
competitors such as those in China and 
India, who can produce high-quality paper 
for a more discounted price. 

Machine shutdowns and mill closures 
have balanced out the previously uneven 
supply-and-demand hierarchy. However, 
a paper shortage could occur if there is 
a sudden economic boom followed by 
an overwhelming need for paper. This 
outcome has already been seen in China, 
where they are currently unable to meet 
their demand as quickly as needed. Prices 
in China increased as much as 10% in 2007 
(the same increase that US paper has seen), 
and several projects have been delayed. 

By making noteworthy advances in 
productivity, executives in the paper 
industry are trying to combat the need to 
raise prices. Until energy costs stabilize, 
however, they will have to increase paper 
prices in order to keep their doors open.   ´

Paper Prices Increase

paper trail Valerie Pierce, Publishing

Acronym Soup
Acronyms abound in the printing and publishing industry. Here we defi ne some online-associated acronyms you 
may have heard, used, or planned for.

DOIs (Digital Object Identifi ers) are unique strings of numbers and/or letters that can be used to identify 
materials published online. DOIs are generally assigned to an article or a piece of supplementary 
information referred to in that article (online-only table, video, etc.) The main reason for assigning a 
DOI to a published object is so people will always be able to fi nd the object online, even if it repeatedly 
changes Internet locations. There are diff erent ways to assign a DOI, but the general format is a 
publisher prefi x, followed by “/”, followed by a suffi  x. Each publisher is assigned a unique prefi x that 
looks like 10.xxxx. The main requirement for a suffi  x is that it be unique. In order to be able to assign 
DOIs, a society/publisher must fi rst become a CrossRef member. More information is available at 
http://www.crossref.org.

XML (eXtensible Markup Language) is a data format that uses “tags” (machine- and human-readable 
codes) to identify pieces of content in a data stream. That data stream may be a journal article, a letter 
to the editor, an invoice, an e-mail message, a novel, or almost any other document. An XML tag is a 
word prefi xed by the symbol “<” and followed by the symbol “>” or “/>”. Tags generally come in pairs: 
a start tag indicates where the piece of content starts, and an end tag indicates where it ends. Once 
the component pieces in your data have been tagged, computer programs can be written to do things 
with the data, such as format it for printing on paper, publish it to a Web page, count it, sort it, list it, 
extract subsets, rearrange the order, etc.

DTD (Document Type Defi nition) defi nes the legal building blocks of an XML document. It defi nes the 
document structure using a list of legal elements and attributes. A document’s DTD can be declared inline 
inside an XML document or as an external reference. Using a DTD, each of your XML fi les can carry a description 
of its own format, and independent groups of people can agree to use a standard DTD for interchanging data. 
Applications can use a standard DTD to verify that the data received from the outside world is valid.   ´
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Publish Responsibly
Is your organization contemplating environmentally sustainable 
ways to publish? A lunch-and-learn workshop where industry 
experts explain the benefi ts of choosing sustainable alternatives 
in printing and publishing will give you information about 
turning environmentally friendly motivations into reality for your 
publications. Make the commitment to learn more about what your 
organization can do to publish responsibly.

Featured speakers include Joe Isaak, Sappi Fine Paper; Sarah Hill-
Nelson, Bonneville Environmental Foundation and The Bowersock 
Mills and Power Company; Sue Silver, Frontiers in Ecology and the 
Environment; Adrian Stanley, The Charlesworth Group; and Guy 
Dresser, Allen Press

Register Today!
Space is limited to the fi rst 50 registrants.  

http://workshop.allenpress.com

Dates and Locations

11:00 am–2:00 pm

March 18, 2008

Hilton Chicago

Lake Michigan Room

South Michigan Avenue

Chicago, Illinois 60605

11:00 am–2:00 pm

March 19, 2008

Embassy Suites—Old Town Alexandria

Virginia Ballroom

1900 Diagonal Road

Alexandria, Virginia 22314

Registration, including lunch, is FREE for up to 2 representatives per 

organization.  Additional registrants are $40 each.* 

*Charges will be billed post-workshop

on your market
Keeping Your Marketing 

On Target

best practices
Investigation Before Implementation 

— Launching a New Journal

paper trail
Paper Prices Increase


