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Digital publishing - of the literary kind

Apple’siPad has proven that
digital entertainmentis not

just about music, movies or
games - it'salso aboutbooks
and magazines. But is the
publishing business destined
tomake the same mistakes that
therecord industry made when
transitioning to digital?

“It doesn't matter how good or bad the
product Is: the fact Is that people don't read
anymore.” That Is what Apple boss Steve
Jobs told the New York Times In January
2008 when the newspaper asked him
about Amazon’s Kindle eBook reader. TWo
years later, of course, Jobs was showcasing
the IBook reading application for the IPad
tablet, complete with a partner, IBookstore,
from whom books can be purchased.

Whereas many of the exIsting e-reader
devices on the market up to now have
been rather lifeless, monotone and geared
towards offline reading. the IPad clearly
slgnals a more Interactive, connected
experience. Books can be purchased
over-the-air or via wireless. They can link
through to web pages. They can Include
colours. Cruclally, books on the iPad can
offer embedded video or audio - whereas
many of today’s e-reader gadgets cannot
handle embedded audio or video and even
Amazon's robotic text-to-speech function

has come under fire from publishers for
potentially Infringing audio rights.

The app-centric nature of the IPad means
that if publishers are not satisfled with the
ePub format Apple Is using as the basis for
books In Its store (after all, the formatting
permitted by ePub Is rather limited) then
they will still be able to build thelr own app
to display their work In whatever context
they choose.

Where the distinction between an eBook
and an app comes allve Is In the realm of
llustrated books, and that’s where the
Apple devices - with thelr colour screens
- come into their own. “For us It's all about
the artwork and the story,” explains Neal
Hoskins, who Is in charge of marketing at
Independent childrens’ book publisher
Winged Chariot. “The IPhone platform has
provided us with a structure to deliver

the product direct to the customer and

to create a multilingual book which Is
something we couldn’t do in physical
publishing.”

Not all e-reader manufacturers, however,
see the IPad as a threat. Peter Zieleman,
marketing director at BeBook, says that,
“The IPad Isn't designed as an e-reading

device - but it's capable of reading eBooks.

It's not a competitor - Just another device.”
As for the notion of colour in digital
publishing, Zleleman argues, “90% of all
novels and even textbooks for schools are
In black and white. If you have a glossy

magazine, of course, it's a totally different
Issue.” Indeed geek bible Wired Is this
week touting a video demo of its new
service designed for tablet PCs running
Adobe Alr, revealing Just how revolutionary
touchscreen technology Is likely to be. Not
Just for the reading public and the authors
or Journalists but also for advertisers, who
can Insert 3D or moving adverts into the
content.

For some markets, especially those with
customers that do not define themselves
as fans of literature, magazines may

prove the way Into digital reading. The
opportunities for profit that both magazine
and newspaper subscriptions present
have not been lost on the manufacturers,
particularly Kindle (which offers pald-

for wireless delivery of magazines like
Newsweek, Time, Shape and even some
leading blogs). The IPad Inevitably will
follow sult: aside from the New York Times
presentation Steve Jobs pltched, the Apple
boss has also been seen at meetings

with the Wall Street Journal while Conde
Nast has sald that It plans to release iPad
versions of GQ and Vanity Fair.

Whether the currently limited catalogue of
publications for eBook readers Increases
will come down to profitability - something
that Isn't necessarlly a dead cert. In
magazines, Amazon is reported to demand
a70% cut of all newspaper subscription
Income It receives via the Kindle - plus the
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right to republish to other media (such

as the Kindle application that Amazon
offers on the IPhone.) Some newspapers,
particularly the Dallas Morning News, have
been vocal In opposition to what they
perceive to be punitive terms.

Over In the Apple corner, it Is belleved
that magazine publishers will get a 70%
cut, but Apple reportedly wants to own
the subscription Information - the all-
Important data that allows publishers to
perpetuate their customer relationships
and create the demographics that sell
advertising. According to currently-
circulating articles, this has angered
publishers. And rightly so: as we know from
music, it has proven massively difficult for
record labels to get data out of ITunes.






