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Our mission

To give senior management at newspaper, magazine and online publishing 
companies the insight, information and support they require to run 

profitable publishing businesses, across all print and digital platforms; and 
to provide suppliers to the industry with a diverse range of marketing and 
communications opportunities to engage with our publishing audience.



Welcome to InPublishing

W elcome to the 2018/2019 media pack from InPublishing. In the 
following pages, you will discover a number of targeted products 
and services designed to address the core challenges facing your 

marketing and communications strategy over the next twelve to eighteen 
months, namely to:

Z Increase the visibility and awareness of your brand within  
the UK publishing sector

Z Develop your corporate “voice” as a credible thought-leader and educator

Z Ensure you have direct-response mechanisms in place to help feed  
the sales pipeline

Z Improve engagement with your in-house created content such as press 
releases, video, blogs, opinion pieces etc

InPublishing continues to be the source of authoritative news, features, in-depth analysis and comment 
for the UK publishing industry. Through a combination of in-house reporting and commissioned 
articles by leading experts working across the publishing community, InPublishing provides up-to-date 
comment on all the key issues facing newspaper, magazine and online publishers today. Our readers are 
senior executives working across the full publishing creative process from journalists and editorial staff, 
design and production teams, through to circulation and membership executives and sales and marketing 
professionals.

InPublishing continues to serve its audience through a widely circulated bi-monthly printed magazine, 
InPublishing, a popular weekly e-newsletter, InPubWeekly, regular live Top Tips webinars, through its 
frequently visited website, www.InPublishing.co.uk, and via the annual Publishing Partners Guide (PPG).
Whether you are looking for branding and awareness opportunities, thought-leadership devices, direct-
response mechanisms, or greater content engagement, InPublishing can help. Through a combination 
of traditional and new advertising products, InPublishing is able to deliver a tailored communications 
package that will fit your budget and help you to achieve your marketing objectives.

At InPublishing, we appreciate that your marketing budget is an important part of your overall business 
expenditure. We understand that it needs to work for you and deliver the results that you expect. We will take 
the time to discuss your objectives and only recommend the advertising products that we believe will deliver 
against those specific aims. We know that advertising is a two-way street; if it works for you, it works for 
us too.

In this media pack, you will find full details of the standard advertising options available from InPublishing 
including product descriptions, reach and prices. Please note that some products have limited availability, 
so be sure to plan ahead!

To discuss your advertising requirements further, please contact me directly on +44 (0) 2393 781 736,  
by email at martin.maynard@inpublishing.co.uk, or via Twitter @martinmaynard.

Yours faithfully,

Martin Maynard
Sales Director, InPublishing

Martin Maynard
Sales Director
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InPublishing 
magazine
Each issue of InPublishing magazine is a collection of objective, in-depth and original 

articles, covering all aspects of publishing strategy and written by leading industry 
figures and media commentators. The magazine, which launched in 2003, is published 

six times a year and has a controlled circulation of 5,500. The essence of the magazine is insight 
and inspiration and our readers typically read the title, cover to cover, at a leisurely pace over 
the two month period. Our target audience is senior management at UK newspaper, magazine 
and online publishers. InPublishing magazine provides suppliers with a perfect opportunity to 
promote their brand to senior management.

“Just a quick note to say that I thought the  
March/April issue of InPublishing was splendid. It 
was full of interest and relevance and I have almost 
read the issue from cover to cover.” Mark Allen, 
Chairman, Mark Allen Group (March, 2018)

Prices Number of insertions
 1 2 3 4 5 6

Inside Front £2,115 £1,990 £1,865 £1,780 £1,685 £1,610

Outside Back £2,365 £2,240 £2,115 £2,030 £1,970 £1,870

DPS £2,670 £2,465 £2,245 £2,145 £2,055 £2,000

Full Page £1,610 £1,490 £1,365 £1,325 £1,285 £1,245

Half Page £880 £820 £755 £715 £675 £610

Quarter Page £565 £525 £485 £460 £430 £375

Barn door cover: £5,000
Gatefold cover: £3,500
Bellyband: £2,000

Loose inserts: For inserts up to 60g in weight, the price of a full run insertion is £995. If your insert is 
over 60g, the price is subject to weight and a bespoke quotation will be provided.

Carrier sheet advertising: The carrier sheet has a 10cm x 12.5cm advert position available  
with each postal issue of InPublishing magazine. The price is £500 for a full run insertion.

Circulation breakdown
News media Consumer media B2B media Others Suppliers Total

Corporate / publishing management 176 603 730 1,509

Editorial 184 433 421 1,038

Marketing / promotions 127 382 276 785

Circulation / distribution 147 114 94 355

Advertising / commercial 100 139 141 380

Production / design 47 137 174 358

IT / web 59 65 82 206

Finance / accounts 10 14 18 42

Others 125 125

Suppliers 710 710

Total 850 1,887 1,936 125 710 5,508
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Trusted news since 1885

70p
Monday December 11 2017

Yorkshire and Humber Daily Newspaper Of The Year

YOUR LITTLEANGELS NATIVITYS PAGES 46-49

HEARTBREAK
AS HULL’S
‘BRIGHTEST
STAR’ DIES
SUDDENLY

Tributes to one of city’s best-known musicians who suffered a heart attack

‘ROCK STAR’:Dave Sinclair.

CONNECTIONS P12-13

A TALE OF TWO
CULTURE CITIES

FESTIVITIES P3

CHRISTMAS CHEER
COMES TO TOWN

HUGE GIVEAWAY P4

GET YOUR
1p PATTIE
ANDCHIPS

THE devastated mother of one ofHull’s best-known musicians hasspoken of her heartbreak after hissudden death.
Dave Sinclair, 31, was found

dead at home on Tuesday aftersuffering a heart attack.

His death has left his loved onesstunned, with his family andclosest friends paying tribute tothe “spark of life” frontman.Dave’s mum, Jo, said she could

not put into words how he hadmade her feel throughout his life.She said: “We are a very close
Continued on PAGE 4

By Hannah Robinsonhannah.robinson@hulldailymail.co.uk
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Profi le 
James Evelegh talks to members of ACE’s Governing Committee.

The next move?Carolyn Morgan attends the Web Summit to see where the tech world is heading.
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CUDJOE KEYWhen the eye of Hurricane Irmapassed over Cudjoe Key, Cindy Dresowand Jim Hoffman ran to grab the cush-ions off the couch of their 48-year-oldoval-shaped home.The winds had ripped a hole in theiraging roof. They had to plug it fast, withwhatever was at hand. Soon, the fero-cious gales would start up again. Butsomehow the cushions held.“We are very fortunate for being di-rectly in the eye,” said Hoffman, 70. Theeye offered an hour of relief from the130 mph winds raging around the calm-ness at the center of the Category 4storm.
Even so, as the couple surveyed thedamage on Cudjoe on Monday morning,a day after Irma passed, they knew theyhad been lucky. Early Sunday, a historicrailway caboose house down the streethad sat on the ocean side of the Over-seas Highway. By Monday, it hadjumped across the road to face FloridaBay. The storm moved it like a toy train.

‘DEVASTATION’ Irma left extensive damagein Upper and Middle Keys
Death toll unknown, but roadswere blocked, houses destroyed

CHARLES TRAINOR JR. ctrainor@miamiherald.com

Robert Phillips looks at the former Key West house of poet and author Shel Silverstein, which was crushed by a falling tree as Hurricane Irma swept through.

When the massive storm smashed into theKeys — the 110-mile low-lying island chainthat ambles southwest from Miami into warmocean waters — it largely spared Key West. 

BY DAVID OVALLE, KYRA GURNEY, DANIEL CHANG AND NICHOLAS NEHAMASnnehamas@miamiherald.com

SEE FLORIDA KEYS, 6A

Irma is finally gone. Now,everyone can go home andlife can return to normal.Right?

Right?After an entire week ofhurricane prep, and a fullweekend of hiding out from amajor hurricane, that’s notthe case. At least, not quiteyet.
Though the inclement

weather is gone, reminders ofIrma’s visit are everywhere.About 2 million people lostpower in South Florida alone,and another 3 million acrossFlorida. The process of re-moving trees felled acrossmajor roadways and boats

tossed by Irma’s storm couldtake days. It’s not evenknown when school will re-sume, with both Miami-Dadeand Broward counties publicschools announcing that, 

After Irma, Miami needs patience until normalcy returns

SEE NORMALCY, 2A

BY DAVID SMILEYdsmiley@miamiherald.com

Hurricane Irma feintedright and bobbed left, finallydealing fear-stricken SouthFlorida a potent and pro-longed beating at a tropicalstorm strength that felt likemuch more, and leaving be-hind a colossal mess ofdowned trees, widespreadpower outages and curfews.Government and power-company executives warnedMonday that cleanup andrecovery, and the generalpain and discomfort to beendured by many Miami-Dade and Broward residents,

is bound to last for days, evenweeks. A thick carpet of sand fromsurging seas covered Ocean

Drive on South Beach andA1A in Sunny Isles Beach. 

It could have been worse for S. Florida

SEE SOUTH FLORIDA, 2A

BY ANDRES VIGLUCCI, CARLI TEPROFF AND DANIEL CHANGaviglucci@miamiherald.com

DAVID SANTIAGO dsantiago@elnuevoherald.comIn Hurricane Irma’s aftermath Monday, a man takes pictures ofboats washed ashore at Watson Island. 
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Inside

A Before it pillaged the rest ofSouthwest Florida, Irma madelandfall in Goodland onMarco Island, 3A

A State and local officialsinsist residents should notreturn until communities aresafe, 3A

A Guidelines to what foodsare safe and which you shouldtoss after losing power, 4A

A Work to secure threeconstruction cranes wasunder way amid questionsabout their collapse, 7A

A Caribbean recovery effortsin high gear as anotherhurricane swirls in region, 9A. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
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Black Panther’s Chadwick Boseman just broke the mould
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Cut & paste
Alan Geere 
on craft 
mags

Alexandra Villoch
Ray Snoddy 
meets Miami 
Herald publisher

Mark Allen Group
Ciar Byrne 
interviews Matt 
Cianfarani

ShortList Media
Meg Carter talks to CMO Sophie Robinson
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Supplier Q&A James Evelegh talks to Publishing Software Company’s Steph Cope.

EU vs Silicon Valley
EU vs Silicon Valley
EU vs Silicon ValleyWith the EU set to challenge Facebook et al, Charlie Beckett looks 

at the relationship between publishers and platforms.

September 10, 2017
£1.70 No. 5838 - E

RECORDS EXPOSE TRUTH
OUR FIGHT FOR JUSTICE

LOVEDONESON LOST KIDSpages 2&3

pages 6&7
pages 4&5

■ Girls at Smyllum Parkorphanage in 1942.

Up to 400 children laid to rest by nuns

hundreds of
orphans
BurIed In
mass GraVe

UP to 400 children who diedat an orphanage run by nunswere buried in an unmarkedgrave, we can reveal today.Hundreds of babies, toddlers andteenagers from the Smyllum Parkhome were laid to rest at a nearbycemetery.
Politicians, former residents andrelatives of the children yesterdaycalled for an immediate inquiry.One relative said: “It is horrific andheart-breaking. Why have we beenforced to wait so long for the truth?”

By gordon Blackstock

Forgotten
fordecades,
remember
themtoday

Samuel Carr, six.Died 1964, brain haemorrhageFrancis McColl, 13.Died 1961, haemorrhage in the chestand lungs
David Carberry, four.Died 1955, bronchopneumoniaJohn Diver, four.Died 1951, brain haemorrhageCatherine Hennessey, 10.Died 1948, heart disease
James Smith, 14.Died 1947, meningitis
Roy Hunter, six.Died 1946, pneumonia
Rebecca Conway, 14.Died 1943, bronchopneumoniaElizabeth Dieguno, 15.Died 1942, tuberculosis
Annabella Allison, 12.Died 1942, tuberculosis
James Lawson, one.Died 1941, enteritis
Annie Wagstaffe, 17.Died 1941, cancer
Sarah Thomson, one.Died 1941, bronchopneumoniaMargaret Daly, five months.Died 1940, heart failure
John Falkner, one.Died 1940, meningitis
John Colletta, nine.Died 1940, heart failure
Patrick Johnstone, one.Died 1940, heart failure
James McDermott, one.Died 1940, bronchopneumoniaJohn Scotland, seven months.Died 1939, stenosis
Anna Bryson, one month.Died 1939, fainting
Elizabeth Campbell, 10 months.Died 1939, bronchopneumoniaLouise Quinn, nine months.Died 1939, stomach infectionEdith O’Hara, five months.Died 1939, malnourishment

Continued on page 2

■ The Smyllum orphanage.

up to 400 smyllum orphanswere buried in a singlegrave without headstoneor memorial. today, finally,we record their deaths andremember their lives.
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Supplier Profile: James Evelegh talks to Publisher’s Toolbox CEO Rich Cheary.

Reader RevenuesPeter Houston on rediscovering publishing’s original business model.

InPublishing is also a media partner of the following leading trade bodies: 
AOP, PPA, WAN-IFRA. During 2018/2019, we will be distributing copies 
of InPublishing magazine and the Publishing Partners Guide at major 
publishing events organised by these organisations.

*All media pack prices exclude VAT.
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Publishing dates
Issue Booking Deadline Artwork Deadline Inserts Deadline Mailing Date

Nov/Dec 2018 8 Nov 12 Nov 19 Nov 23 Nov

Jan/Feb 2019 10 Jan 14 Jan 21 Jan 25 Jan

Mar/Apr 2019 7 Mar 11 Mar 18 Mar 22 Mar

May/Jun 2019 2 May 6 May 13 May 17 May

Jul/Aug 2019  4 Jul 8 Jul 15 Jul 19 Jul

Sep/Oct 2019  5 Sep 9 Sep 16 Sep 20 Sep 

Nov/Dec 2019  7 Nov 11 Nov 18 Nov 22 Nov 

Artwork dimensions
Dimensions Width Height

Double page spread bleed 430mm 307mm

Double page spread trim 420mm 297mm

Full page bleed 220mm 307mm

Full page trim 210mm 297mm

Full page type 188mm 273mm

Half page 188mm 130mm

Quarter page portrait 91.5mm 130mm

Barn door trim 420mm 594mm

Gatefold & bellyband dimensions available on request

Production specifications

✔ We prefer high-resolution PDF, EPS (with all fonts embedded or converted to outlines) or TIFF files. 

✔  Open InDesign CS6 or CC files will only be accepted if all supporting images and fonts (both screen  
and printer) are correctly supplied. 

✔ Bleed, if required, must be at least 3mm on all bleed edges (trim marks must be included).

✔ Pictures should be TIFF, EPS or JPEG files. Minimum resolution is 300dpi. 

✔ All colours should be CMYK, not RGB. Pantones should be converted to CMYK. No spot colours.

✔ Artwork should be emailed to: production@inpublishing.co.uk

Y Bi-monthly print 
magazine with a 
controlled circulation 
of 5,500 UK senior 
publishing executives

Y Increased distribution 
through media 
partnerships with AOP, 
PPA and WAN-IFRA

Y Brand awareness 
opportunities through 
display ads, Publishing 
Services Directory, loose 
inserts & carrier sheet 
advertising 

Y Thought-leadership 
opportunities via 
sponsored content and 
opinion pieces

Y Half page display ads 
available priced at £610 
each (when purchasing 
6 or more ads)

Ad sizes

Sponsored content & advertorials
InPublishing offers a range of tailored sponsored content and advertorial opportunities, 
from double-page Supplier Profile articles, through to single-page Q&As, Supplier 
Spotlight and opinion pieces. Formats and prices available on request.

Page

Half page

Quarter 
page

believe our MoJoReporter platform improves 
standardisation, collaboration, communication 
between journos and the centralisation of their 
digital media for future reuse.”

Build your own 
community on your own 

platform
“Social media doesn’t have the monopoly on 
‘community’. Publishers should look to create 
their own communities on their own platforms, 
rather than ceding control to third parties. 
Publishers, in collaboration with sponsors, 
can own the reader relationship and there 
are numerous imaginative ways of getting 
readers to interact with you, to contribute 
and share multimedia experiences with you 
rather than on social media. Incentivisation 
and motivation for this shift is not easy, but 
will pay off in the long run. Augmented Reality 
(AR+) and User Generated Content (UGC) are 
some of the areas we are exploring to provide 
enriched digital experiences and improved 
engagement with consumers of your brand and 
content. Both these are modules within our 
MobileAppSuite.”

Give your print edition 
an enhanced digital 

dimension
“Our approach with the Publisher’s Toolbox 
has always been digital-first, but not necessarily 
digital-only. In many sectors, print has a long 
and healthy future, but there’s no doubt it can 
be enhanced through digital innovation. One 
way is via augmented reality (AR+), where 
a reader uses a smartphone app to scan an 
image (not a symbol or a QR code) on the 
printed page to trigger additional information 
– which might be a simple static landing 
page, but which can just as easily include 
rich multimedia. Our Augmenta tool enables 
publishers to set up augmented activations 
cost effectively, quickly and simply, enhancing 

the experience for both readers and 
advertisers, who are presented with 
exciting new ways of adding value to 
their print advertising campaigns.”

Breathe new life 
into your archives

“Publishers’ archives represent a 
potential treasure trove of content – 
valuable text, pictures and video, in 
many cases stretching back decades 
– but for many, it’s completely 
unusable because it’s not retrievable. 
The answer is to pull it all into one 
central location and to properly index 
it. Once accessible via API services, 
then the opportunities are endless: 
put it behind a paywall or registration 
barrier, use it to create special 

A bad workman blames his tools. Or so the 
saying goes. Rich Cheary begs to differ, 
certainly when it comes to publishing. 

“Expecting journalists to serve up brilliant, 
immersive and timely content, but giving them 
inadequate tools, is asking the impossible.”

I met with Rich for a couple of hours in 
early June in the genteel surroundings of the 
Cooden Beach Hotel in Bexhill-on-Sea and 
I was impressed that he managed to sit still 
throughout! I mention this only because I’d 
heard that he was a tad energetic, a man whose 
idea of relaxation is trail running up and down 
mountains, who, together with CTO Clinton 
Bosch, takes every opportunity when travelling 
on business to dash up the nearest peak, to hunt 
a ridge-line or single tracks to burn down. Each 
to their own…

We were meeting, not to discuss his 
predilection for extreme sports, but to look 
at the challenges publishers face and how the 
Publisher’s Toolbox can help them be more 
creative, productive and profitable.

“Publishers need powerful, simple and easy-
to-use tools to compete effectively”, says Rich. 
The Publisher’s Toolbox is a suite of digital 
products that includes an Amazon cloud hosted 
digital publishing platform (Baobab Suite), a 
secure mobile journalist app platform to file 
stories on the move (MoJoReporter), a tool to 
help publishers easily create augmented reality 
experiences (Augmenta), a powerful digital 
asset management platform (BiblioDAM), a 
configurable multimedia mobile app framework 
(MobileAppSuite), enterprise WordPress plugin 
set and Progressive Web App framework 
(Websuite), as well as an advanced Amazon 
image analytics and video streaming API 
service layer (Imigino). All these tools have 
been developed to meet specific publishing 
needs; they can run in tandem with each other 
or independently and can integrate with third 
party systems.

The tools have been developed over the last 
eight years, yet refined and turned into 
products over the past three years by 
parent company Afrozaar. Afrozaar 
was set up in 2011 by Rich and a team 
of Cape Town-based programmers 
to develop digital products for the 
publishing industry, with a focus on 
mobile apps and cloud architecture. 
An early client was Media24 and 
the UK’s Telegraph Media Group, 
with whom they built and deployed 
iPad, Kindle Fire, Android and Win8 
tablet apps, which were the early 
beginnings of their Baobab Suite and 
MobileAppSuite products.

An opportunity arose to align 
their product suite strategy with 
the Independent Newspaper 
Media group, one of Africa’s largest 

newspaper and magazine publishers. INM 
commissioned him and his team to lead their 
digital transition and shift towards cloud 
architecture. In effect, they took the lead on 
defining a digital-first editorial approach and 
providing their digital tools and solutions across 
32 print titles. The result was the complete digital 
transformation of a traditional print business 
into a digital powerhouse that can take stock of 
its audience, digital assets, analytics and scale 
new digital titles or campaigns in a cost effective 
and risk-free manner, says Rich. The mutual 
benefit is that Afrozaar now has a suite of tried 
and tested solutions developed hand in glove 
with a major publisher. The time is now right, 
feels Rich, to tell the world about the Publisher’s 
Toolbox.

The team created the Publisher’s Toolbox 
brand and opened a UK office, which has signed 
up some impressive clients including Kent 
Messenger Group and News UK.

The Publisher’s Toolbox is fully scalable and, 
Rich is keen to emphasise, is equally suitable 
for large publishing groups and single-title 
publishers, whether in the news, magazine or 
brand media sectors.

These are challenging and exciting times for 
publishers. What, I ask Rich, should publishers 
be doing to ensure a successful future? Rich had 
eight suggestions:

Set your journalists free
“The arrival of the smartphone gave 

mobile journalists the ability to file stories 
on the go; no longer did they have to wait to 
get back to the office. In theory, they could 
now publish the story from anywhere, yet the 
fact is that they are not yet truly free; they still 
labour under many constraints, which reduce 
productivity and motivation. Typically, they 
use a range of tools to submit their stories – 
FTP, email, WhatsApp, WeTransfer, DropBox 
etc, all of which can (kind of) do the job, but 
weren’t designed specifically for publishers. We 

26 | July/August 2018 | InPublishing | This is sponsored content

Tooling up for the job
Having talented and dedicated staff is one prerequisite for publishing success. Another, as Rich Cheary, CEO 

of the Publisher’s Toolbox, tells James Evelegh, is making sure they have the right tools to do the job.

[Supplier Profile - Publisher’s Toolbox]

Y Rich Cheary and Clinton Bosch navigating their way through the 
Colorado Rockies

1

2

3

4

in a cost-effective and controlled way can take 
you a long way. Our software is built on open 
standards, which means that publishers are not 
locked-in. We believe in sharing best practice 
and working together with publishers and 
other tech providers to create the best possible 
tools for publishers.”

So, I ask Rich, what’s the next step? The 
UK market is their primary focus and they 
are in discussions with a number of brands 
and publishers. “We are fortunate to have 
the experience and tools that can digitally 
transform traditional media groups at an 
enterprise level, through replatforming, 
change control and process implementation. 
At the same time, we’ve also launched new 
pure-digital publishing services that utilise our 
tools.” 

Why should UK publishers get in touch, 
I ask. “Well,” says Rich, “if they have a set 
of tools that they’re 100% happy with and 
believe their current providers are doing 
the necessary R&D to lead the way digitally, 
then they shouldn’t! But if there are doubts, 
potential cost unknowns, delivery frustrations, 
operational inefficiencies – then we can 
probably help.”

As we leave the hotel, Rich dashes ahead, a 
meeting to get to apparently, although I have 
a sneaking suspicion that he’s off looking for a 
mountain to climb. This being Sussex, he might 
have to make do with the South Downs. !

supplements or a new picture library service. 
By making it available to your journalists, 
you also help them write more compelling 
stories, by enabling them to pull in previously 
published material. Once archives are indexed, 
and a solid foundation to access such content 
is in place, the possibility of personalisation 
and recommendations is achievable across your 
reader profiles. Our BiblioDAM product gives 
publishers a powerful tool for prising open 
those dusty archives.”

Be the best storytellers
“There will always be a place for the 

straight one-dimensional text-plus-picture 
story, but, increasingly, content is being 
presented in new and novel ways. People 
want to be immersed in the content, to 
experience the story in a multi-faceted 
way. Multimedia storyboarding is proving 
popular, where the reader / viewer is 
effectively being invited into the story, 
to experience the event in the round. 
Traditional publishers, perhaps with a one-
dimensional print heritage, need to embrace 
these new three-dimensional story telling 
techniques. It’s not difficult to do. Give your 
reporters our MoJoReporter app to capture 
the sight and sound.”

Keep it simple
“The best workflow tools all have 

one thing in common – simplicity. They 
are easy to use and involve the minimum 
number of steps to get a job done, whilst in 
the background, they do the heavy lifting 
of digital asset management and reporting. 
If the tools you are using are inefficient, 
counter-intuitive or only get half the job 
done, then productivity and creativity will 
fall as your team uses them ineffectively, 
or starts to use poorly thought-through 
workaround solutions. A publisher can tell 

if their approach needs an overhaul by doing 
a ‘steps audit’. Take a commonly performed 
task and count the number of steps involved. 
The higher the number, the more inefficient 
the process.”

Be transaction-led
“As print revenues continue to decline, 

publishers need to increase their digital 
revenues. Getting people to visit your website 
or app is only half the battle; the other half is 
defining what you want them to do when they 
get there. How do you want them to behave? 
What does a profitable reader journey look 
like? I would suggest looking to maximise 
the number of visits that end with a clear 
transaction; be that an e-commerce purchase, 
a registration / subscription, a response to an 
advertiser message or the posting of content. 
Define what you want them to do, work out 
how you get them to do it, and then monitor 
performance with easily reportable KPIs.”

Work closer with your 
digital providers

“We like to see ourselves more as partners than 
suppliers and we offer an innovative revenue 
share option as an alternative to standard 
license fees. Content producers, platform 
providers and advertisers need to find ways to 
collaborate around a common audience. Risk 
and insight can be shared. We are all trying to 
find answers, where the ability to experiment 
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by Jim Bilton, it consists of nine 
full or half day modules, spread 
over six months, and includes on-
site sessions at: a major magazine 
publisher, a magazine distributor, a 
national newspaper where trainees 
get a chance to sit in on the daily 
editorial conference (a real eye-
opener by all accounts), a leading 
digital agency, a free distribution 
agency and a newspaper print site 
(awesome if you’ve never seen one). 
Other sessions include an industry 

overview and recurring revenue models and 
the course concludes with team members 
being divided into syndicates, each with 
a mentor, and tasked with coming up with 
solutions to a major industry challenge and 
then presenting their findings to a top-notch 
invited audience. It’s an ‘access all areas’ course 
that takes a holistic approach to the industry; 
no other training provider can come anywhere 
near providing anything similar. ACE is in a 
position to put this exceptional programme 
together because of its highly respected 
position and its connections. ACE members 
are in senior positions across the industry. In 
the memorable words of one participant, the 
course helped her discover stuff that she didn’t 
know she didn’t know. [… STOP PRESS!...
SOME PLACES STILL AVAILABLE FOR 
EMPOWER 2018…£1650+VAT…]

Recognition: Newspaper 
& Magazine Awards

ACE’s Newspaper & Magazine Awards 
(NMAs) are one of publishing’s most 
prestigious awards events. A glitzy, glamorous 
black-tie occasion held in May at London’s 
Sheraton Grand on Park Lane, the event 
celebrates achievement in the industry across 
fifteen categories, that reflect the full depth 
and breadth of the sector. Categories include: 
Publication of the Year, National Newspaper 
of the Year, Regional Newspaper of the Year, 
Magazine of the Year (separate awards for 
‘children’s’, ‘specialist interest’, ‘lifestyle’), Free 
Publication of the Year, Digital Publication 
of the Year, Marketing Team of the Year and 
Young Achiever of the Year. Other categories 
recognise launches, campaigns, retailers and 
suppliers. In short, there’s something for 
everyone, and in true ACE style, there is no 
fee for entering a nomination, anyone can 

ACE has been around since 
1951 and stands for the 
Association of Circulation 

Executives. Before you dash for the 
door thinking ‘circulation’ sounds 
very old-school and narrow, the 
acronym could just as easily stand 
for ‘Audience Career Education’. 
This is for you, because it’s an 
association for today.

ACE started off life as a business 
dining and networking club for 
national newspaper circulation 
directors in Fleet Street and wielded 
considerable influence. Over the years, the 
likes of Harold Wilson, Margaret Thatcher 
and John Major all addressed their lunches, 
as did sports stars, comedians, celebrities 
and, not forgetting, celebrity madam Cynthia 
Paine. ACE has long since expanded its 
membership to include the regional press, 
magazine publishers (including the free 
sector) and suppliers. As ACE GC deputy 
chairman James Beardow says, “ACE, today, 
is totally inclusive and welcomes members 
from the whole publishing industry from top 
to bottom and end to end.”

The common thread is that everyone is 
involved in getting the published product to 
market. The printed word is still central, but 
digital’s increasing importance in marketing 
and distribution and the fluidity of the market 
means that ACE’s membership and direction 
is constantly evolving. 

When I asked chairman of trustees Leonard 
Stall where ACE would be in five years’ time, he 
said “central to wherever the industry is then”. 
The unique thing about ACE is that it’s a trade 
association by its members for its members. It’s 
a not-for-profit organisation run by volunteers, 
all people from within the business. ACE is free 
to join and is financed through the activities 
and events it lays on. There are five trustees and 
an eight-man general committee that meets 
regularly to plot its course. Community and 
friendship are key pillars of everything they do.

What, I ask, is the message ACE wants to 
get out to the industry? The answer: if you’re 
in an audience-related role, then register as a 
member and the doors will open to a world of 
multiple opportunities to network, learn and, 
well, have fun. If you’re a publishing director or 
business owner, then encourage your audience 
teams to get involved because when they thrive, 

so will you. You should join too, if you’ve got 
more than a passing interest in how your 
lovingly produced content gets to market. 

Dan Collins, GC chairman, adds: “ACE is a 
phenomenal resource for the whole industry. 
Membership is free and it’s your association, 
so join and benefit.”

That all sounds good in theory, but what, 
in practical terms, does membership of ACE 
bring? The ACE committee deluges me with 
information, which I paraphrase:

Connections for life
Although Leonard Stall met his wife at 

the 1990 Christmas Lunch, ACE can’t promise 
marital bliss for all, but certainly career long 
companionship. Friendship and fraternity is 
central. Members might fight like cats and dogs 
out in the market, but come together under 
the ACE banner, to swap notes and exchange 
ideas. In an ever-changing world, where people 
in the industry will work for many different 
employers in the course of their careers, ACE 
membership remains a reassuring constant.

In an increasingly (digitally) connected 
world, the irony is that … err … people are 
becoming increasingly disconnected. They 
work in silos, eat at their desks, never get 
out; they have hundreds of connections on 
LinkedIn, but never meet anyone. Frankly, it’s 
dispiriting. Membership of ACE is effectively, 
LinkedIn Live! It’s a club, albeit without a 
clubhouse, that’s all about face to face, career-
lasting relationships. 

Education: the Empower 
programme

ACE has been actively involved in education 
for over ten years and has, for the past four, 
run Empower – a training programme par 
excellence. Administered on behalf of ACE 
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It’s your association
get involved!

What’s in a word? Whether you call it circulation, distribution, marketing or audience development, it’s all 
about getting your published product to market. The product and processes might change, but not the 

people, and there is a special association that exists for those people, an association that can help them and 
their companies thrive! James Evelegh met with some of the ACE Governing Committee (GC) to hear why 

everyone can and should be a member.

[Profile - ACE]
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Y Empower: a training programme par excellence.

and good cheer. I’d be extremely surprised to 
find a more festive and exuberant Christmas 
party anywhere in the publishing world. The 
lunch is much more than just an excuse for 
a knees-up, it’s a fantastic opportunity to 
reward colleagues, thank customers, meet old 
acquaintances and make new ones, and … to 
get the Christmas season started.

People buy people, as the saying goes, and 
nothing beats face to face. For all the virtual 
connections we make every day, the best 
business contacts are still made through 
a physical introduction and a handshake. 
Eye contact matters. ACE gets people in 
the industry together… in person, not on a 
website.

ACE has always been about its membership. 
From its early days as an exclusive national-
newspaper-only dining club to it inclusive 
present and future, ACE has evolved with 
the industry and, because it’s driven by its 
members, it will continue to do so.

What then, I ask, should people do? Leon 
Benoiton, from the GC, said: “If being part 
of a club with like-minded people appeals to 
you, plugging into a support network that lasts 
your whole career, then get involved, enter the 
awards, join the Empower programme, come 
along to our social events.”

“A good place to start”, added GC member 
Carola York, “is to simply register as a 
member on the website. It’s free, and means 
that you will get on our mailing list and 
receive advance notice of all our activities.”

That sounds like good advice; in fact, I’ve 
just registered myself. You can also contact 
ACE general manager Mark Farris directly 
to find out more. Mark’s email address is: 
mark.farris@acecirculation.com He and 
ACE look forward to welcoming you into the 
association! !

do it and the nomination process involves 
a simple short template. It’s designed to be 
stress-free and inclusive. Judges are looking 
for excellence, irrespective of resources. It’s 
not the size of your budget that counts, but 
what you’ve done with it and small publishers 
have just as much chance of winning, as large 
ones. As with any leading awards event, being 
shortlisted and / or winning is great for team 
morale and has commercial benefits; people 
invest in winners! If you’re proud of what 
you’ve achieved over the past year, then … 
enter! Mad, not to. 

Team building – aka, 
having fun 

ACE is about bringing its members together, 
in person! Picture this: a June afternoon at 
Kings House Sports Ground, Chiswick, eight-
man teams battle it out in ‘It’s a Knock Out’ 
– managed by a specialist events company, 
incidentally, not the ACE trustees! – a series of 
crazy games involving lots of inflatables, fancy 
dress and soapy water. It’s mayhem, extremely 
undignified and a lot more fun than building 
a raft in the middle of nowhere. At the end 
of the day, after the winning team has been 
crowned, the event concludes with a BBQ. If 
you can’t muster a team of eight, that’s not a 
problem because a number of scratch teams 
are pulled together on the day.

Slightly less energetic, a leisurely riverboat 
cruise – drinks, canapes and networking – on 
the Thames is scheduled for September for 
a hundred or so members and, we mustn’t 
forget the longstanding Summer Pie event 
in July at Worsley Park, Manchester – golf, 

cricket, bowls and lots of food and drink.
The common thread running through 

all of ACE’s activities is connections; giving 
members the opportunity to meet with 
colleagues (current, past and, who knows, 
future), current and potential suppliers, and 
other publishers in relaxed and convivial 
surroundings.

Festive cheer: the 
Christmas Lunch

A special mention must be made for the 
ACE Christmas Lunch, traditionally held 
on the first Wednesday in December at 
London’s Grosvenor House hotel (followed 
a few days later by the slightly smaller, but 
equally festive, ACE Northern Christmas 
Lunch in Manchester). I actually attended 
the London event myself in December, 
along with 600 others, so I can speak from 
personal experience. It was A M A Z I N G – a 
riotous (in a good way) explosion of colour 
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Y The legendary ACE Christmas Lunch: a riotous explosion of colour and good cheer.

Y ACE’s Newspaper & Magazine Awards: one of publishing’s most prestigious awards events.

Y It’s a Knock Out: a lot more fun than building 
a raft in the middle of nowhere.

One thing we’ve noticed is that as the 
number of publishing channels has grown, 
so has publisher creativity. Publishers are now 
finding ever more ingenious places in which 
to serve ads. We have a number of clients 
in the in-flight magazine sector, and serving 
highly targeted ads on the airline tickets and 
boarding cards that we print out at home, is 
just one example.

What could publishers do 
themselves to improve 

ad sales performance?
Whenever I’m asked this, I always 
answer – clean their data! You’d be 

amazed at how often ‘Address line 2’ contains 
“Bob only works mornings” or something 
similar.

Every duplication, incomplete record, 
incorrectly coded prospect will depress the ROI 
on your sales and marketing efforts, and if the 
data is particularly messy, dramatically so.

There are some honourable exceptions, but, 
generally speaking, sales databases across the 
publishing industry are not in the best state.

The solution lies in better documentation, 
training and quality control. The challenge 
many publishers face is that the traditional 
targets set for sales people (‘make a certain 
number of calls a day’) and the remuneration 
and incentive schemes built around them, 

Steph had fallen off her horse three days 
before we met at Publishing Software 
Company’s Stourport offices in mid-

April. Or, to be more precise, the horse 
had thrown her off, and she was feeling a 
little bruised, but we were not meeting to 
discuss her passion for eventing or dreams 
of representing her country; we were here to 
discuss ad sales management! 

It seemed like an opportune moment 
because Publishing Software Company 
(PSC), creators of the widely used Advertising 
Manager software, celebrated its 30th birthday 
in April.

I came armed with some questions for 
Steph:

What are your 
Advertising Manager 

clients demanding more of?
Publishers are taking every opportunity 
to improve their productivity. Primarily, 

this comes in the shape of increased 
automation. One of the recent enhancements 
we’ve made to Advertising Manager is the 
ability to automate the process of artwork 
chasing. If the functionality is activated – and 
some publishers have opted not to – then the 
system will automatically generate a series 
of reminder emails for outstanding artwork. 
Such automation can work really well, 

although it does depend on you efficiently 
logging new artwork as it’s received, to 
avoid pestering clients with unnecessary 
communications.

Streamlining and efficient processes are 
what we’re all about, but I think it’s important 
to draw a distinction between sensible 
automation and OTT automation, because 
the risk is that with complete automation, the 
system ends up controlling you, and not the 
other way around.

Publishers are also trying to reduce risk 
and overheads wherever possible, which 
explains why virtually all our new clients opt 
for our cloud-based offering, as opposed to 
hosting the software in their own offices.

The move to multi-platform publishing has 
driven a lot of system changes over the last few 
years. Long gone are the days when ‘ad format’ 
would be one of a small number of options: 
typically, full, half or quarter pages. Now, the 
type, format and dimensions of the ads we’re 
being asked to manage are infinitely variable.

Clients are demanding more information, 
for it to be tailored to them, at their fingertips 
and to be graphical, so that they can see KPI 
performance at a glance. To that end, our new 
personalised user dashboard which ticks all 
those boxes, is undergoing final testing and 
tweaks and we hope to be able to roll that out 
shortly.
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Count the clicks
How can you tell if your ad management system is up to the job? The answer, do a clicks-audit on each 

of your commonly performed tasks. The higher the number of clicks, the less effective your system. James 
Evelegh talks ad management with Publishing Software Company’s Steph Cope.

[Supplier Q&A - PSC]
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publications. It will continue to evolve, with 
new functionality being added when needed.

On the subject of automation, which we 
spoke about earlier, there is one area of our 
own operations, where we’ve actually resisted 
it, and that is in our support desk service. 
Increasingly, software providers now channel 
their support calls through an automated 
ticketing system, where the publisher reports 
the query / fault online and then gets put in a 
queue with some vague assurance that they’ll 
be responded to “shortly”. One of the things 
we’re most proud of is our dedicated support 
desk, where your call will be answered by 
someone, who, more often than not, will be 
able to sort the problem out there and then.

Finally, why should 
publishers contact you?
Well, the sensible answer is because our 
ad management software will help them 

work more effectively and efficiently, make 
more money and save them masses of time, 
which they can then channel into growing 
their business. The less sensible answer is 
because we’ve got a very well stocked sweetie 
cupboard, full of sugary and chocolatey 
goodies, which we use a lot in our marketing. 
Without giving away the secrets of our 
success, ask for a demo, and you’ll see what 
I mean….

If, as a publisher, you find yourself 
spending more time and energy on the 
management of your ads, rather than on the 
marketing and selling of them, then there’s 
a thirty-year-old specialist supplier who can 
help you out, and, Steph assured me, new 
clients are invariably pleasantly surprised 
when they hear the price. Why not request 
a demo? At the very least, there might be a 
chocolate bar in it for you. !

actively discourage sales people from 
data checking and cleaning. The perhaps 
understandable attitude of many sales staff 
is, “why should I waste time on that when I 
could be on the phone selling, which is what 
I’m being paid to do?”.

Indeed, the problem sometimes runs 
deeper than that, in that some sales people 
operate parallel systems where they actively 
keep their top prospects off the central sales 
database, for fear they might get pinched by 
a colleague.

Perhaps a pristine database is only possible 
if we, as an industry, fundamentally rethink 
how we reward our sales teams – but that’s 
probably not going to happen anytime soon.

How can publishers get 
the best out of their ad 

management system?
I always encourage publishers to use the 
system as it’s been designed to be used, 

to be demanding and to talk regularly to their 
software supplier.

If you discover a bug, then report it. If 
something seems odd or counter-intuitive, 
then talk to your supplier. 

Ad management systems are not rocket 
science. They help manage a series of 
transactional processes which are common to 
all publishers. In short, a good system should 
be able to do pretty much everything you 
want it to do. So, if you find a problem, then 
talk to your supplier about it. It might be a 
simple settings issue or a bug that can be easily 
fixed. Or, occasionally, you might have spotted 
something the system can’t do but should be 
able to do, and that can then be programmed 
in as a system enhancement.

Use the system to the max. It’s been 
designed to make your life easier, so I’m 
always disappointed when I find publishers 
not using its full functionality.

Things to avoid like the plague are creating 
parallel systems, manual workarounds and 
sticking-plaster solutions in response to 
perceived shortcomings of the system. Talk 
to your supplier first, before going off-piste!

For a publisher, what are 
the tell-tale signs that 

the way they manage their 
ad bookings is not fit for 
purpose?

If a publisher has invested in a proper 
ad management system, like Advertising 

Manager, then the system should be fit for 
purpose. Now it’s possible that a publisher 
might not be getting the best out of their 
system, in which case, meetings need to be 
scheduled with their supplier to get to the 
bottom of it.

Generally, though, the systems that are 
not fit-for-purpose are the DIY ones, where 
publishers use the Microsoft Word / Excel / 
Access suite of general office programmes to 
record and manage their ad bookings. This 
approach can just about do the job when you 
have a single title and one sales person, but the 
minute a publisher starts to expand, then the 
system starts to fall apart.

Usually the ‘aaaaaaagh moment’ comes 
when an ad is missed from an issue, a booking 
is disputed and there’s no signed order form 
to fall back on, or where an invoice is never 
raised, and that is usually when they pick up 
the phone to us.

The tell-tale signs that you are not working 
as effectively as you might be are: if contact 
and order information needs to be input more 
than once, if key sales reports take hours to 
compile instead of seconds, if invoice runs 
are seen as a stop-the-presses deal, if simple 
tasks (for example, setting up a new advertiser 
and generating an order form) are, err… not 
simple. I find it’s always a good idea to count 
the clicks; the fewer clicks the better.

For the record, it’s worth saying that 
contact and order details should only ever be 
keyed once!

Often, the trigger for a publisher 
contacting us is a train-wreck moment – when 
real money has been lost. But, I think what 
our new customers notice most after starting 
to use our system is simply the enormous 
amount of extra time they suddenly have. 
Time to grow the business, or take a well-
earned holiday.

What next for PSC?

Continued growth, hopefully. We’ve 
recently doubled the amount of office 

space and taken on an extra developer 
(welcome, David), a new support desk 
person (Zoe) and someone to help me on 
sales (Rita). We’re looking to expand further, 
both staff and office space. Recent new clients 
include Stream Publishing and Karen McAvoy 
Publishing, and we’re working hard to increase 
our client base further.

Advertising Manager is a mature, robust 
solution currently managing over a thousand 
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Y Steph and Laurence Cope celebrate PSC’s 30th birthday with new recruits Zoe (on the left) and 
Rita (on the right).

The Profi t Principle
One word that came up repeatedly in the meeting with Warners Distribution was ‘profi t’ – not their 

own, but that of their publishing clients. Too many distribution strategies are focused on one outcome: 
increased sale, but with little regard to cost. As Stephen Warner and his team tell James Evelegh, 

‘profi t’ is their defi ning characteristic.

10% more pro� t; some of those pro� ts can 
be ploughed back into additional marketing 
activity or developing new routes to market.”

Since adopting profit-driven, multi-
channel strategies on their own titles, says 
Keiron, Warners has tripled its pro� tability at 
newsstand and has, by reinvesting the savings, 
grown their overall reach through increased 
subscriptions and digital edition sales. 
And, adds Andy, the way the Warners team 
operates, those learnings are all fed through 
to their third party clients.

Remember Einstein
One of the many quotes popularly 

attributed to Albert Einstein was his de� nition 
of insanity – namely, doing the same thing 
over and over again and expecting di� erent 
results.

� e traditional newsstand is in long term 
decline. Fact. RSV has dropped 30% in the 

W hat happens if the best thing for 
your title is to put fewer copies 
through the newsstand and to 

build subs and alternative channels to market? 
Can you rely on your current newsstand 
distributor to give you that advice?

You can if your distributor is Warners 
Distribution (part of Warners Group 
Publications). � at was the loud and clear 
message from Managing Director Stephen 
Warner, Sales Development Manager Andy 
Perry and Assistant Circulation Manager 
Keiron Je� eries when I met with them at their 
Lincolnshire HQ in April.

Founded in 1926 as a newspaper and 
magazine wholesaler, Warners has since 
evolved into two linked but independent 
companies on the same site – Warners 
Midlands, the magazine printers, and Warners 
Group Publications which publishes 30 titles 
in its own right (including Motorcaravan 
Motorhome Monthly (MMM), Family Tree, 
British Railway Modelling (BRM) and a 
portfolio of cra� , railway and gaming titles) 
and also provides a range of publishing 
services to other publishers. � ese services 
include printing, subscriptions management 
and, the subject of this article, distribution. 
Warners Distribution handles the distribution 
for Warners’ own titles alongside 95 third 
party titles.

It is this structure which means, says 
Stephen, that Warners can give the type 
of advice you don’t normally hear from 
newsstand distributors who typically frame 
their strategies and solutions in terms of 
the newsstand, because… err… that’s what 
they do! Because Warners o� ers a range of 
publishing services, they don’t have a vested 
interest in promoting any one of those over 
the other. What’s in our interests, says Andy, 
is building long term relationships with 
publishers who may, in time, come to use 
additional Warners services. And because 
Warners’ distribution sta�  are embedded into 
the planning teams for Warners’ own titles, 
they manage a wide range of publishing and 
circulation strategies and are uniquely well 
placed to see what works and what doesn’t 
and to then share those learnings with their 
external clients.

Warners Distribution specialises in non-
mass-market titles, typically titles with 1-20k 
newsstand sales per issue. � is is actually the 
sector, says Keiron, where the most creative 
thinking takes place. Typically these titles 
have smaller promotional budgets than their 
mass-market counterparts and require highly 
tailored plans, laser-focused on making every 

pound work harder.
So, in a declining newsstand market, what 

advice is the Warners Distribution team 
giving their third party clients?

Think profi ts, not 
revenue

A ri�  perhaps on the old ‘turnover is vanity, 
pro� t is sanity’ line, the Warners team is 
single-minded in framing all activity in 
the context of pro� t generation. “If you’re 
prepared to throw enough money at it,” says 
Stephen, “it’s easy to increase revenue at 
newsstand, but at what cost? We want our 
clients to be in business a year from now.”

“Lots of publishers believe that operating 
at 30% sales e�  ciency is a price worth paying, 
but it represents huge wastage. It’s sometimes 
a case of less is more. For instance, a strategy 
of reduced (but much better targeted) 
availability might lead to 2% less sale, but 

‘profi t’ is their defi ning characteristic.

decline. Fact. RSV has dropped 30% in the availability might lead to 2% less sale, but 

[Supplier Profile - Warners Distribution]
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Y Some of the Warners team (from left): Andy Perry, Paul Yeardley and Keiron Jefferies.

Y Warners: printing and publishing services all on one site.
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many UK publishers don’t consider exporting. 
English is the international language, our 
publishing sector is highly regarded and 
exported copies command premium prices. 
� is all means that, if done intelligently, it’s a 
pro� table route to market.”

Remember – you have a 
choice

For some publishers, a distributor is for life. 
Not necessarily because of the outstanding 
service they provide, but because publishers 
assume that changing distributor is a hugely 
complicated and risky thing to do. It’s all too 
scary; the world might implode. Far better to 
leave things as they are; a� er all, better the 
devil…

“This is a misconception”, says Andy. 
“Changing distributor is a straightforward 
process. Notice has to be given and certain 
bits of information transferred. Essentially, 
the old and the new distributor take care of 
everything. For the publisher, it’s a painless 
procedure.”

The only caveat is that notice periods 
can vary from one distributor to the next 
and some contracts are quite proscriptive 
regarding dates by which notice should be 
given. Publishers just need to check the small 
print of their existing contracts.

“Mutually beneficial, long term 
relationships are what we’re after,” says 
Stephen. “If you’re happy with your current 
distributor, then stay put, but if you’re not 100 
per cent certain that you’re getting the level of 
service you need, then have a chat with us.”

� ese are challenging times, but there was 
a noticeably upbeat mood in the Warners 
meeting room. � e newsstand might be in 
long term decline, but that decline can be 
intelligently managed and, through exploiting 
subscriptions, export, digital, events et al, 
overall copy sales and brand reach can be 
grown. Warners say they’ve proved that 
with their own titles and want to share that 
knowledge with their external clients.

“With change”, says Andy, “comes 
tremendous opportunity and proactive 
publishers are doing some incredibly exciting 
things.”

“Given that up to 70% of some print runs 
are currently being wasted, this represents 
a tremendous opportunity for publishers to 
realise savings and reinvest in brand building,” 
says Stephen.

“If your current marketing and distribution 
is not as integrated and fully rounded as you’d 
like; if you fear that you’re overly reliant on one 
route to market or if you simply want to plug 
into the expertise of a unique distributor, who 
is also a major independent publisher, then get 
in touch with us at Warners Distribution.” !

last � ve years, supermarkets have cut back on 
shelf-space and many independent retailers 
have shut up shop.

� is means, says Keiron, that publishers 
can’t keep repeating the same distribution 
strategies and expect them to start yielding 
better results.

� e newsstand is still a signi� cant route to 
market and will remain so for the foreseeable 
future, but now is the time for fresh thinking.

� e business model needs to evolve, says 
Andy. Successful publishers are those that 
learn to adapt and exploit new routes to 
market alongside the existing ones.

Think ‘circulation’, not 
‘distribution’

� e need for new integrated strategies means 
that publishers and their distributors need to 
develop fully rounded circulation strategies, 
that encapsulate all routes to market.

It’s not print or digital, newsstand or subs; 
it’s all of the above, and more. Events, for 
example, is an increasingly important part of 
many titles’ overall brand strategy. But they 
mustn’t be handled in isolation. Your strategy 
for each route to market should be a� ected 
by and inform all the others. It’s a question of 
joined up thinking.

A siloed approach to circulation, 
where each route to market is developed 
independently, is no longer � t for purpose, 
though still commonplace. “Our view is that 
distributors have to be fully acquainted with 
an integrated multi-media publishing strategy 
and the merits of each route in expanding a 
brand,” says Andy.

“Our distribution teams do not approach 
circulation from a ‘distribution’ point of view. 
� ey have real publishing knowledge, gained 
through working on our own titles and they 
see the whole picture. � ey know that the 
solution is more than just banging out more 
copies,” says Stephen.

Keiron adds, “It’s all about adding value. 
With the wealth of publishing expertise we 
have in-house, we always know who to ask for 
help, whatever the situation. It’s about sharing 
knowledge.”

Don’t assume 
everything’s tickety-boo

“The fact is”, says Keiron, “that for some 
publishers, distribution is seen as a bit of a 
dark art. � ey don’t really understand it and 
are happy to assume that their distributor has 
everything under control.”

� at’s risky.
“Distribution is not rocket science and 

well-informed publishers can make better 
brand decisions if they understand it better. 
Part of our mission is to educate and explain. 
We try to meet our clients regularly, face-to-

face, to explain activities, assess performance 
and explore opportunities.”

Regular reports are important, but 
sometimes ignored, and, says Keiron, there’s 
no substitute for face-to-face.

“We also encourage timely planning of 
all promotional activity. Planned in advance, 
costs can be better managed. Rushed, last 
minute activity tends to be expensive, and 
in today’s environment, promotional budgets 
need to work harder to deliver the best 
possible ROI.”

Your front cover has a 
job to do

If newsstand sales are still important to you, 
then your title must stand out from a crowded 
magazine rack. Publishers and editors can’t 
a� ord to lose sight of the fact that their front 
cover has a crucial sales and marketing role 
to play.

Warners holds regular front cover 
workshops for its clients and the key messages 
they try to get across are: see the cover 
primarily from a sales perspective, not an 
editorial one; design the cover at the start of 
the process, not at the end; make sure your 
key branding and sales messages are top and 
le�  and that your coverlines focus on your 
main content highlights.

� e newsstand is the sales environment your 
title will be seen in (or not!), so any time you 
can spend standing in front of a magazine rack, 
familiarising yourself with it, will not be wasted.

“Remember,” adds Stephen, “you are selling 
the sizzle, not the steak.”

Don’t forget export
“It’s surprising”, says Keiron, “that so 
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Warners Distribution
The Maltings, West Street, Bourne, Lincolnshire, PE10 9PH
Andy Perry, Sales Development Manager
 01778 391 152   07788 144 530  

 andyp@warnersgroup.co.uk   www.warnersgroup.co.uk

Y “...a unique distributor, who is also a major 
independent publisher...”
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Y Weekly e-newsletter 
sent to approx. 10,100 
email addresses

Y Brand awareness 
opportunities through 
sponsorship, banner, and 
text advertising

Y Banner ads available, 
priced at £80 each 
(when purchasing  
2-4 ads)

Y Mailing list cleaned 
weekly to remove 
unsubscribes,  
gone-aways and  
hard-bounces

InPubWeekly 
e-newsletter
InPubWeekly is a weekly email digest of the latest publishing industry news, emailed every 

Thursday morning to approximately 10,100 email addresses. In addition to the news, 
InPubWeekly also carries in-depth articles and comment, the latest jobs and a featured category 

from our Publishing Services Directory.

Text advertising
Includes: Header +  
285 x 190px image  
+ 100 words of text (which 
can include embedded links)
Image format: JPG, GIF 
or PNG
Max file size: 50kb
Prices: 
1 insertion . . . . . . . . . . .  £125     
2-4 insertions. . . . . . . . . .  £95 
5+ insertions . . . . . . . . . .  £75

Banner advertising
- 600 x 120px banner
Format: JPG, GIF or PNG
Max file size: 50kb
Prices: 
1 insertion . . . . . . . . . . .  £100     
2-4 insertions. . . . . . . . . .  £80 
5-11 insertions . . . . . . . .  £60
12+ insertions . . . . . . . . .  £50

E-newsletter headline 
sponsorship
Includes: 600 x 120px  
banner, 285 x 190px  
image + header + 100 
words of text (which can 
include embedded links)
Banner & image format: 
JPG, GIF or PNG
Max file size: 50kb
Prices: 
1 insertion . . . . . . . . . . .  £250     
2-4 insertions. . . . . . . . . £175  
5+ insertions . . . . . . . .  £150

10k+ 
mailing 

list

Mobile-
enabled!



Acquisitions & Mergers / Broking

Mediafund

Piers Russell-Cobb 07768 992 374
prc@mediafund.co.uk 
www.mediafund.co.uk

Prism Consult

Robert Palmer 020 7431 8619 
Robert@PrismConsult.co.uk 
www.prismconsult.co.uk

Advertising Sales

Cabbell Group

Andrew Todd 020 3603 7937
andrew.todd@cabbell.co.uk 
www.cabbell.co.uk

Spread the Word Media

Martin Maynard 02393 781736
hello@spreadthewordmedia.com 
www.spreadthewordmedia.com

Contract / Customer Publishing

ATG Media

Mike Barnes 01733 230 400 
mikebarnes@atgraphicsuk.com 
www.atg-media.com

Cabbell Group

Andrew Todd 020 3603 7937 
andrew.todd@cabbell.co.uk 
www.cabbell.co.uk

Design / Repro / Pre-press Services

ATG Media

Mike Barnes 01733 230 400 
mikebarnes@atgraphicsuk.com 
www.atg-media.com

Fly Marketing

Tim De La Salle 020 3642 2359 
tim@fl ymarketing.co.uk 
www.fl y.marketing/publishing

liquorice creative

Jason Taylor 01252 617 050
jason@liquorice-creative.co.uk 
www.liquorice-creative.co.uk

Raspberry Jam Creative

Ian Blaza 01536 520654 
ian@raspberryjamcreative.co.uk 
www.raspberryjamcreative.co.uk
Y See our ad on Page 13.

Rhapsody

Christian Price 020 7729 1000 
christian.price@rhapsodymedia.co.uk 
www.rhapsodymedia.co.uk

The Magazine Production Company

Dean Cook 01273 467 579
info@magazineproduction.com 
www.magazineproduction.com

Digital Editions / Apps

Afrozaar

Rich Cheary 020 7193 9711 
richard.cheary@afrozaar.com 
www.afrozaar.com

censhare (UK)

Phil Arnold 07507 599 303 
pa@censhare.com
www.censhare.co.uk

Edition Digital

Barbara Matijasic 020 7043 3573
barbara.matijasic@editiondigital.com 
www.editiondigital.com

Exact Editions

Daryl Rayner 020 3116 0155 
publisher@exacteditions.com 
www.exacteditions.com

Jellyfi sh Connect

Ian Remmer 0207 608 6337 
ian.remmer@jellyfi shconnect.com 
www.jellyfi shconnect.com

Miles 33

Rob Parsons 01344 861 133 
info@miles33.co.uk 
www.miles33.com

PageSuite

Lucy Tozer 01233 721 030 
lucy.tozer@pagesuite.com 
www.pagesuite.com

Paperlit

Marco Atzori 020 3286 2435  
marco.atzori@paperlit.com 
www.paperlit.com

SPRYLAB technologies

John Rahim 020 7947 4278
john.rahim@sprylab.com 
www.sprylab.com

The App Lab

Craig Llewelyn-Williams 0845 835 8828 
craig@theapplab.net 
www.theapplab.net

vjoon

Holger Kraemer +49 40 55 69 50 23 
hkraemer@vjoon.com 
www.vjoon.com

WoodWing Software

John Cunningham 07836 762608 
jcu@woodwing.com 
www.woodwing.com

YUDU Media

Nicholas Kleanthous 0870 760 9258 
marketing@yudu.com 
www.yudu.com
Y  See our ad on P39.

Digital Graphics Networks / File Transfer

Dubsat Ltd

Sales 020 7427 2165
uksales@dubsat.com
www.dubsat.com

Event Support Services

CIRCDATA

James Ormiston 01635 869 868
j.ormiston@circdata.com
www.circdata.com
Y See Profi le on P16 & ad on P37.

ESco

Alistair Wood 01371 851 800 
alistair.wood@esco.co.uk 
www.esco.co.uk 
Y See our ad on P23.

Journalist Apps / Services

Afrozaar

Rich Cheary 020 7193 9711 
richard.cheary@afrozaar.com 
www.afrozaar.com

Magazine / Newspaper Distribution

COMAG

Jonathan Marsh 01895 433 687
jonathan.marsh@comag.co.uk 
www.comag.co.uk
Y See our ad on Page 29. 

Dawson Media Direct

Simon Hancott 01753 485 000
simon.hancott@dawsonmd.com 
www.dawsonmediadirect.com

Global Media Hub

Stephanie Hyde 01932 450 709 
info@globalmediahub.co.uk 
www.globalmediahub.co.uk

Gold Key Media

Chris Horn 020 7491 4065
info@gkml.co.uk
www.gkml.co.uk

Intermedia Brand Marketing

John Bardsley 01293 312 001
john.bardsley@inter-media.co.uk 
www.inter-media.co.uk

Marketforce

Jenny Taylor 0203 787 9126 
jenny_taylor@marketforce.co.uk 
www.marketforce.co.uk
Y See our ad on Page 11.

MG Promotions

Maureen Greene 020 7866 5430 
maureen@mgpromotions.co.uk 
www.mgpromotions.co.uk 
Y See our ad on P19.

Newssolutions

Tracey Hart 020 7782 6175
tracey.hart@news.co.uk 
www.newssolutions.co.uk
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For full & up-to-date listing, see InPublishing website
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Y Supplier directory 
distributed across all 
InPublishing’s platforms: 
bi-monthly print 
magazine, InPublishing, 
weekly e-newsletter, 
InPubWeekly, full online 
company profile

Y Unlimited 
‘newsworthy’ press 
releases (£50 each for 
non-advertisers)

Y Brand awareness 
opportunity

INTEGRATED 
MARKETING

1 PRICE, 3 PLATFORMS

Publishing 
Services Directory
A directory of suppliers to the newspaper, magazine and online publishing sector 

designed on the one hand to enable publishers to find the most suitable providers of 
services to match their needs, and on the other, to give suppliers as many opportunities 

as possible to demonstrate the full range of their services to prospective publishing clients.  
(Also, for listed suppliers, the standard £50 fee for publishing supplier press releases is waived. Your published 
press releases now feature on your profile page, in a ‘News’ box. Our supplier press release guidelines are 
available from our website or on request.)

“It’s the only business magazine I read without fail!”
Ian McAuliffe, chief executive, Think Publishing 

InPublishing magazine

InPubWeekly e-newsletter
(one category featured each week)

InPublishing.co.uk

£295 
for 12 

months

Preferential 

Partner Profile 

rate in PPG -  

see page 10

New 
mobile-

optimised 
layout
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Y Average unique visitors 
10,123 per month during 
Q2, 2018

Y Brand awareness 
opportunities through 
banner advertising and 
site ‘takeover’

Y All banner ads are 
priced at £50 per 1,000 
impressions (capped as 
per your budget)

Y Site ‘takeover’ available 
at £300  
per week

Y Article page ads are 
randomly served

Y Fixed positions also 
available on listing pages

Banner 
advertising on 
InPublishing.co.uk
InPublishing.co.uk is the gateway to InPublishing’s online news & features, and an 

impressive repository of online written, audio and visual content. The average number 
of unique visitors during Q2, 2018 was 10,123. InPublishing.co.uk has a range of 

banner ad packages available to suit your budget.

Site takeover
We offer a ‘takeover’ of our listing and 
article pages for £300 per week. Currently 
this would deliver over 12,300 impressions 
of your advert per month.

Artwork requirements:
Banner (desktop): 1016 x 124 px
Banner (mobile): 768 x 240 px
Tower (desktop): 300 x 600 px
Box (listing pages only): 230 x 210 px
 
Banner ads should be provided in two versions: ‘banner (desktop)’ and ‘banner (mobile)’.
Tower ads should be provided in three versions: ‘tower’, ‘banner (desktop)’ and ‘banner (mobile)’
Box ads should be provided in two versions: ‘box’ and ‘banner (mobile)’
 
The artwork should be provided as follows:

Z For ‘static’ images: an uncompressed file in either PNG or TIFF format only.

Z For ‘animated’ images: GIF format only (Max file size: 150kb).

Z In a ZIP file.

£50
CPM

Banner

Tower

All-new 
website

from March 
2019

Also 
available:  
Featured 

Supplier Video 
package
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Y Live interactive 
event with InPublishing 
community

Y A minimum of 50 
registrations guaranteed!

Y Webinar packages 
provide thought-
leadership opportunity

Y Brand awareness 
opportunity through pre / 
post-event marketing

Y Direct-response 
mechanism via 
registration details and 
poll functionality

Y Investment provides a 
unique platform for your 
company to engage with 
the InPublishing audience

InPublishing 
Top Tips 
Webinars
One of the best ways of imparting information is through the immediacy and 

interactivity of our highly regarded Top Tips Webinar series. The emphasis is 
on providing our audience with actionable intelligence and insight from leading 

industry figures, through live events accessed from their own desktop, tablet or mobile device.

Presenter @ £2,500
For webinars with a sole presenter delivering a ‘top tips’ presentation (subject matter 
to conform to InPublishing editorial guidelines)

Z Co-branded together with InPublishing on all pre / post event materials

Z Pre-event marketing to InPubWeekly & InPublishing.co.uk audiences (4 weeks)

Z Full registration data

Z A minimum of 50 registrations guaranteed!

Z Moderator supplied by InPublishing

Z 20 minute PowerPoint presentation during “live” event

Z 10 minute “live” Q&A hosted by the moderator

Z Polling (optional)

Z Link to archived webinar

Z Recording of the webinar (MP4 file) for use on your own site

Roundtable @ £3,000
For webinars with up to three panellists (linked via webcam) discussing a key area of 
publishing (subject matter to conform to InPublishing editorial guidelines)

Z Co-branded together with InPublishing on all pre / post event materials

Z Pre-event marketing to InPubWeekly & InPublishing.co.uk audiences (4 weeks)

Z Full registration data

Z A minimum of 50 registrations guaranteed!

Z Moderator supplied by InPublishing

Z 35 minute discussion

Z 10 minute “live” Q&A hosted by the moderator

Z Link to archived webinar

Z Recording of the webinar (MP4 file) for use on your own site

Webinar promotion
InPublishing promotes every webinar heavily. 
This includes three solus e-blasts and a 
dedicated section in InPubWeekly.

New 
format:  

roundtable
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Y Promote your 
vacancies to 
InPublishing’s audience 
of senior publishing 
executives 

Y Weekly promotion 
of your vacancy via 
our InPubWeekly 
e-newsletter

Y Block booking 
discounts available

Jobs Board
The InPublishing audience is a mix of senior management working in UK 

newspaper, magazine and online communities. InPublishing’s content is 
targeted at companies working across print, online and digital platforms.

Each job vacancy is posted for 8 weeks on our jobs board (this period can 
be extended at no extra cost) and sent out every Thursday morning via our 
e-newsletter, InPubWeekly, to approximately 10,100 email addresses. When first 
posted, your job vacancy will be included in an email alert.
Current vacancies are also listed in each issue of InPublishing magazine.
Whether you are a company looking to hire a new member of staff, or a recruitment 
agency looking to fill several vacancies; InPublishing can help.

Typical job posting

Prices
start
from
£195

Prices
Do it yourself (DIY): £195
Have us set it up for you: £250

Recruitment Agencies
Please contact us to discuss block 
booking discounts.

Publicising your vacancy

Company Job Title Location Salary

DVV UK Audience Development Executive Sutton £25k

Gold Key Media Publisher Account Manager London Competitive

Warners Group Publications plc Publisher Account Manager Bourne, Lincolnshire Commensurate with 
experience

 Perception

 Andy Kirk 01825 701 520 
andy@pmps-uk.com 
www.publisher-crm.com

Publishing Software Company

Stephanie Cope 020 8088 2737 
steph@p-s-c.co.uk
www.p-s-c.co.uk

The Engine Shed (UK)

Patrick Lidstone 020 7183 0200 
patrick@theengineshed.com 
www.theengineshed.com

Weaver Software

Alan Weaver 020 7739 9208 
alan.weaver@weaver-software.com 
www.weaver-software.com

Subscription Consultancy Services

Off The Page Consultancy

Wendy Gregory 01227 769 337 
wendy.gregory@offthepageconsultancy.co.uk
www.offthepageconsultancy.co.uk

Zenith Marketing Services

Simon Howarth 01254 832 750
simon@zenith-marketing.co.uk 
www.zenith-marketing.co.uk

Subscription Websites / Online Newsagents

isubscribe

Hannah Wood 020 7199 0163 
Hannah.wood@isubscribe.co.uk 
www.isubscribe.co.uk

Jellyfi sh Connect

Ian Remmer 0207 608 6337 
ian.remmer@jellyfi shconnect.com 
www.jellyfi shconnect.com

Readly

James-Lee Breen 020 7340 6392 
james.breen@readly.com
www.readly.com

Subscriptions Bureaux

 Abacus e-Media

 Charles Arthur 020 7766 9810 
info@abacusemedia.com 
www.abacusemedia.com

Air Business

Dave Appleton 01444 445 517
hello@airbusiness.com
www.airbusiness.com
Y See our ad on Outside Back Cover.

Beeline Data Services

Daniel Verrells 01342 312593 
daniel@beelinedata.co.uk
www.beelinedata.co.uk

BPI Associates

Tony North 01462 636 264 
tnorth@bpiassociates.co.uk 
www.bpiassociates.co.uk

circdata

James Ormiston 01635 869 868 
j.ormiston@circdata.com
www.circdata.com  
Y See Profi le on P16 & ad on P37.

dsb.net

Angus Chenevix Trench 01604 251032
angus.chenevixtrench@dsbnet.co.uk 
www.dsbnet.co.uk

ESco

Alistair Wood 01371 851 800 
alistair.wood@esco.co.uk
www.esco.co.uk  
Y See our ad on P23.

Intermedia Brand Marketing

John Bardsley 01293 312 001
john.bardsley@inter-media.co.uk 
www.inter-media.co.uk

 Perception

 Andy Kirk 01825 701 520 
andy@pmps-uk.com
www.publisher-crm.com

TCO Services

Julie Enever 020 8597 0181
tco-services@dial.pipex.com
www.tcoservices.co.uk

TIIFS

Ian Macfarlane +31 20 4874 482 
ian.macfarlane@timeinc.com 
www.tiifs.com

Warners Group Publications

Collette Smith 01778 391 188
collette.smith@warnersgroup.co.uk
www.warnersgroup.co.uk/
services/subscriptions

Telemarketing Services

Merit Group

Ben Tindall 0845 226 0631
ben.tindall@meritgroup.co.uk 
www.meritgroup.co.uk

Trade Associations

The UK Association of Online Publishers

Sarah Lomax 020 7025 8040 
sarah.lomax@ukaop.org
www.ukaop.org

Video Production Services

 Nemorin Creative

 Pete Fergusson 0330 122 47 14 
hello@nemorin.com 
www.nemorin.com 

Website Design / Creation

Bluetel Solutions

Jan Kolasinski 0121 643 7469
info@bluetel.co.uk
www.bluetel.co.uk

Clock

Jason Treloar 01923 261166 
jason.treloar@clock.co.uk
www.clock.co.uk
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Job vacancies
To submit a vacancy, go to the jobs section of the InPublishing website.

 www.inpublishing.co.uk/jobs

See the jobs section of the InPublishing website for full details on vacancies below
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Promoted in InPubWeekly e-newsletter

Current vacancies are listed in 
InPublishing magazine

New 

mobile-

optimised 

layout
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Y Brand awareness 
opportunities

Y Thought-leadership 
via advertorial content 
(print & digital)

Y Annual A5 print 
publication

Y Print run: 10,000

Y Also made available 
as digital download

Y Distributed with 
InPublishing magazine 
and at leading industry 
events

Publishing Partners 
Guide 2019
The Publishing Partners Guide (PPG) is an annual publication from 

InPublishing. The PPG is designed to help UK newspaper, magazine and 
online publishers source the very best service providers.

10,000 copies of the A5 guide will be printed in mid-January 2019 with an initial 
5,500 mailed with the Jan/Feb 2019 issue of InPublishing magazine. The balance 
of the printed copies will be distributed throughout 2019, including at prestigious 
publishing events as a part of our partnerships with leading trade bodies such as 
the AOP, PPA and WAN-IFRA.
A digital version of the PPG will be heavily promoted via InPublishing’s website, via 
the weekly e-newsletter, InPubWeekly, and through social media channels.

2019

An InPublishing publication

Finding the 
right service 

provider

Partner Profile

Price: £845  
(£500 if you have a current Publishing 
Services Directory listing with 
InPublishing - see page 6)

Advertorial

Price: £900

Display Advertising

Prices: Inside Front Cover: £1,250

Outside Back Cover: £1,350

Inside Back Cover: £950

Inside display pages: £875

Magazine / Newspaper 
Distribution

Event Support Services

Mailing / Delivery 
Services

Gold Key Media is the world’s premier audience engagement 
agency specialising in the publishing sector. Representing over 300 
international publishers, we provide bespoke sales and placement 
programmes to increase their circulation and advertising revenue. 
Our Publishing team have considerable industry experience, having 
worked on the launches of many of the UK’s premium, “freemium” 
publications. Being ex-publishers, we understand the dynamics 
and mechanics of what makes a publication successful. Accurate 
distribution is essential. However, we do so much more for our clients, 
such as: securing revenue from sales to venues, identifying 3rd party 
sponsors, direct advertisers or brand activations through bespoke events. Our Venue team have 
an in-depth knowledge of this complex sector and work directly with venues in securing sales or 
placement in targeted and relevant locations. 

We provide:
 Copy Sales: We sell considerable volumes of magazines and daily newspapers to our venue 

clients (hotels, airlines, trains, hair salons, gyms etc) globally.
 Copy Placement: Bespoke placement includes luxury hotels, health spas, private members’ 

clubs, private jet centres, � rst class airport and train lounges, cruise ships, private medical facilities 
and universities etc.

 Corporate O�  ces: Dedicated display racks in some of the � nest business addresses in London, 
Birmingham, Manchester, Paris, Frankfurt, New York and Singapore. Targeting global brands such as 
SKY, IBM, BA, Deutsche Bank, HSBC, Credit Suisse, Adidas, Google, Microsoft and Skype. Pioneering 
facial recognition software to provide in-depth audience demographics back to our clients. 

 Brand to Hand Merchandising: Placing product directly into the hands of the consumer. We 
provide experienced and presentable sta�  for regular weekly hand-outs or one-o�  promotional 
campaigns.

 Event distribution: Fashion Weeks, Art Fairs, World Economic Forum etc are some of the 
typical events we use to secure a highly specialised and captive audience. The list is endless. 
Advising publishers on how to create commercial opportunities at events by using brand 
activations and media partnerships.

 Subscriptions: Full campaign management including booking space, branding, and providing 
experienced sales sta� .

 Residential and Business Door-Drops: Delivering publications to homes and businesses 
nationally, using the latest Geoplan technology, with distribution plans created based on audience pro� le.

 Digital: Innovative new digital media platform, supplied to luxury venues including 5-star 
hotels and exclusive private members’ clubs globally.

 Logistics: International freight, parcel distribution, mailings, print site pick-up and pallet 
transport.

 Subscription Pack Service: Our subscription pack service, Gold Key Media Subscriptions, sells 
magazines to salons, spas, dentists and waiting room environments.

Quite simply, we secure you the targeted audience your publication needs to thrive and grow.
Audience Capture – Audience Delivery – www.gkml.co.uk
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Managing Director
Gold Key Media
Third Floor
5-7 John Prince’s Street
London
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 020 7491 4065
 chris.horn@gkml.co.uk
 www.gkml.co.uk
 http://bit.ly/2jfgENF
 @GoldKeyMedia
 www.facebook.com/goldkeymedia
 www.instagram.com/goldkeymedia
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Embrace Your Mobile Audience – 
BlueToad’s Hutch Hicken

Why digital? 
It’s a 

question we hear 
often at BlueToad. 
With publishers already supporting print, 
web, and social media, they openly 
wonder where the digital edition � ts in. 
The answer is simple – digital editions 
(in one form or another) have remained 
relevant over the past decade because 
there is an audience that wants the unique 
experience of a digital edition. Digital 
editions o� er a curated, packaged, and 
delivered content experience most similar 
to print but with obvious digital bene� ts 
and on the devices that matter most to 
readers. And now, it’s this experience on 
phones in particular that is pushing the 
digital edition model to evolve the most. 

We recently reviewed reader data for 
publishers on the BlueToad Platform and 
found that over 50% of all views come 
from a mobile device. If it wasn’t clear 
to publishers before, it should be now. 
Translating content well to the small 
screen is mission critical to a successful 
digital content distribution strategy. 

Seeing this emerging trend several 
years ago, we began focusing nearly all 
our energy at BlueToad on this singular 

objective. We talked 
to publishers, 
analysed leading 
content delivery 

apps, and explored optimal mobile reading 
experiences. Through the process, we 
found that the editorial process of curating 
and producing great, trustworthy content 
is still the � rst step to a successful digital 
content distribution strategy. Indeed, we 
saw how important it is to fully present 
the publisher’s brand to the reader. 

It was also clear that good mobile 
content must be appropriately sized and 
navigable by scrolling and swiping. It must 
contain simply formatted text, images, 
and videos. It should place your 
website and social media at the 
� ngertips of your readers and 
e� ortlessly incorporate available 
video and RSS feeds. Finally, 
and as we now well know 
from the advent of ad blockers, 
it became clear that ads should 
be as relevant and unobtrusive as 
possible on a phone.

The mobile edition has since 
continued to evolve. Publishers are 
incorporating audio articles to address 
the emerging trend of readers wanting 

to listen to content on the go. They are 
publishing fresh content direct to mobile 
without a designed PDF. They are even 
incorporating virtual reality experiences for 
key pieces of content or advertisers. 

Without question, now is the time 
to embrace your mobile audience with 
not only great content that represents 
your brand but also content delivered 
appropriately on the devices that matter to 
your readers. This is what readers are now 
expecting.

About BlueToad
For more than a decade, BlueToad has worked with thousands of 
publishers in the U.S. to create and monetise beautifully responsive 
digital editions and web content. BlueToad is now bringing its 
solution and partner-focused service to Europe with the 
opening of an o�  ce in London. BlueToad is focused on 
emerging technologies like mobile editions, responsive 
web content, audio articles, and virtual reality.

       info@bluetoadpublishing.co.uk  
       020 8068 5546
       www.bluetoadpublishing.co.uk
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www.celloglas.co.uk
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Limited 
availability - 

Book early!


