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In 1492, Christopher Columbus set off to
discover a direct route that would connect
Europe to the Orient. 

Five hundred years later, Tim Berners-
Lee set his mind to finding a way to con-
nect members of the scientific community. 

The connection for each of them
turned out to have quite a different impact
than anyone expected.

Permit me to observe that
when I look back at the develop-
ment of GRAPHIC EXCHANGE

over the past decade, I sense a
certain personal parallel with
both Columbus and Berners-
Lee. When the magazine began
back in 1991, I envisioned that it would be
a publication which would focus on the
importance of desktop technologies as an
irresistibly binding force connecting two
rather disparate groups—creative graphics
and graphic arts. Little did I imagine that
our mandate would have to expand to en-
compass the Internet, that astonishingly
powerful new communication medium
developed by Berners-Lee, or that the per-
sonal computer technologies which excit-
ed us back then would mature so quickly
into systems powerful enough to produce
full screen digital video and 3D virtual re-
ality. In Columbus-like fashion, we were
only looking for a shorter, faster route to
the press—but instead we found a way to
view the whole world and everything on it.

More amazing still, these digital tech-
nologies now travel beyond our own plan-
et, and back again. Color images from oth-
er regions of the solar system are being de-
livered to every desktop on Earth—and in
far less time than it takes to have a maga-
zine printed and distributed. Indeed, per-

haps a sure sign that the printed page has
lost its status as our primary graphic com-
munications medium can be measured by
the fact that when the NASA Mars Rover’s
high resolution panorama image of the
planet’s surface (which we have repro-
duced in this issue in a special five-panel
gatefold centrespread) was posted on
NASA’s website on January 12th, its server

was soon choked by user down-
loads from all over the globe.
Can there be any further doubt
that The Page Has Turned (a
theme discussed in more detail
on page 12)? 

The screen page is now our
basic information carrier, and the printed
page must support this new graphic com-
munication model. Designers and pub-
lishers will have to adapt their creative
skills to this change.

No matter which page we discuss, we
will still need type, the most fundamental
communication element of all. Choosing
typefaces which work both in print and on
screen will demand good design judgment
and well-conceived twenty-first century
fonts—ten of which fell under Nick
Shinn’s scrutiny in New Plastic Weapons,

on page 24 of this issue.
But what’s a page worth? Is there any

way to compare the cost and the value of a
printed page to a page on screen? This is a
question with which all publishers will be
forced to wrestle, even as they watch their
audiences migrate to new media.

GRAPHIC EXCHANGE publishes roughly
300 pages a year for a readership of about
40,000 (based on our annual reader sur-
veys which consistently show 2.4 readers
per copy). In Web terms, multiplying
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pages by readers, that’s a potential twelve million “hits” per year.
The cost of printing and delivering the five million pages

which this requires—excluding creative and page preparation ex-
penses—is around 3.5 cents per page (which is high by standard
magazine and newspaper standards). Therefore, the lowest theo-
retical net cost to manufacture and deliver one printed page to
one reader is 3.5 cents per page divided by 2.4 readers, or 1.45
cents per individual page view, or “hit”. 

Now, let’s imagine for a moment that there was a way for us to
reformat and deliver GRAPHIC EXCHANGE pages right to your
screen, with the same high quality of content and readership val-
ue that you now enjoy in print, and with the capability to print all
type and graphics in high resolution color, at your option. And say
we also gave you more than just text and images, letting you play
full screen videos or animations in real-time, interact with objects
or environments in 3D, dig deeper into any topic using live Web
links, buy products with the click of a mouse, and have informa-
tion—like dates or pricing or even today’s news—automatically
updated whenever you open the file.

That may sound a lot like what the Web provides—except that
Web pages don’t print in high resolution, video can’t play full
screen, nothing happens in real-time, and everything depends on
your browser, a gaggle of plug-ins that need regular upgrading,
and the limitations and variability of your Internet connection.

This is what makes the potential of rich PDF so interesting.
Once you have them, rich PDF pages don’t need a browser or a
Web connection—and video or printing is limited only by the
speed of your machine. Creating rich PDFs is now as simple as
laying out pages for print, as Lidka Schuch shows us in a brief tu-
torial on the latest version of Adobe InDesign starting on page 14.
Browsing through a library of PDFs and assembling them into
one custom PDF file for high speed download is now possible
through Adobe Document Server technologies, which Bob Con-
nolly describes on page 20 in The power of PDF ‘on the fly’.

But how much would it cost? If only those 300 GRAPHIC EX-
CHANGE rich PDF pages could be produced and delivered to an
audience of 40,000 (or more) at a penny and a half per page.
Adobe holds exclusive rights to its PDF server-side technologies,
and its current valuation of Adobe Document Server pages ap-
pears to be greater than that. Adobe’s Enterprise rate for Acrobat
Elements, for example, is US$28 per user, minimum 1,000 users. 

However, if the costs of screen pages and print pages were
comparable, would the investment in rich media production and
digital distribution for 12 million digital pages per year represent
better “value” than paper, press time, postage and mailing?  

The printed page has advantages over the screen in terms of
portability, durability, high resolution, and simple interface. But
the screen offers dynamic interactivity, rich media, unlimited dis-
tribution, and instant gratification. 

In the end, I think we need both.
But now this page is over. Roll the credits, fade to black…

P u b l i s h e r ’ s
n o t e s


