


Publishers are turning to
unconventional processes
and materials to make
their book covers stand
out. They cost more to
produce, but the bhest
covers can increase sales
dramatically.

By JEFF ANGUS
he numberstdl thestory. Thereare
145,000 book titlesvying for
atention on booksdler’ssheves
That'supamere 3% over last yedr,
according to market researcher R R.

Bowker, with little prospect for growthin
thisstdled economy.

Book publishershavelimited optionsto
capturethe atention of buyers. Onetacticis
increasingly popular: agriking cover.

Vivid colors, metadlic foil andinks,
ultraviolet-cured compounds, 3D
holograms, lenticular motion grgphics—l
aretechniquesfinding favor with book
designersand marketers.

Intended to grabthe eyeor titillate the
touch, these design techniques stand out,
atracting readersto the detriment of lesser-
syled competing titles.

“Publishersaremoreindinedtoraise
the bar [today], and in atasteful way, not
justtodoit,” saysKdly Hartman,
mearketing manager for Phoenix Color
Corp., abook component printer and
manufacturer in Hagerstown, Md.

Andystsagree. “Inview of thisseaof
book titlesbeing published, you must havea
cover thet helpssdll thebook,” saysAndrew
Grabois, senior director for publisher
rdaionswith R.R. Bowker, in New
Providence, N.J. “Better yet, aneye-
catching cover.”

Graboissaysinterest in stunning cover
designsand materid sgoes beyond retall
stores, evenimpacting orHinesdes. “Onthe
Web you need animege, preferably ahigh-
resolution one,” hesays. “Increasingly, that
meansnot just the cover, but cover four,
too.”

It dsoinfluences crossmediabranding.
“That [cover] imageispart of thebranding
of that title, from the cover to the Web page,
tothebdt buckle” saysJohn R. DePaull,
president of the publishing components
divisona TheLehigh Pressinc., in
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Pennsauken, N.J. “ So design needsto work
insaverd mediaand Sizes, aswdl asdazzle
the beholder.”

BOLD COVERS FOR A BAD ECONOMY
It'snot that these eye-popping materids,
methods, and technologiesare new,
improved, or lower in cod.

Virtudly dl of the productsand
processes publishersare now using to make
new book coverssand out have been
avalddlefor years.

What has changed: the U.S. economy.
Publishersarenow willingtoinvesin
higher-cost coversto gain acompetitive
edge.

With consumersand schools pinching
pennies, and moretitlesthan ever
competing for their dollar, aflamboyant
cover can makeadl the difference
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“Publisherswere very codt-conscious
about cover printing,” says Jeffrey Burg,
marketing manager & Visud Sysemsinc.,
aMilwaukee producer of book components
and ancillary products. “Now they're
willing to spend Sgnificant dollarsin
covers”

Oneof themogt gtriking and telked-
about new cover design technologiesisnot
the most widdly used. But anew
manufacturing processisgetting the
atention of publishers, and could thrust it
into the mainstream.

Thehot topic of discusson: lenticular
graphics, themodern cousin of thelittle
plestic cardsand ringsburied in Cracker
Jack boxes decades ago. Those primitive
toysdisplayed amulti-frame animated
graphic when the card or ring wasflipped to
and fro. Theresult was captivaing for kids.

Now lenticular technology promisesto
highjack the attention of ambling shelf-
browserswith unexpected flutters of
animation and movement on book covers.

Two of lenticular’sbiggest boostersare
Outlook Group Corp., apackaging and
labd manufacturer in Neenah, Wis,, and
materidsinventor Nationd Grgphicsinc.,
in Brookfield.

PAPERBACK WRITER
Outlook Group recently produced and
goplied four uniqueanimated lenticular
coversfor The Beatles40th Anniversary
Tribute, adigest-sized picture book
published by American MediaMini Mags
Inc., in BocaRaton, Ha Each Bestles
tribute hasadifferent lenticular cover. At
first glance, dl gppeer to featureagroup
shot of the Fab Four.

But walk by thebook, or pick it
up and turnit dightly, and theimage of
the band fades away, replaced by a
head shot of either John, Paul, George,
or Ringo. It'sadriking effect sureto
captivate any die-hard Beatlesfan.

“Lenticular hasmoved beyond

thetrinketsand trash market,” says
Tim Traub, lenticular business unit
manager with Outlook Group Corp.
Traub saysthe surface backing
for lenticular lenses used on book
coversisonly 14 mil thick. That's
down from the 18 mil thickness
common for label and packaging
applications
Thethinner materid makesit
possibletoincreaselensdensty
on book coversto 100 perinch,
compared to 75 per inch for
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packaging. That makesfor sharper, more
graduated imegesthat come claseto what
the human eye consdersredlity, Traub says.

Outlook Group and supplier Nationd
Grgphicshavetag-teamed commerdidizing
lenticular materiassince 1994. That's
when, Traub says, Outlook becamethefirst
to offset print lenticular images.

Onerecent advancement to lenticular
printing technology isimprovingimeage
quadlity, cutting production cydles, and
driving wider adoption of thetechnology.

It'scdled“onsarting,” and it enables
printersto output directly on the back of the
plagticlens That'sasharp bresk withthe
past, whereimageswere printed on paper,
and |ater dffixed tothe pladtic lens—atime
consuming, iMprecise process.

“All our materidsare printed witha
sheat-fed offset, using Nationd to dothe
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pre-pressinterlacing,” Traub says. “Nationd
takesthe customer-supplied art files, and
trandatesthem into something wecan
print.”

Thisworkflow continueswith the sheet-
fed product being put on the moving web
stream. It emergesasafan-folded labd. One
of themgjor advantages of onsarting isbetter
dignment.

“It'svery difficult todignit perfectly,
andthetoleranceisdoseto 1/200th of an
inch,” Traub says. Thisrequiresaleve of
precison that exceedswhet automatic
registration controlscan handle.

For this Outlook’s staff goeswith
manud craftwork to aign on the Komori
Lithrone 644 sx-color pressthey use. Doing
s0 makesthe processalittle dower than
traditiond print jobs, up to 4,500 sheets per
hour versus up to 10,000 per hour. But
precison resultsare the payoff.

THE POWER OF TOUCH
Whilefew disputelenticular’s ability to
dazzle, some competitorsaren’t convinced
thetechnology isreedy for primetime. The
process shigher materid costs, heavier
weight, and longer cycletime are some of
the arguments competitors make.

“Check inagainintwoyears” saysEric
Roberts, director of graphicstechnology for
The Lehigh PressInc. Robertswonderswhy
publisherswould choose lenticular graphics
whenthereare other faster, less codtly,
smpler processesfor corraling shoppers
atention.

“Thebiggest trend right now istactility,”
Robertssays. “ Coversthat apped tothe
nse of touch excitereaders, whether it's
textures or embossing, or processsslike UV
curing that givethevisud illuson of
embossing without actudly embossing.”

Robertsisespecidly enthusadtic about a
UV-cured book cover Lehigh recently
created for Pearson Education Inc., Upper
SaddleRiver, N.J, publishing under the
Prentice Hall imprint. The educationd ftitle,
Biology: Exploring Life, featuresadrametic
photograph of areptileseye.

Theimage appearsdmost three-
dimensond, and thecresturé sscdeshavea
spectacular raised ook and fed.

UV tregtment does't require new
equipment, which kesps costs down,

Roberts says Thetechnologicd part of the
solutionisaliquid, with aworkflow that's
fagter than embossing, fail, lamination, and
decoration. It dso leavesthe cover’sflipside
perfectly fla, and availablefor printing.

“Embaossing has been aperennid winner
for eye-catching covers” Robertssays. “But
you haveto choose between height or detall,
becauseit' svery hard to get bothinthe same
die”

Lehigh usesthree new Bobst sampers,
and two Geitz slampers, to lay downfoil and
embossing effects The company worksona
variety of embossing and foil projectsfor
publisherschasing vivid cover effects.

Even though embossing and foil

GOOD VIBRATIONS: Phoenix Golor’s new
Vibramotion effect dazzles, yet is

price competitive with foil stamping and
embossing.

represent asgnificant revenue stream for
Lehigh, Robertsbdieves cost advantages
will ultimately move UV totheforefront.
New effects, such as sugpending glitter and
color into the process, will further accderate
UV’sdesrability asasplashy cover
trestment, hesays.

“Theupshot of UV compared to
embossingis, you don't underminethered
estate on the other sdewith debossing,”
Robertssays.

Other printersagree. Milwaukee-based
Visud SystemsInc. isaso producing UV-
enhanced covers. The company just
acquired anew Heiddberg presswith an
integrated UV option. Company officiads

declined to namethe specific modd they
were using, but Heddberg's Speedmester
CD 74isarecent modd that integratesaUV
option.

DOING MORE WITH COLOR
Both Lehigh Pressand Visud Sysemsare
aso producing six-color high-fiddlity (hi-fi)
effects Infact, thesix-color processisthe
most cos-effectiveway to juice up abook’s
cover, saysBurg of Visud Systems.

“Publisherswent gung-ho with
embossing or foils” Burg says. “Whilethey
il want the high-end presentation, they
don’t want to spend the extra50% to 100%.
Six-color iscloser to the 25%to 50%
[premium] they’ relooking for.”

L ush, sx-color covershavetime-to-
market advantages over other eye-catching
methods. The added oomph tekesthe same
amount of timeasfour color, even though
the manufacturing processisdramticaly
different, Burg says.

Six-color requires RGB color
specification for input, becauseit hasalarger
range of colorsthan CMYK can ddliver.
Two more color channdsare then added.

For example, Lehigh Pressaddsorange
and green. Theresulting CMYKOG
pigment scheme ddiversamoredynamic
range. Other colorscan dso beused.

A leading school publisherisusing
Lehigh'sCMYKOG six-color processfor
many of their book covers. (The publisher
confirmed the design vaue of going with
Lehigh'sCMYKOG processinan
interview, but later requested anonymity,
citing competitive concerns))

“Six [colorg] makesahugedifference”
the publisher’ssenior director for design
says. “It has opened up the color range, and
ddivered alot more punch.”

The publisher findsthe six-color process
especidly effectivein boosting oranges,
greens, and purples. But ink color ranges
aren't the only thing that' s been expanded
for cover effects Cover materidsare
undergoing revolutionary changesaswell.

A MATERIAL EDGE
That according to executives at
ICG/Halliston. A dominant provider of doth
covers, |CG/Holliston has been aggressvely
expanding the color palette of choices
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availableto publishers, says Joann Scher,
vice-president of marketing for
ICG/Hdlligton, in Kingsport, Tenn.

“Thecoversfor [Scholagtic's| Harry
Potter titles used some of our more bright
andvivid colors green and purple, but we
haveamultitude of colors, and wekeep
expanding our Hection,” shesays.

But color isjust thetip of theiceberg
whenit comesto the power of dothto atract
buyer’satention, shesays. “Wehavea
multitude of different |ooksand textures, and
we continualy offer more choices” Scherf
says. “Peoplethink of doth ashavingadoth
texture, but we can do [smulated] cowhide
or goa, for example, and we redoinga
metdlic crinkle, too.”

Pre-binder Bound to Stay Bound Books
Inc.isusng arangeof ICG/Halliston’s
materiasto sharpen thecompany’s
competitive edge. The company reprints
highly durable versionsof 18,000 works,
sdlingthemdirectly tolibrariesand
educationd buyers.

Themearket isfiercdy competitive. Bold
coverscan mekethe difference.
“Historicaly we used dark buckramsor
pastels” saysBob Crane, printing supervisor
a Bound to Stay Bound Books, in
Jacksonville, IL. “Wefound buckram wears
best, but it waan't very attractive by itsdlf.”

To spiff thingsup, Craneislargdy
converting to dl-white buckram. He's
reproducing the publisher’sorigina jacket
art on the white background, making it stand
out.

Switching toanew ICG/Halliston
cottor-polyester blend has helped Bound to
Stay Bound Booksteke advantage of more
and different inks. It wearsjust aswell, plus
the company can gpply atop-coat, and then
useoffssttoprint onit.

Comparethat to traditiona burlgp-like
cloth covers, whereink contractsduring
drying. That causes pin-sized gapsinthe
color, wherewarp and weft leave
depressonsinthe cover materid—a
problem that doesn’'t vex the new
ICG/Hdlliston blend.

MARGIN-BOOSTING POWER
Animation, texture, dynamic color, and other
visud effectscommand attention. They can
as0 send amessage about thevaue of the

content between the covers

“The cover expressesthebook’svaue,”
says Christian Webel, marketing manager
for Generd Binding Corp. (GBC), in
Addison, I1I. “That'struefor coffectable
books, gardening titles, home-improvement
books, children’sbooks.”

Afilmand coaingsprovider, GBCisas
digant from the consumer and indtitutiond
book buyer on the supply chain asavendor
canget. Yet GBC and Webd are
passionately following customer research
and trends.

“Many buyers perceivelow-reflective,
mattefinishesashaving ahigher vaue”
Webd says. “When peoplearebuying a
book for gift giving, they look for high
perceived vdue Matteddiversthat
perception.”

Higtoricdly, mattefinisheswere
susceptibleto scuffing, especidly during
shipment. That torpedoesthebook’s
perceived qudity, because ascuffed maite
cover makesabook gppear old and worn.

GBCisattacking thisproblemwitha
new scuff-resstant film, dubbed Scuff-

Res stant Matte OPP which, Webd says,
wearsbetter. It hasavery, vary flat matte
finish, and doesn't scuff,” shesays.

Thenew product costs about 50% more
per roll. Overal manufacturing costsare
equivadent, though, becausethe new film
can berunfegter, and theré slessspoilage
during manufacturing and shipping.

Webd aso suggestsvibrant glossy and
sheer satinfirmsfor eye-catching covers, as
wel.

ARTISTIC EXPLOSION
Publishers can use someor dl of these
technologiesto gain aleading edge, but
imitatorsfollow, and fadsfade. Cover
effectsthat make booksjump off shelves
thisyear might not eectrify sdesnext year.

“That'swhy we spend alot of design
timeon cover ideasand research,” saysthe
senior director for desgn at aleading
school publisher. “We re congtantly trolling
and sniffing for new techniquesand
combinations. Thereisamost nothing in
printing or materidswewon't consider.”

Thispublisher, who declined to be
named in this article due to competitive
concerns, aso rollsmultiple head-spinning

gpproachestogether. For example, the
publisher combined embossing with glitter
and foil-stamped end-sheets for one of its
most popular series.

“Wepulled out dl the stopswith that
program,” she says. “Thefront cover had
holographic fail, on which we put asix-
color photoimage, and then had amain
image which was embossed.”

Retallerssay jazzy designsand
materias have adecided impact on sales,
but publisherscan gotoofar.

“Thevaue of an eye-catching cover in
capturing additiond salesdl dependshow
well thedesignisexecuted,” says Tracy
Taylor, generd manager of The Elliott Bay
Book Company, apopular bookstorein
Sedttle, Wash. “ It dways helpswith
children’sbooks. And it workswith sci-fi
and fantasy paperbacks.”

But the 150,000-title giant, Seattl€'s
leading bookseller, won't display an eye-
caching cover advantageoudy unless
they’ re dso convinced the content meritsit.

That said, coverswith complex add-ons
that get ruined when shelved spine-out will
be displayed face-out. But that canbea
risky tactic for publisherslooking for an
edge.

“We may not order abook that causes
usthat much trouble,” Taylor says. She
pointsto aparticularly irritating example. A
design book featured an inflatable pillow
on the cover, which staff was expected to
blow up.

Then therewaswhat Taylor cdls“the
worg eye-catching scheme ever”: atrade
paperback that camein acered box.
Customerstore the box opento preview the
book inside. The design stunt caused the
product to flop in the marketplace.

Other thingsbesidesretailers
convenience areworth considering beforea
cover project kicks off.

“From aproduction point-of-view, it
becomes critical tointegrate consderation
of the different effectsinto the development
process earlier than ever before” says
DePaul of The Lehigh Press. To make
effective use of effects, adesigner can't
design the cover first and ask questions
later, DePaul says. Graphicsand effects
must berolled into the concept from day
one. “It makesthe project acollaborative
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effort between the publisher’sdesign team
and the component printer,” he says.

FUTURE TRENDS
But competition for readers eyebdlswill
only intensify asthe number of new titles
expands, and printing technol ogies advance.
Thismeansmateridsand printing providers
will keep pushing the envelope, looking for
new techniquesto wow shoppers.

One such effort is Phoenix Color’snew
Mibramotion process, which the company
just launched.

“It'sabrand new specia effect that's
show-stopping,” says marketing
manager Hartman. “ The image changes
aren’'t asdrastic as lenticular.
Vibramotion controls light with flashes
and spins. At different angles theimage
looks different. It's mesmerizing when

you use arainbow holo foil on the
stamper.”

TheVibramotion effect iscrested
through aproprietary process, not materids,
and is price competitivewith foil ssamping
and embossing, Hartman says.

“If the customer chooses one of [the]
standard patterns, such asstarburst or
concentric diamond, there are no additiond
diecharges. The cost isin the bdlpark
[with] foil stamping and embossing.”

Visud Systemsislooking a new inks
and coatings. Pearlescent inksfrom
Germany recently caught the company’s
eye

“The metallic effects traditionally
donein foil are now available asink,”
says marketing manager Burg.

“They’ re more expensive than four-
color ink, but significantly less than
foil stamping.”

Lehigh's Roberts seesinnovating new
techniques asacore mission. His company
has six peoplewho share R&D
responsibilities asamulti-disciplinary team.

Andwith lenticular processes adding
lensesand shrinking materid depth,
increasingly life-like 3D animated graphics
will become more affordable and
commonplace, says Outlook Group's
Traub.

Indeed, Outlook Group’s
manufacturing partner, National
Graphics, isaiming for 7 mil, 200
lens/inch material. Outlook Group
tested the new material, and is now
using it for pressure sensitive labels
and tip ons.

It's not perfected for all manner of
projects, but isideal for certain
requirements, Traub says. “ Currently
the material has some limitationsin
effects and final size that we can
produce,” he says.

Now thet the battlefor cover attentionis
infull swing, thefront isexpanding. RR.
Bowker’'s Grabois saysthe next competitive
gtrugglefor attention will take place on back
covers.

“Increasingly, competition ismaking
publishers provide back coversfor onHine
and catd og marketing, and with that, the
need to grab attention there will grow
quickly,” Graboissays. a
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