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Sit down, relax and enjoy some Drinks.

An issue of Drinks magazine, that is.

aunched in 2003, Greenspring

Media Group’s Drinks magazine

was created to be a quarterly vehi-
cle for wine and spirits retailers around
the country, says David Mahoney, editorial
director. Also designed to entertain retail-
ers’ customers, the magazine is a unique
hybrid of a consumer and custom maga-
zine. Retailers customize the front of each
issue with content specific to their needs.

Featuring drink recipes and articles rang-
ing from a tour of California vineyards to
where to get the hottest drink accessories
for your home, Drinks lives up to the high
standards set by the editorial staff.

Mahoney believes Drinks is successful
“largely because we hire some of the best
writers and photographers in the busi-
ness.” A columnist for the magazine once
told Mahoney, “What I like about Drinks
is that it’s better than it needs to be.”

Becoming an award-winning magazine
can be attributed to striving for these
standards. At this year’s MMPA
Excellence Awards, the magazine took
home eight awards, including the prize
for Overall Excellence in the Special
Interest, Over 60,000, category.

While Drinks is primarily designed and
edited to serve the needs and interests of
its retail partners and their customers,

Mahoney says, the staff is thrilled
to receive the recognition the
MMPA awards represent. “It’s
always an honor and a source of sincere
satisfaction to have one’s peers pat you on
the back and say you've done a good job,”
he says.

Because of the narrow subject matter of
the magazine, Mahoney says it’s always
a challenge to avoid a “been there, done
that” look. He works closely with art
director Rob Johnson on each issue

to keep the layouts looking fresh and
appealing.

“Fortunately, Rob has done a great job of
bringing fresh design ideas to the table,”
Mahoney says. “I'm consistently surprised
and delighted by what he comes up with
to keep the magazine from becoming stale
and predictable.”

With much of the content coming from
freelancers and columnists, Drinks runs on
a pretty lean staff. In addition to Mahoney
and Johnson, Associate Editor Mary
Subialka handles the editorial content for
the retailers’ pages and Art Production
Associate Jessie Rieck designs those pages.

Mabhoney says it’s hard to say what the
future holds for Drinks in the next few
years, but a recent change is a shift in the
business model for the magazine that

relies less on national advertising revenue.
“Although there will be fewer editorial
pages than before, the fact that they’ll not
be broken up with ads will give readers an
even stronger impression of a content-rich
product.”

When asked about the best part of work-
ing for Drinks, Mahoney says, “Working

with a subject matter that brings a great

deal of joy to people’s lives.”

But what’s actually the staff’s favorite part
of working for the magazine?

“The free samples.” ®

To find out more about Drinks,
visit the Web site at
www.drinksmag.com. Here you
can get a preview of the current
issue, get a recipe for the "Drink
of the Month," get tips for enter-
taining and find a retail partner

of the magazine near you.



Virtual Proofing Promises Major Changes in

Magazine Production Workflows

by Wayne Hanson, Quebecor World

s the hard-copy printer’s proof des-

tined for extinction, in the wake of

virtual proofing technologies that
have become the talk of the industry? Is
virtual or electronic proofing the magic
workflow solution that everyone has been
waiting for?

Judging by industry trade magazine arti-
cles or trade show seminar titles, you
would certainly think so. Gina Sigmon,
director of Premedia Technology for
Quebecor World, says virtual proofing

technology is still relatively in its infancy,

but already it is clear that is where the
industry is going and that publishers
should prepare now for the change.

“Within the last year, we have seen a lot

of changes,” says Sigmon, who is chairing

the IDEAlliance Industry Initiative for

Virtual Proofing Best Practices, a national
effort by magazine publishers and graphic

arts firms to develop industry standards
for the technology. “A lot of publishers

are using virtual proofing and paperless

workflows internally, but are still provid-
ing hardcopy proofs to their printer. But
some have advanced with their printers to
a monitor-based system where virtual
electronic proofs are reviewed press-side.
And there are even a few publishers who
have successfully eliminated print proof-
ing entirely, with a 'print-to-the-num-
bers’ process that relies on the digital cal-
ibration technology of newer presses.”

Sigmon says all of the varying soft or vir-
tual proofing approaches use monitor-cal-
ibrated software to produce a visual proof
to a specified target. Most systems allow
publishers and their printers to apply
color profiles, paper profiles, and other
criteria in the same way as traditional
hard copy proofs.

Virtual proofing can be beneficial to mag-
azine production in many different envi-
ronments and workflows. For example, a
magazine production team can do real-
time proof viewing, annotations and
approvals on-line, saving time and also

eliminating hard-copy material and ship-
ping costs. Team members can even view
“content” proofs from home or on the
road, 24/7. Approvals can also be auto-
matically and electronically routed and
tracked through all approval steps, expe-
diting the approval process while also
ensuring full and accurate accountability.

Lee Edberg, who manages premedia serv-
ices for Brown Printing in Waseca, also
serves on the IDEAlliance Virtual
Proofing Task Force. He says many of his
company’s magazine customers are
expressing an interest in virtual proofing,
which has been pioneered by Time Inc.
on its weeklies and monthlies. “We
expect the adoption of virtual proofing
systems will be faster than the industry’s
movement to CTP (computer-to-plate)
technology,” he observes. “The largest
savings will be realized by publishers and
advertising agencies who are producing
expensive proofs that really aren’t neces-
sary anymore given today’s sophisticated
color calibration.” =

Creating a Web site in a Halt Hour

by Dennis Wolf, Freelance Photographer

he 21st century has given creative

people unprecedented opportunity

to make our marks and ply our
trade. The internet has made it possible to
market ourselves and connect at a level
unimagined in any previous era. Want to
market yourself? Sell your wares? Find a
job? Land a gig? Log on and hook up. But
you will need a web site to compete.

It would be handy for a busy professional
to build and post a web site in a half hour
or so. Until now, easier said than done.

In the early days of the internet it was dif-
ficult or expensive for the average person
to launch a web site. Most of us don’t have

the time or enthusiasm to write computer
code. I once took a community education
course in writing HTML (hypertext
markup language). It was a daunting
experience. Html (hypertext markup lan-
guage) is the pith and marrow of the
internet. It is a very powerful, versatile
and efficient tool for creating web sites.
It’s also time consuming and inefficient for
time-strapped professional content cre-
ators.

To this point, the alternative has been
WYSIWYG (What You See Is What You
Get) software such as Dreamweaver or
GolLive: software programs that look and

feel like page layout software and that
write HTML code in background. Very
handy, very powerful, but they also come
with a stiff learning curve. If you're work-
ing with time or money limitations these
programs are probably not viable alterna-
tives. And if you want to spend your time
writing or editing, these programs can be
more of a distraction than a help.

Fortunately, we live in an age when there
are lots of viable options. These options
come with hard choices. The trade-off for
ease and speed is a loss of control over
your site. It’s helpful to have a simple
working knowledge of what a web site

Creating a Web site continued on page 8



Creating a Web site continued from page 7

involves.

All web sites start with a host. As the client, you rent space on
your host’s server, a central computer maintained by your host
that can be accessed by anyone with a connection to the internet.
You store your files on the host’s server along with the HTML
code that tells a browser (Internet Explorer, Safari, Firefox, others)
how the files should appear on a computer screen.

If you’re not willing or able to write the code yourself, you’'ll need
to depend on your host to supply this service. There is a trend
today among hosts to enlist clients as subscribers with an empha-
sis on template-based web sites. You pay your fee, log on and
build your web site based on a simple template model. You add
text, Acrobat files, photos, even music and movies — and your
host does the rest.

The upside? Ease and speed. The downside? You'll have limited
control over the look and feel of your site. A template-based site
means that your site will look like others that share your tem-
plate. But the templates are quite flexible, and as a practical mat-
ter most clients don’t need a great deal of control. They just need

a site.

So what do you need to get up and running? First, you’ll have to
sign up with a host. Apple Macintosh users can sign up for a .mac
(pronounced “dot mac”) account. It costs $99 a year and comes
with one gigabyte of storage on Apple’s server. Apple’s iWeb soft-

ware allows quick and easy drag-and-drop site creation. Click

Just 3 monthS away:

Mark your calendars for June 6 and don‘t miss this year’s big event

“publish” and you’re there.

Naturally, Microsoft wants users to sign with its Office Live serv-
ice. Microsoft will give you 500 megabytes of storage for free plus
a free domain name. SiteBuilder software allows you to build your
site without having to write code. Enhanced features and more
storage are available for a monthly charge. Yahoo also features
web hosting at various service levels and also features Yahoo
SiteBuilder software. Geocities.com has offered free web sites for
years as well as enhanced levels of service.

Many hosts feature free web hosting; visit freewebsite.com for
some alternatives. Many of these free hosts subsidize their gen-
erosity by featuring banner advertisements on your site. For a
monthly charge, you can usually banish the ads.

And, increasingly, people are marketing themselves through social
networking sites like MySpace and Facebook. The options are
increasing exponentially. There is no significant barrier to anyone

launching a simple, effective web site today.

I don’t consider myself a web designer. I almost never write code.
But I'm a photographer and artist, and I need a web site to pro-
mote myself. In the last year or two, I've built six or seven sites.
They won’t win many awards — but they do get me hired regular-
ly. Some advice: sketch out a simple structure for your site before
you log on. Think about what you need to communicate and
what you need to promote. And keep your site simple, straight-

forward and easy to navigate. Everyone else is busy, too. ®

2nd Annual MMPA
Summit & Expo

Some highlights

» Creating Order from Chaos in the

» Podcasting is one of the hottest
emerging revenue sOurces in magazines —
we're planning a double track at this
year’s MMPA Summit & Expo.

» Need a 10-step pro-
gram to a more enticing
magazine? National edito-
rial/design guru Rob

-+ how to critique their own
| publications with a critical
|

‘= eye toward excellence.

»  Sales Secrets Revealed: The Top Five
Things Every Great Salesperson Needs to
Know

» Finding Gold in Your Mailing Lists is
designed for the circ professional in your

group

> A returning popular feature is the
Networking Cocktail Reception that pro-
vides valuable time with magazine prod-
uct and service vendors, visiting with pro-
fessionals in the industry, enjoying great
food, and a chance to win valuable prizes.

Digital World will help production staffs
with strategies for leveraging your digital
materials in the 21st century.

» Other tracks include: Hits & Misses
in magazine launches; Magazine Finance
101; and How To Maximize Single Copy
Sales.

Registration information coming to a
great web site near you soon —

www.mmpa.net!



MMPA Welcomes

Transcontinental

as new Printer of Fine Print

by Wayne Hanson, Quebecor World

ine Print has a new printer!

Transcontinental Printing

has agreed to donate its
printing services as part of its
expanding commitment to the
MMPA and the Minnesota publi-

cations printing market.

The name of North America's 7th largest
printing company headquartered in
Montreal may be new to most MMPA
members, but it is well-known through-
out Canada and other parts of the U.S. and
Mexico, with 65 North American printing
locations, three of which are located in the
U.S. (Pennsylvania, California and Texas.)

Transcontinental prints more than 500
magazine titles for American and
Canadian publishers, including the
Canadian version of Time Magazine since
2000. As well, Transcontinental produces
a varied expanse of printed products,
including direct mail, catalogs, flyers,
commercial printing, packaging, and
books (including the Harry Potter book
series in Canada).

Each Transcontinental printing facility is
focused on particular niche markets and
have become specialized in that particular
market segment. Fine Print is printed by
Transcontinental's Magazine & Catalog
Group which concentrates on providing
print and print services to North
American publishers and Catalogers.

Stephen Currie, Transcontinental's
Director of Sales for Western Canada, says
his company's commitment to the MMPA

reflects a business interest in the
Minnesota market, as well as a corporate
commitment to help the magazine pub-
lishing industry.

“We want to support the publishing
industry,” he says. “We want to reach out
and help educate publishers, to help them
keep current with new technologies and
help them succeed. Fine Print is a great
tool that the MMPA uses to serve its
members and we are very proud to have
the opportunity to print this publication
and help the MMPA serve the magazine
industry in Minnesota.”

Transcontinental, a publicly-owned com-
pany with a healthy balance sheet, is com-
mitted to continually making capital
investments in its printing operations by
investing in the latest technologies in pre-
press, press and finishing equipment
through to a brand new print facility
which opened in June 2006 in
Beauceville, Quebec.  To support our
publishing clients, Transcontinental made
an investment for virtual press side proof-
ing which has been successfully running
since April of last year.

“For Transcontinental, this major capital
investment will strengthen our competi-
tive position in our book, magazine and
specialized catalogue niches,” said Luc
Desjardins, President and CEO of

ranscontinental

Transcontinental. “These are highly com-
petitive markets in which we already have
an experienced workforce and good posi-
tioning. Buying the best equipment in the
industry will make us even more effi-
cient.”

Transcontinental has been in business
since 1976 and has grown to $2 billion in
annual revenues with more than 14,000
employees. It offers magazine publishers
complete solutions in premedia, printing,
binding and distribution, including com-
plete magazine format flexibility - stan-
dard, tabloid, digest, super digest, slim
jim and more.

Currie says Transcontinental's extensive
printing capabilities are matched by a
hands-on, consultative approach to work-
ing with publishers throughout the
process: “We try to be particularly sensi-
tive to the needs of smaller-to-medium
publishers. They need the kind of expert-
ise that we can bring to the table and we
want to make sure they have complete
end-to-end support.”

To find out more about Transcontinental
Printing (and to thank them for printing
Fine Print), visit their web site at:
www.transcontinental-printing.com. Or
contact Stephen Currie via e-mail at:
steve.currie@transcontinental.ca. m



MEMBER NEWS

IFAI Launches New Title
Fabric Graphics launched in January 2007,
providing news, ideas and practical infor-
mation for end-product manufacturers in
the graphics industry.

IFAI and the Fabric Graphics Association
created Fabric Graphics magazine to fill an
information vacuum on the applied graph-
ics industry. As consumer demand for
graphics continues to expand, fabrics have
an increasingly lucrative role to play.
Fabricators new to graphics technology
and graphics companies new to the use of
fabric as their medium need information to
enter the applied graphics field. Fabric
Graphics magazine finds the common inter-
ests between these two groups and brings
them together for mutual benefit. The
magazine will explore the many approach-
es and opinions about this dynamic emerg-
ing market and attempt to sort out the
nuggets of knowledge important for
achieving quality output and enhancing
successful businesses.

Pat Hayes, President of Fabric Images, is
already a big fan of this brand-new
resource in the specialty fabrics world:
“This magazine is in the right place, and
the right time!” Hayes went on, “The
graphics market is not capable of address-
ing ‘our’ textile market place ... As I see it,
the print industry views textiles as a medi-
um, but does not see it as ever being a
focal point of their interests or direction.
This magazine will truly be a bridge
between these two distinct product and
service areas.”

The editor is Lou Dzierzak. Articles are
written both by experienced professionals
in the field and journalists. The bimonthly
magazine began with a circulation of
10,000 readers in the printing and custom
fabric product industries, including all
members of the Fabric Graphics
Association. Fabric Graphics becomes an
integral part of the educational service
offered by IFAI and the Fabric Graphics
Association.

New Hires at North

America Media Group
Minnetonka-based affinity publisher North
American Media Group is poised for new
ad sales growth with a few changes and the
hiring of three veteran ad sales executives
among its publisher ranks.

George Santiago joins the company’s New
York office as Group Publisher, Corporate
Sales. Santiago comes to NAMG from the
New York Times, where he served as
Managing Director. Prior to his post at the
Times, Santiago served as Managing
Director at Meredith Corporate Solutions,
where he led the selling of incremental
multi-media programs. In his new role,
Santiago is responsible for sales growth of
corporate multi-title, multi-media adver-
tising from national and global conglomer-
ates in several sectors, including pharma-
ceutical, financial and personal care.

Veteran golf business leader Jim Nugent
has been named publisher of PGA TOUR
Partners magazine. Nugent joins PGA
TOUR Partners after a distinguished career
with Golfweek. In his new role, Nugent
will direct all advertising sales efforts and
lead the brand vision of the magazine. He
will work closely with both the PGA Tour
and PGA TOUR Partners editor Tom Stine
to continue to broaden the appeal of the
magazine to both readers and advertisers.
A seasoned media executive with 25 years
of experience in the print, broadcast and
digital environments, Nugent is a well-
recognized and respected member of the
golf industry. He succeeds PGA TOUR
Partners’ former publisher Seth Hoyt, who
retired in December 2006 after an illustri-
ous publishing career spanning four
decades.

Nanci Davidson, former Midwestern
Director at JANE magazine, has joined
NAMG as publisher of Cooking Pleasures.
Davidson brings more than 20 years in
magazine advertising sales working in such

prestigious publishing houses as Time Inc.,

Meredith Corporation, Rodale and
Southern Progress Corporation. Davidson
will be located in the company’s Chicago
office.

Additionally, Lien Sarles, publisher of
NAMG titles The History Channel Magazine
and Today’s Health and Wellness, will also
assume the role of publisher for NAMG’s
Gardening How-To, the largest all-garden-

ing magazine in the country.

Redesign for Window
Fashions

A new year means a clean slate. Grace
McNamara Inc., publisher of Window
Fashions and FFI-Fine Furnishings
International magazines and producer of
interior-design trade shows and products,
took this message of renewal to heart. The
design and education magazine, St. Paul-
based Window Fashions started the year
afresh with a sleek, contemporary redesign,
highlighting the publication’s commit-
ment to publishing the best-of-the-best in
interior design. With a clean and open
new look, the redesign allows the maga-
zine’s insightful commentary room to
breathe and its striking interiors photogra-
phy space to shine. In keeping with the
theme of new beginnings, GMI recently
launched its redesigned web site,
Wwww.gracemcnamarainc.com, in service of
the company’s publications and trade
shows. The new web site is easier to navi-
gate and more representative of the compa-
ny’s position as a leader in the window-

coverings industry.

Known for its thorough coverage of win-
ning window treatments, the magazine
recognizes the importance of keeping read-
ers tapped into the latest trends in design.
To this end, Window Fashions has intro-
duced the 2008 GMI Trend Unit to help
readers understand the latest consumer-
buying patterns and their influence and
impact on the design industry.
Complemented by four Lifestyle
Directions, trend analysis will reveal the



Member News continued from page 10

underlying factors that shape contemporary con-
sumer culture. Look for the presence of these
trends to permeate every aspect of Window
Fashions coverage and the company’s international
and regional trade shows.

As part of this renewed creative focus, GMI has
also embraced a new personal mission: to support
the cause of heart-health awareness. Through pro-
motions and events held at trade shows and cov-
erage in the magazine, the company seeks to raise
awareness of — as well as research funding for —

cardiovascular disease, especially among women.

Meetings Unveils Results
of its Award-winning 2006
State-of-the-art Survey

Meetings: Minnesota’s Hospitality Journal released
the results of its 2nd annual State of the Industry
survey. The results are included in the winter
2007 issue of Meetings; results are also available
online at www.mn-meetings.com. This year’s sur-
vey was conducted with the help of the
University of Minnesota Tourism Center.

“By most economic indicators, the hospitality
industry has finally recovered from the economic
downturn that followed the events of 9-11 more
than five years ago,” says Joel Schettler, manag-
ing editor of Meetings. “Our survey highlights
some of the trends and issues affecting profes-
sionals in our region. Results indicate that the
hospitality industry is poised to return to record-
breaking business set at the turn of the century.”

One trend, captured by the survey, shows that
local meeting planners keep a majority of their
business close to home. In fact, according to the
survey, 52 percent of meeting planners hold more
than 75 percent of their meetings and events
right here in Minneapolis, proving Minnesota to
be full of great hospitality vendors.

Vendors serving Minnesota’s hospitality industry
remain optimistic about their business prospects
in 2007. Of those surveyed, 83 percent predict
their companies’ revenues will increase in the
coming year—an increase of two percentage
points over Meetings 2005 industry survey. ®

Websites for Editors

Compiled by Jennifer Derryberry Mann, Writer/Editor

WorldWideWords.org

An intelligent, sometimes witty, and entirely use-
ful site of words-weird ones, wrongly used ones,
obscure ones, and more. Search the site next time
you're curious about the accuracy, origin, or pop-
ularity of a word or phrase. Don’t let the British
perspective here throw you; site mastermind
Michael Quinion’s care for language serves the

States just as well.

FreelanceSuccess.com

Editors need writers, and writers love to hear
from editors. At FLX, all can get their needs met.
Editors, you can search for writers by the topics
they cover, the state each one lives in, or by last
name. Freelancers, congregate with fellow word-
smiths on message boards dedicated to topics
such as the magazine biz, writing while parent-
ing, corporate clients, and book writing.

RCFP.org/taping

If you don’t think twice about recording inter-
views with your sources, you might be breaking
the law. The Reporters Committee for Freedom of
the Press outlines the recording statutes, state by
state. Your best bet for playing it safe? Just ask
before you hit “record.”

ASJA.org/cw/cw.php

The contracts hammered out between publishers
and writers can be big — and sometimes messy —
business. It’s no wonder many an editor has
hoped to stay out of the fray. The American
Society of Journalists and Authors’ contracts com-
mittee keeps an eye out for the interest of the lit-
tle guy (that'd be the writers), but also takes
them to task at times for allowing publishers to
get away with one-sided contracts. Educational
for publishers, editors, and writers alike.

And a few others:

» Visit Arts & Letters Daily at ALDaily.com
when your brain hankers for an intellectual buzz.
» Find the right words at Dictionary.com,
VisualThesaurus.com, or AcronymFinder.com.

» Inspiration and background for story ideas can
be had at Newswise.com and BusinessWire.com.
» Finally, relieve some stress with a bubble-wrap
blow-out at Virtual-Bubblewrap.com. =
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Construction Guide, Inc.
Southern MN Living
BPA Worldwide
Evergreen Press of Brainerd
EXHIBITOR & Corporate EVENT
Guldan Group
Hennen Publishing
Lake Superior Port Cities Inc.
MediaPro Soup
MN Department of Natural Resources
Quebecor World
Rubin Cordaro Design, Inc.

MMP

Minnesote ing & Publications Avsociati

Fine Print

1000 Westgate Drive, Suite 252
Saint Paul, Minnesota 55114
Tel 651-290-6281

Fax 651-290-2266
mmpa@ewald.com
www.mmpa.net
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