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Format Dynamics, a Denver, CO-based
firm, has come up with new technology that
could help two struggling paper-based in-
dustries make a little more money: newspa-
pers and computer printer manufacturers.

The technology, called CleanPrint, refor-
mats printed Web pages so that high-quality
advertisements can be inserted. As a result,
newspapers and other content-driven Web sites
will make money by selling ad space on printed
Web pages, and the printer industry will make
money because Web surfers presumably will
print more Web pages if their print experi-
ence is better.

Infinite HTML Universe

The key to CleanPrint, according to For-
mat Dynamics CEO, president, and chair-
man Ethan Holien, is that it essentially
paginates HTML Web pages. “To have a nice
print product, you have to paginate HTML,
which is not a paginated media,” he explains.
“You can’t put an ad in the lower right-hand
corner of every HTML page.”

Holien says paginating HTML is easier
said than done. “There is an infinite universe
of HTML,” he explains, so paginating it is “a
big technology challenge.” Format Dynam-
ics’ strategy for attacking the problem was
to start with Web pages that have relatively
simple content and then move on to more
complex pages. “We have learned structured
rules for taking HTML and parsing it into
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print,” Holien says. “We have to handle not
just text but also headlines and dynamic ele-
ments. A lot of this has been a learn-by-do-
ing process.” He says that Web pages printed
with CleanPrint “look more like a magazine
copy than something printed off the Web.”

Format Dynamics has been working on
the HTML pagination problem for five years,
Holien says. Mark Jacobson founded the com-
pany and spent two years working on the
technology. According to Holien, several
patents have been granted to the company
for its process. Three years ago, Jacobson
brought in Holien to run the company and
bring the technology to market.

“I was working for VCs [venture capital-
ists] screening deals,” Holien says. “This idea
resonated with me immediately. It’s simple,
it solves problems for the Web publisher, for
the advertiser, who can know an ad will be
engaging, and for the user, by eliminating
the horrible print experience. It solves prob-
lems for all the stakeholders.”

Research Phase

Before bringing CleanPrint to market,
Format Dynamics needed to demonstrate to
prospective Web publishers that printing was
commonplace and therefore a potentially
valuable unexploited asset. “Web publishers
had no idea how much was being printed off

their property,” Holien says. “We went to a
Web analytics company, but they could only
track printing that used a ‘printer-friendly’
button. But a lot of printing is not happening
that way. So we wrote an analytic tool called
PrintTracker that tracks prints either from a
print button or from the browser if someone
hits control-P or picks print from the menu.”

Format Dynamics learned that only about
20 percent of people who print a Web page
that has a “printer-friendly” link ever actu-
ally use the link when they print. The com-
pany went to publishers and explained to them
that it could “improve the print experience
and monetize it for them,” Holien says, and
used PrintTracker as a sales tool, installing it
for free on a prospect’s Web site so they could
see for themselves how much printing their
site was generating. “Then we come back to
them with a proposal,” Holien says.

Newspaper online sites were Format Dy-
namics’ first target. “These are mostly text-
based, but with multiple columns and photos.”
Then the firm expanded to a mapping site,
and then to a travel site. “Travel itinerary
confirmations have complex security stuff,”
says Holien.

Printerstitial Ads

According to Holien, different Web pub-
lishers understand CleanPrint differently. For
newspapers with a print orientation, CleanPrint
is perceived as additional print advertising
inventory which they can sell along with their
traditional print advertising. Online publish-
ers see CleanPrint as “just another ad serve”
that extends ad targeting based on geogra-
phy, behavior, or context to hard copy docu-
ments. “Newspapers see a CleanPrint ad as a
digitally-targeted very smart print. In the online
world, they see it as a very engaged impres-
sion,” Holien explains.

CleanPrint takes content from a Web page
and parses it in real time into a template with
space for an ad that has been agreed on with
the publisher. Format Dynamics has defined
several standard ad formats to simplify life
for publishers and advertisers, though Holien
says that the technology is “agnostic to ad
size.” The firm supports several standard IAB
(Internet Advertising Bureau) ad sizes and
also a unique “PrinterStitial” ad size of 600
× 160 pixels, which is the correct size to fit

Quick Look
A Boost for Web Printing?
• Denver-based Format Dynamics has

developed a new technology for print-
ing Web pages that enables Web pub-
lishers to place—and charge
for—“magazine-quality” advertise-
ments on prints of the page’s con-
tent.

• The firm sees a $2.5 billion market
for its “PrinterStitial” ads.

• The technology should give at least
a little financial boost to Web pub-
lishers and to printer vendors, and
perhaps will even boost interest in
printing among those, especially the
young, who disdain it.

Format Dynamics’ software paginates HTML
pages so that advertisements can be placed
where publishers (and advertisers...) want.
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on the bottom of an 8-1/2 × 11-inch printed
page. (The PrinterStitial name is a play on
“interstitial,” a type of Web ad that unex-
pectedly pops up before a Web surfer arrives
at a linked page.)

“Newspapers tend to like it [the
PrinterStitial],” says Holien. “Online prop-
erties with a digital focus, their sales chan-
nel tends to understand standard IAB standard
digital ad units such as 300 × 250, which
also works well on a printed page, even though
it is a digital size.” He says that Format Dy-
namics recommends that “the creative going
into a PrinterStitial be tailored for the print
event” by being provided at a higher resolu-
tion than is needed for screen display.

A CleanPrint ad has one advantage that
other online ads do not have, Holien points
out: both the advertiser and publisher know
that the customer is highly interested in the
content, otherwise they wouldn’t have printed
it, which raises the value of an adjacent ad.
According to Holien, this value is quantifi-
able. “If there is an onscreen CPM (cost per
thousand impressions) for a display ad next
to the copy, and a CPM for the PrinterStitial
next to the content if you print it, there is a
3x to 10x premium for the PrinterStitial. As
you target more finely in any environment,
the CPM goes up.”

Buy Side and Sell Side

Format Dynamics has already landed some
sizable customers for CleanPrint, including
newspapers, mostly in Colorado (the Denver
Post, the Denver Rocky Mountain News, the
Boulder Camera, the Colorado Springs Ga-
zette), but also the Houston Chronicle and
the Orange County Register; other media
online sites (Digital Sports, Fox Sports, Sports
Illustrated); online publishers (iVillage,
CNET.com); and Web commerce sites (Ca-
reer Builder, Expedia, and Rand McNally).

The firm currently has 15 employees,
mostly in Denver. These include both devel-
opers and “buy side” and “sell side” sales
people. The sell-side team sells to publish-
ers, who then sell ads themselves. But Holien
says that some publishers do not have ad
sales forces. For these customers, Format
Dynamics has a buy-side sales team that can
handle ad sales, effectively becoming an ad
network that aggregates inventory from Web
sites and sells it to advertisers.

Format Dynamics’ business model is

simple: the firm gets a share of the revenue
generated by every PrinterStitial printed ad.
In some cases, Holien says, Format Dynam-
ics also collects an additional license fee. He
declines to say if Format Dynamics is profit-
able, but says that the firm is generating rev-
enue and is seeing strong interest.

“Demand has been good,” Holien claims.
“Advertisers that have bought have bought
again.” He says that Format Dynamics is do-
ing little marketing or public relations, but
major advertising publications such as Ad Age
and Online Media Daily have covered the firm.
“We are being a little more cautious in this
environment in understanding what gearing
up means to us,” Holien explains.

The long-term potential for CleanPrint is
huge, Holien believes. He thinks the market
for PrinterStitial advertising in the United
States is $2.5 billion, or roughly one-tenth
of the total U.S. online advertising market of
$23 billion in 2008. “With today’s economic
realities, online ads are growing, but at a slower
pace. Advertisers want to get higher yields,
to reach customers who want what they have
to sell.”

Our View

What’s it all mean for the printer indus-
try? Holien estimates that $2.5 billion in po-
tential PrinterStitial advertising revenue
translates to just short of 100 billion printed
pages. Of course, many if not most of those
pages were already being printed before
CleanPrint, but if Holien is right, many were
not, which means that CleanPrint will gen-
erate new revenue for the printer industry.

The significance of CleanPrint for the
printer industry may go beyond just the num-
ber of printed pages it generates directly. If
it has a positive impact on printing habits,
particularly those of the depressingly elec-
tronic younger generation, it could help fore-
stall the industry’s greatest fear, that at some
point in the future, printing will disappear
onto the ash heap of history.

“I want to drive printing,” says Holien.
“As there are fewer traditional print media,
people are going to print more. That’s my
feeling.” He says that some of Format Dy-
namics’ publishers are “talking about pro-
moting printing, about driving printing from
their sites. Now we’re talking about drawing
attention to the fact that the print product is
now superior.”✍

Web Watch Blog of the Month

Check out printercomparison.com

Printercomparison.com is the sixth
site offered within the Technology-
Guide.com network of Web sites and is
designed to meet the information require-
ments of technology-savvy users. In ad-
dition to printer reviews, information, and
prices, visitors to this site can discuss
and ask questions about laser and ink jet
printers. The site also publishes original
content including, informative how-to
guides, insightful editorials, custom pho-
tography, and highly-active user forums
including user review sections and peer-
to-peer forum communities.✍

Spranq Develops an Eco-
Friendly Everyday Font

A recent article posted to
news.digitaltrends.com describes a new font
that its designer claims can cut ink and toner
consumption by up to 20 percent, which means
less environmental impact from printing. De-
veloped by Spranq, a creative communica-
tions agency based in the Nethrelands, Ecofont
is a version of the Vera sans typeface that
has circular areas of the letters removed to
save ink (see photo below). While the text

After experimenting with different designs,
such as using thinner strokes or stripes, Spranq
settled on removing circular areas of letters
to create its ink- and toner-saving Ecofont

looks like it has little holes punched in it,
the shapes of the letters have been preserved
and the printed output is still readable.

Businesses will not use Ecofont for out-
going correspondence or marketing materi-
als, but the font is perfectly suitable for printing
e-mail, directions, and draft documents.
Ecofont is available for Windows Vista, Win-
dows XP, Mac OS X, and Linux and is based
on an open source typeface. Spranq plans to
develop Hebrew and Arabic versions of the
font as well. The Ecofont may be downloaded
for free from Spranq’s Web site,
www.spranq.eu.✍
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