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How Extending Online Advertising to Pages Printed
from the Web Makes Money and Sense

The proliferation of digital media has enabled more personalized and
targeted marketing opportunities. New online media, including blogs,
video streaming, instant messaging, Wikis, forums and more, have
opened the door to inventive methods for branding, customer
acquisition and public relations. In a recent study, The Yankee
Group estimates that the Internet now accounts for nearly 20
percent of overall media consumption, and online advertising dollars
will more than double to $50.3 billion in 2011. Yankee indicates that
improved methods for targeting ads, a proliferation of new ad
platforms, and publishers’ increased focus on maximizing revenue
from existing ad inventory will all help drive this reallocation.

Current methods for online advertising, while prolific, are often limited
in their ability to innovate to produce revenue. For instance, ad
networks often represent existing real estate and an aggregating of
inventories, largely from smaller sites, that would otherwise not be
bought. But these networks are not usually creating incremental
revenue opportunities for larger sites; they serve more as an insurance
policy to guarantee that more inventory gets purchased. The buying
community remains hard-pressed to figure out the best use of various
targeting solutions, such as behavioral, but these solutions do not
create additional inventory. Distributed applications (widgets) have
been heavily adopted by Web users, but few advertisers have discov-
ered how to embrace them as marketing vehicles. And for Web
publishers, there is a constant push to identify, formalize and scale
new revenue opportunities.

While both advertisers and publishers find themselves under
constant pressure to cultivate new opportunities in the digital world,
one large-scale online behavioral trend has been overlooked:
printing from the Web. This often-performed but seldom-thought-
about task involves a technology that people use every day, and it's
starting to earn the attention of advertisers and publishers as an
ideal extension of the Web as a marketing tool.

Long-Established Behavior Offers New
Market Opportunity

To succeed today, publishers, brands and agencies need to find ways
to combine the best of both worlds: new technology and traditional,
proven ad vehicles. Certain media organizations grasped this
concept early on, such as cable television networks that embraced
the Web to help bolster viewership, relevancy and customer
interaction. But there is a growing field of consumer behaviors that
is also ripe for digital integration and capitalization, including mobile
phones, MP3 players and printing from the Web. Because the
printer is such an overlooked destination for content, it presents a
truly innovative and unique marketing opportunity.

In the United States alone, 61 billion pages are printed from the
Internet each year'. Whether a map, driving directions, a recipe or a
product review, consumers print information from the Web that they
determine to be valuable; having a hard copy in-hand for sharing or
portability is equally valuable.

Printing from the Internet remains an enormously scaled behavior
and a significant market opportunity, even though the end product,
at present, is largely appalling and often wasteful. For years now,
consumers who try to print content from the Web have endured a
terrible user experience — distorted print-outs, cut-off content,
irrelevant ads stuck in mid-message, page after page of wasted
paper — and no one has ever given it a second thought. Until now. A
company named Format Dynamics has developed a product called
CleanPrint® that formats pages printed from the Web magazine-
style, with clean, structured layouts, paginated content and the
ability to create space for targeted ads in a similar fashion to its
on-screen counterparts.
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