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STM E-Production Seminar 6th December 2007 

08-30 Registration

09-30 Opening remarks by Chairman – Edward Wates, Global Journal Content Management Director, Wiley-Blackwell.

CONTENT MANAGEMENT

09-45 Keynote Presentation by Evan Owens, Chief Technology Officer, Portico :  E-journal Content management – The Good, the Bad and the Ugly

Over the last twenty years, publishers and vendors have moved from using electronic tools to produce print products to producing electronic content as a primary output. This has required the invention of entirely new ways of doing business.  Some have formal content management systems, others have assembled ad hoc content management processes out of manual and automated procedures. As a trusted third-party archive, Portico works with many publishers, small and large, and is in a position to observe a wide range of practices. This talk will cover the nitty-gritty details of electronic content production---file transmission, naming conventions, validation and integrity testing, version control and updating, XML- and HTML-specific problems, and the handling of author supplemental files---highlighting the good, bad, and ugly of current industry practice.   

10-45 Mini-symposium on content management systems

Doug McLaurine, Vice President, Content Technology
Web Publishing Technology
John Wiley & Sons, Inc: Content management systems

Content Management:  What do we mean by it? What can it do for us? How do we know if we need it? How Wiley is doing it.

Peter Rogers, Business Development, Jouve: Content mining services
Content platforms are changing; they require structured data with added value. This presentation is about the development on new solutions for adding value to data through content mining technologies (on an industrial scale). This added value can help publishers in production as well as offer new services to the end user. This presentation is designed to explain some of the concepts of content mining and how the added value can be used.
Aviva Weinstein, Strategic Marketing Manager, MyiLibrary Limited, An Ingram Digital Group company: Preparing content for delivery to market

The delivery of content in content management systems to the market (channels, retailers, etc) is becoming a key element in content management systems. The presentation will look at sales generation, with a focus on:

*     The ability to get in front of channels to market, with specific marketing messages and promotional content

*     Tap into the widest range of consumer buying points including social networking sites, online booksellers, other retail websites, publisher's websites, email and more

*     Track all content activity, from search to buy, helping further refine targeted markets and messaging
11-45 Break

WORK FLOW

12-10 Dr. Patrick Thibor

Global Director Process & Content Management

Springer Science+Business Media: Business Process Management in STM Publishing
During the previous years the work on maximizing the flexibility and efficiency in production made clear which significant role content management and workflow systems play. This presentation will outline how the experience from optimizing production procedures can be applied to optimize the operational procedures in Sales, Marketing and Publishing. Besides an introduction to the basic concepts of business process management some lessons learned from the projects at Springer will be presented.

13- 00 Lunch

OUTSOURCING

14-00 John Harrison, Production and Distribution Director, Oxford Journals – The view from the publisher

Publishers have been outsourcing within the printing industry for a great number of years. Oxford University Press's long history has traditionally combined manufacturing and publishing operations but since the closure of the printer in the late 1980s, copy-editing, typesetting and printing have been almost exclusively outsourced. This presentation will contain a brief history of outsourcing at OUP and will focus on the impact of services available outside the UK and the accelerating impact of the outsourcing of new services in promoting systems efficiency as well as facilitating new publishing opportunities, particularly within the journals' environment.
14-45 Amanda Laverick  - Chief Operating Officer, The Charlesworth Group (Charlesworth China): Outsourcing – The View from the Supplier
The Charlesworth Group is a well established supplier of production services to the STM market, with over 70 years of experience. Outsourcing production to reduce overheads has been a hot topic in recent years, with many publishers favouring to outsource to India, China or the Philippines.  The Charlesworth Group set up a wholly owned subsidiary in Beijing, China in 1999 (Charlesworth China) and now employs over 170 members of staff working at this facility.  All of the Charlesworth Group origination work is now produced offshore in the Beijing facility which has meant moving over 20 different customers (of varying sizes) to an offshore environment. I will share with you the experiences of a supplier adapting both themselves, and customers, to working with different cultures, time zones, and expectations.  What advantages (and disadvantages!) are there to outsourcing, what lessons have we learned and what advice would we give from our experiences? 

15-20 BREAK

PRINTING TECHNOLOGIES

15-45 Mark Edwards, Partner,Mark Edwards Print & Publishing Consultancy: So Who Needs Print Anyway? 

For over 500 years, "Print" could be characterised as "Ink on Paper". As the world moves further into the 21st Century, we look at how this definition is changing, the ways "Print" is evolving in the age of electronic communication and whether it will continue to be relevant in the future.The session will cover both the technical and cultural implications of these changes and is intended to be both informative and provocative

KNOWLEDGE PROCESSING OUTSOURCING

16-30 Bill Kasdorf, Vice President, Apex Publishing

Apex CoVantage :
How KPO can leverage your expertise, enhance your information and delight your users
KPO is becoming increasingly important to publishers as they find it necessary to increase the value of their content though semantic tagging, semantic indexing, strategic research, abstracting and indexing, literature monitoring, and the like. In the past that might not have been considered a production function, but now it needs to be incorporated into editorial/production/content management workflows. It is also increasingly becoming a necessity for primary publishers, rather than the specialized domain of secondary publishers. It requires special training, special quality control (much of it is subjective), and often domain knowledge or subject matter expertise.
17-15 end

