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IN THIS ISSUE: By Paul Worthington

Last month we focused on user-generated video clips on the Web. The
other side of the coin is commercially produced movies and TV shows:
Internet access can provide customers with greater choice and
immediacy, and content producers with greater revenues. 

But the capability has now been available for almost a decade, and
has hardly taken off.

Hollywood news publication Variety reports that the total number of
movies sold online is less than the “Pirates of the Caribbean: Dead
Man’s Chest” DVDs sold on just its first day of availability.

In five years, video downloads are expected to generate about $4
billion in annual sales, compared with an estimated $27 billion from
DVD rentals and sales, according to Adams Media Research.

REMAINING ISSUES
Now that a significant percentage of U.S. households have broadband
access, availability and bandwidth are not significant roadblocks: 

No, most users can’t see high-resolution video in real-time streams, but
downloading a sitcom in a few minutes or a full movie in an hour should
suffice for all but the most impatient viewers.

[If and when more people are downloading large video files,
bandwidth will again be an issue — but we’ll drive off that bridge when
we get to it. Also, there are potential solutions such as Joost’s P2P offering,
described here last month, and BitTorrent’s new legitimate foray.]

The remaining technological issue is not the cliché final mile of
sending data to a home, it is the final few yards — moving video files
from the PC to the television. Most TV watchers, even those with
broadband Internet, don’t have home networks — or even if they do,
their TV isn’t connected to or configured for IP.

Amazon and TiVo are providing one work-around to that problem. 
Some other upcoming solutions noted here recently include Apple’s

video-streaming set-top box that will, for $299, move digital content
from a user’s computer to their TV set, via WiFi; Sony’s and HP’s IP-
enabled TVs; and Microsoft’s Xbox game console that does double-duty
as a video player.

Tech problems aside, the video download business has two other hurdles:
• Price: An “album’s” worth of songs on Apple’s iTunes online service

is $10 — cheaper than a physical CD. 
But a downloaded movie from most sites costs the same as a DVD

— while yielding far less value. A downloaded movie, for the most
part, can only be played on one system: even if there are not DRM
restrictions, it would not be worth the hassle for most non-college-
aged users to try and share a purchased video with friends and
relatives in other households. 

A DVD, on the other hand, can — legally — be watched by many
individuals or whole families, one after the other. My copy of “Cars”
for instance has traveled to four houses...  [ — Continues on page 3...]

VIDEO VIA INTERNET:
NUMBERS AND DOLLARS
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HP could not have found a better first retail
partner for its online video service: Wal-
Mart, the top retailer of DVDs [and just
about everything else]. 

HP says its new “Video Merchant
Services” powers online video web stores
and provides content fulfillment for retail
outlets, “just as HP’s Snapfish business
powers online photo services for retailers.” 

[And yet, understandably, HP did not
go with a name like “VideoFish”...]

HP notes that home video is a $30
billion market — one just beginning the
transition from physical to multi-format,
multi-channel distribution.

HP says it will “work toward driving the
entertainment industry’s transformation
from analog to digital, just as we did for
photography ...we’re ultimately changing
the way consumers shop for and purchase
video content. Few retailers today offer a
full assortment of available video titles in
multiple formats with online search and
discovery options, and consumers are
often forced to wait weeks or even months
for delivery because many retailers don’t
merchandise titles of questionable
demand.”

In addition to searching for movies via
traditional categories such as new
releases, genre, actor and title, HP offers
new “intelligent search capabilities,”
including:

A “six degrees of separation” search
function that asks consumers to plug in the
name of a favorite actor, director or movie
to discover related movie titles or projects. 

Consumers who aren’t sure what they’re
looking for can select movie attributes that
fit their “mood” — funny, romantic,
action/adventure, etc. 

Customers can download the digital
versions to a PC, and/or purchase the
DVD for mail delivery.

HP says its Video Merchant Services
allows media-selling companies to
uncover new opportunities for profit by
providing customers with content that they
otherwise wouldn’t have the ability to sell
or actively merchandise. 

Studios and other rights holders will
have the freedom to market greater
numbers of movie and television titles, not
only popular mainstream content.

Specialty, back catalog, niche and
independent content can be made
available to more consumers across a
variety of format and sell-through models.

A side-effect of the deal: Wal-Mart
currently sells 40 percent of all physical
DVDs in the U.S. — and so studios were
wary of digital distribution deals that could
anger the retail giant. 

Now, Wal-Mart’s entry into the
download business frees studios to work
with HP — and to cut deals with other
online services.

AMAZON DOWNLOADS 
VIDEO TO TIVO
Most online download services leave
content on the computer... 

Now Amazon says its new Unbox on
TiVo service provides video-watchers with
the best of both worlds: customers can
browse for shows and download via PC,
and watch the video on a TV equipped
with a TiVo digital recorder.

The service unfortunately only works
with TiVo units, not other DVRs [not even
those cable company boxes that use TiVo
software] and only those TiVo boxes
connected to broadband Internet.
Reportedly less than 1.5 million people
have the required stand-alone TiVo Series
2 or 3 DVR — and only about 600,000
TiVo subscribers have their DVR on a
broadband Internet connection, according
to newsfactor.com.

BITTORRENT GOES LEGIT
San Francisco-based BitTorrent — long
used as a distributed method of illegal
copies of Hollywood continent — will
now sell legal content from 20th Century
Fox, Warner Bros., Lionsgate, MGM,
Paramount Pictures, and MTV Networks.

About 3,000 movies [for “rent” only,
not sale] and several thousand television
episodes [priced at $1.99] will be

available for download at launch. 
The videos include Microsoft digital

rights management and will play only in
Windows Media Player 11.

The “BitTorrent Entertainment Network”
will also let users post videos that others
can download. The company stresses
community building, and says its system
provides an outlet for independent
producers.

The network will also offer downloads
of music, videos, and games.

SCANNING THE WEB FOR 
COPYRIGHT
A Redwood City, CA start up is combing
the Internet for unauthorized uses of
copyrighted material. Attributor says its
system scans billions of pages for audio,
video, images and text, “providing
visibility into when and how publishers’
content is re-used online.”

Co-founder Jim Pitkow has more than
two dozen patents in information retrieval.
Founded in 2005, the company
announced its series B financing brought
the total raised capital to more than $10
million. 

USER-GENERATED
VIDEO:
SMILE WHEN YOU SEND THAT
Redmond, WA-based start-up Smilebox
claims its Video Clips service imports and
shares video up to 30 times faster than
existing video sharing sites.

That’s because Smilebox encodes video
on the user’s computer in Flash video
format prior to uploading it to a site. 

Users can import, drag and drop,
rotate, zoom and pan videos in the same
way they work with photos.

Users can drop multiple video clips into
templates and combine them with photos,
words, and music.

The service is $4.99 a month or
$39.99 a year.

INTERNET VIDEO
HP WORKS WITH WAL-MART ON DOWNLOADS

By Paul Worthington
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SELF-DESTRUCTING VIDEO 
Saying it will let producers maintain
control over their intellectual property,
BigString has developed video email that
is programmed to self-destruct after a
specific number of viewings or a set time.

The technology also allows emails and
pictures to be rendered non-printable or
non-savable. The free email service works
with five-minute video emails that can be
uploaded directly from a video camera,
the company says. 

STUMBLE UPON VIDEO
Web surfing recommendation site
StumbleUpon.com launched a new video
service that may help viewers separate the
wheat from the chafe — or at least find
those clips that best suit their personal
tastes.

All viewers rate video clips; those scores
are collated in a database — and
StumbleUpon determines what you might
like with “collaborative filtering” that
compares your ratings to others with
similar tastes.

The video filtering looks at the YouTube,
MySpace and Google Video services.

TOP 25 WEBCAMS
EarthCam.com says its eighth annual list
of webcam sites “showcases the most
stunning and entertaining live webcam
content from around the world.”

The list of 25 Most Interesting
Webcams [www.EarthCam.com/top25]
presents “a unique and captivating online
experiences” with “unprecedented
glimpses of Bald Eagles, chickens, Beluga
whales, a squirrel monkey, Sumatran

tigers, Madagascar Hissing
Cockroaches, tropical fish, and sea lions.”
Cameras are in countries including

Andorra, Canada, Italy, Japan, Syria, and
the U.S. One even shows the Space
Shuttle in orbit.

[ ...Continued from page 1: ]
• Need: Apart from the occasional fun silly short video on

YouTube or perhaps a rare otherwise-unavailable film or
documentary, why turn to the Net? 

Most people have more video content to chose than they have
time to watch — via cable, satellite, and DVRs filled with recorded
shows, as well as NetFlix’d or retail DVDs. 

If you missed recording a favorite show, one might enjoy being 

* The enjoyable newteevee.com news site reports that Utah-
based Move is providing the streaming video technology for the
Fox Network, the CW, Televisa, and E! Online. The Web TV
service provides full-screen video with watchable image quality,
without buffering. [Personally, I’d prefer some buffering to eliminate
the occasional “stutter” I experienced while watching Veronica
Mars. But it beat missing an episode!]

able to see last night’s Veronica Mars*, say, on the network’s
website — and one might even be willing to pay for it — but the
lack of such a service would hardly be crushing for most viewers. 

Nor is a show’s Web availability a big profit source for
producers... yet.

We look forward to offerings such as those planned by
Joost, providing a much wider array of content than can
otherwise be distributed — but there is no pressing need for
ever-more ways to access the mainstream fair that is already
all-but ubiquitously available.

... Which is not to say that “needs” can’t be created: if HP
[now working with Wal-Mart], Apple, Microsoft, Google or
others do come up with a simple, cost-effective way to make
watching standard TV fare more convenient, they can shake
up the TV business even more than cable and satellite
effected broadcast television. We live in interesting times.

FLASH VIDEO GOES MOBILE
“Video support in Flash Lite will revolutionize the way users engage with mobile
content,” claims Adobe Systems, “and open up new revenue opportunities for
developers worldwide.” 

Adobe says it will “bring the Adobe Flash Player video format from the desktop to
mobile phones and devices” when it adds support for video to the next generation of
its Flash Lite software, the Flash player runtime designed for mobile phones.

The FLV Flash video format is widely used, most prominently on such sites YouTube
and MySpace.

Adobe acquired Macromedia and its Flash software in 2005 — and video on
mobiles was widely talked about as being the most lucrative potential target. 

Flash Lite will support the same video formats supported by Adobe Flash Player, and
will directly support video streams delivered by the Adobe Flash Media Server.

Flash Lite runs on platforms including Symbian S60 v2/v3, Qualcomm BREW
2.x/3.x and Microsoft Windows Mobile 5, in addition to embedded operating
systems on a variety of OEM platforms. 

Flash Lite 3 is due in the first half of 2007. Today, more than 200 million Flash-
enabled devices have shipped worldwide, Adobe says.

ADOBE OFFERS FREE WEB-BASED
VIDEO EDITING
Adobe is now providing free web-based video remix and editing tools. 

The company says its video editor lets users drag and drop music, effects, transitions
and titles to videos, as well as reorder, trim and split clips. 

The free services will be driven by advertising revenue, Adobe says — and by
enticing customers to upgrade to Adobe Premiere Elements and Photoshop Elements. 

The Adobe Flash applications work directly in a Web browser, with no downloads
or platform compatibility questions, Adobe says, adding that more than 700 million
personal computers support Flash Player software. 

The service are initially available via limited public beta to Pro users of the online
photography and video storage site Photobucket — but will be available to
Photobucket’s entire user base of 35 million members by early March 2007.

Adobe says it will soon announce additional Internet partnerships. 
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Sharing photos through a website is more
than seven years old — but broadcasting
slideshows and videos through a standard
cable TV is something new. This on-demand
cable service from Simple Star stands out
amidst the many Web video sites now
offering user-generated media.

When Simple Star launched in 2001,
there were many image organizers and
stand-alone utilities for making slide shows of
one’s photos — but there weren’t many ways
to simply combine those images with music
into a video to share over the Web. 

The company established itself with its
focus on a complete and easy-to-use
program, distributed primarily through
partners such as cable companies, online
photo services, retailers with photofinishing
services, and hardware manufacturers.
Partners include Comcast, Time Warner
Cable, Cablevision, Nero, Kodak, Shutterfly,
Snapfish, Flickr, Ritz Camera Centers,
Walgreens, Pentax, Yahoo, and Fisher Price.

The company says more than 750,000 of
its “PhotoShows” are viewed every day.

And it’s not all user-generated content. For
example, with AP Photos, Simple Star
provides sports, entertainment, and world
news daily photo shows free of charge.

Simple Star now offers its PhotoShow
platform via software on a PC, the Internet,
and TV via DVDs and on-demand cable.

On the basic PhotoShow.com website,
users can make PhotoShows online without
installing software. 

The $39 PhotoShow Deluxe v5 desktop
software package includes 200 clip art
animations and over 400 songs with licensed
music from artists such as Miles Davis,
Creedence Clearwater Revival, Blues
Traveler, and Thievery Corporation.

PhotoShow DVD are $19 custom-made
commemorative discs in professional quality
packaging, offered through Flickr, Shutterfly,
Kodak, and others.

And PhotoShowTV is currently running in
Hawaii and the NYC area.

Simple Star CEO Chad Richard co-
founded the company with CTO Peter Rice.

Richard presented PhotoShow TV and DVD at
out 6Sight conference, and we followed up
with him afterwards for the extensive
discussion here. 

First, a condensed transcript of Richards
6Sight speech:

PRESENTING PHOTOSHOW TV
People are capturing so many images. Then
what? What do we do with them? It’s been
really interesting to hear a lot of great thoughts
on storytelling and visual communication, and
I think that’s the mountain that we’re trying to
take: how do we enable anyone to tell great
stories, and clearly communicate through their
photos and their video clips.

We’re living in a society where we have a
lot of screens around us. Twenty years ago
we were limited pretty much to a TV in the
living room. Today we have our mobile
phones, we have PCs scattered throughout
the home as well as the office, and of course
we still watch about 8 1/2 hours of TV per
day in the average American household. 

And that’s one of the areas that I think is
a huge opportunity: how do you let people
enjoy their memories right on their TV, and
how do you make them entertaining?
Because the production values of television
content are just so high. We’re used to
really high-quality media coming through
on the television set. 

At Simple Star we’ve created a personal
multimedia sharing platform we call
Photoshow. It takes your digital photos and
your digital video clips, and it combines
them in a really engaging, entertaining
experience. We add music. We add transi-
tions, effects, and we do it all for you, and
show you how great it is, and then we let
you customize it from there. 

We started with desktop software, and
we’ve been really fortunate to be able to
broadly distribute that through a lot of
partners, including people like Comcast,
Time Warner Cable’s Roadrunner service,
Walgreen’s, Ritz, Earthlink, HP Snapfish,
and many others. We’re getting about
18,000 new users of our desktop software

every day. That’s a great base for us. 
We also wanted to allow people to create

this great content right from the Web, which
certainly opens up the doors to a lot of new
people — and especially to some new
demographics who are really online-centric
and not doing as much software installation .

Another thing we’ve been focused on are
video services: how do you get this content
onto all those screens we have in our life?
So we have our DVD service, which
enables you to get PhotoShows onto the TV
via DVD; we let you get it out to different
mobile and portable devices from video
iPods to cell phones; and now, we enable
people to share directly to TV. 

If this wasn’t really easy to do, consumers
wouldn’t do it, so ease of use is absolutely
important. We have our Photoshow.com
service; you go to photoshow.com; you
upload your photos, and it will automatically
create great shows for you. This needs to be
really easy for people, and what we do is
we give you a starting point. 

A lot of people don’t think that they’re
creative, so we need to show that with your
photos, your video clips, great entertainment
can be created. We have over 50 one-click
styles, so people can choose all sorts of
different themes as starting points, and then
customize from there, with personal captions. 

You can choose from over 600 songs that
we’ve licensed from the recording industry.
We talk a lot about imaging, visual
communication, but I think one important
thing to remember is when you add music to
images, it’s a really powerful way to further
that communication. We’ve got this song
here, “Beautiful Girl,” it’s just kind of melts
you a little bit when you see her. 

So it has to be easy — and then it has to
be able to get everywhere. So we’ve
integrated with what’s going on elsewhere on
the Web: we let you put this into your
Myspace profile, for example — and this just
absolutely took off in that environment. We’re
serving up about a million views a day into
Myspace right now, and there’s been no
promotion behind that. We have a

By Paul Worthington 

USER-GENERATED CONTENT
SIMPLE STAR SHARES VIA ON-DEMAND CABLE TV AND DVDS: 
THE NEXT LEVEL OF PHOTO SHARING



generation of people who are primarily
communicating through places like Myspace.
These kids don’t use email anymore; they’re
actually doing messaging through Myspace;
they’re communicating what they do. We’re
seeing them replace their PhotoShow on their
profile on a weekly basis, because they want
to be communicating what they’re up to,
what they’ve been doing.

We’re also seeing a lot of use with sort of
the baby blogging audience, with people
who are doing online baby books. 

And we let you post at places like eBay,
where it’s a great way of communicating the
value of the product that you’re selling. 

We of course let you do the old-fashioned
email link to friends and family. You can also
order DVDs —  or click on the broadcast to
TV tab and you can send it directly to TV. 

For the first time in the history of television,
we’re allowing consumers to simply go to a
website, upload some photos, and hit a
“Broadcast to TV” button. This is cool, and the
consumers have just been going nuts about it.
If you ever show your kids their images on the
TV, they love it, and it’s creating a whole new
way that people are sharing. 

What we’re really doing is that we’re
taking user-generated content — photos and
videos — and bringing it directly to the
televisions. Sort of the opposite of what I
think  we’re seeing with YouTube or
ABC.com, where they’re taking TV content
and bringing it onto the Web. 

In Hawaii now there’s a dedicated on-
demand cable channel for PhotoShow TV.
There are subcategories at the bottom of the
screen. We have things like sports, school
events, homes for sale, cars for sale. We are
limited by the VOD interface... But it allows
consumers to actually navigate to specific
content that they’re interested in, and then it
plays back like a television broadcast,
showing you what’s coming up next. 

One of the things that’s been amazing to
see is what people are using PhotoShow TV
for: We have people doing weekly cooking
shows; episodic science fiction storytelling —
with action figures. It’s absolutely hilarious.
And of course, there’s a lot of memory-sharing
and local community events, too. 

It’s a new way for people to communicate
and express themselves, and we’re really
excited to empower the masses with these
tools, and let them start to create the content
that they and people within their
communities are watching on television.

PHOTOSHOW ON DVD
You started by emphasizing online
sharing. Why turn to DVDs — how
are they different than prints or
even custom photo albums?

We’re creating a new category. There’s
always the 4x6 print, there’s all the cool little
gifts, whether it’s mugs or calendars...
Photobooks are available everywhere right
now, but they came out just three years ago.

Still, the market for custom photo
books hasn’t grown that large. 

I think it takes time for a new category.
The numbers that I’ve come up with is that
it’s about a $200 million industry in 2007
— that’s what I’ve been able to wrestle out
of a few people who seem to know. It’s still
a fairly small thing. It’ll get much bigger
when people are able to print at retail —
fulfillment there could open photobooks up
beyond the mail order audience. 

But: You have to have some imagination
to even think you can make a good book in
the first place — and I think most people
don’t think they can do that. 

But if they’re already looking at their photos
in a very cool slideshow format — for which
all they did was click a “Watch” button —
they see there’s a “DVD” button there... so
there’s no imagination needed: You know you
can create a PhotoShow DVD. 

That’s a real “try-before-you-buy.”
Absolutely. They weren’t even thinking it

could exist, and all of a sudden it’s like,
“Wow, I can get this on DVD?” 

In my eyes, this has a lot more potential
than the photo book category. 

Both Kodak and Shutterfly are starting to
co-market DVDs with photobooks, which will
be great for us, because photobooks  have
a lot of momentum, even though they’re not
a huge market yet. 

Haven’t photo-to-DVD service
been out for a number of years?

Not really: we pioneered this category
three years ago, just through our sharing
platform. Then Shutterfly and Kodak
launched DVDs last year with us.

Many photo management
software programs have had a
“Save Slideshow to DVD”
function. Or is that an early
adopter thing, to make your own?

Yeah: Oprah hasn’t gotten up and talked
about how you can get your photos on a
DVD yet. There’s not yet that level of consumer

awareness. This holiday season was the first
time we had most of the major photo sites
promoting PhotoShow DVDs. But I think ‘07 is
going to be the year that consumers really
start to become aware they can do this.

Most of the major photo sites have our
PhotoShow DVD service now. It’s available
on Shutterfly, Flickr, Yahoo and Kodak. It’s a
new category that’s emerging. 

If you look at the popular trends in
consumer electronics, the last three big
movers were: DVD players, digital
cameras, and flat-screen TVs. 

DVD player adoption is at something like
88%, but it’s a relatively new technology. We
take it for granted right now, but it was the
fastest-adopted technology ever in the world. 

Do people think of the DVD player
as only a device for playback of
commercial content? They don’t
think of it as a personal device.

That’s an interesting point. I think in
part, yes, just like everybody thought a
book couldn’t be personalized. That’s
why I think there’s a lot of analogies there
with photo books.

This reminds me of the desktop publishing
revolution, where all of a sudden you can
create your own stuff. Now most everybody
with a computer has a DVD burner. We let
people burn DVDs through the desktop
software. But we don’t see that as cannibal-
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Chad Richard, Simple Star CEO, co-
founded the company with CTO Peter Rice.
Both were veterans of Macromedia’s online

gaming division, Shockwave.
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izing the online sales at all. In fact, I think it’s
just helped change that mindset: you can get
your personal content on a DVD.

But when you make a DVD at home,
you’re going to whip out your Sharpie and
write on the disc. But to get something like
this, with the scratch-proof label and person-
alized photos — you can send this to
Grandma, and she’s stoked.

Once you get a package, there’s sort of
a collecting mentality: We like to collect
stuff as a society, and this is kind of memory-
collecting, in an interesting way. 

Are you going to be offering an
HDTV version?

Yes, as there’re more available HDTV
players. Obviously digital still cameras are
capturing at higher-than-HDTV quality. So
that’s no problem for us at all. And our
partners in the cable industry are definitely
interested in HD content for people’s
memories — for PhotoShow TV as well. 

Do you develop for other
platforms?

We built a PhotoShow version that goes to
TV through the Media Center PCs. If I just
click Play All, I can see any show I’ve sent,
and any show that people have sent me. Or
we have specific channels: here is mine for
Blue Devils soccer. If you’re on the soccer
team, any photo shows about this soccer
team are downloaded in the background
from PhotoShow.com our sharing community. 

People who subscribe to the
channel have the content
automatically downloaded?

Exactly. At my house I have PhotoShowTV
playing 24/7 on my flat-screen in my living
room, with the audio off. There’s always
new content showing up. 

The Media Center PC is great for these
applications. The Xbox could be a good
platform for this kind of stuff, but Xbox is a
slightly different demographic right now. But if
Mom buys a Media Center that she keeps in
the kitchen or the den, then the Xbox acts as
an extender, so you can get closer to the TV.

For the DVDs, will you offer bulk
purchasing for, say, a wedding?

Yes: I think it goes down to like eight
bucks per DVD. The first one’s $25.

It can go a lot lower than a book costs.
Pricing is one of the things that’s going to

help move it. I could definitely see some of
our partners pricing an entry level SKU as
low as $9.95.

Like “Get a 10-pack for $99.”
That’s a nice package. Totally doable,

plenty of margin to go around, right? 
I’m optimistic for the category, mostly

because of the way consumers react to it.
People love these DVDs. They love seeing
themselves on TV. 

We first launched the DVD service about
three years ago. We were the first to market
with it — but it was definitely early. Since
then it just kind of slowly started to take off
on us, and it’s still ramping up. 

Now we’ve integrated our PhotoShow
DVD service with Shutterfly, Flickr, Kodak
EasyShare Gallery, and with Yahoo Photos. 

So we’ve become a sort of a default
industry standard for all the major online
photo services, which are now using
PhotoShow DVD as their choice for helping
people get their memories to TV. 

It is just entering into the mainstream
now. Over the next six to nine months
you’re really going to see that category
take off, with the marketing push all of our
partners are putting into it. 

PHOTOSHOW ON TV
The DVD was the first phase for us, of

getting photos to TV. We’re just starting
to enter phase 2, where consumers
create PhotoShows and broadcast them
to TV.  They just go to PhotoShow.com,
create a PhotoShow, and choose
broadcast to TV from the tab.

This is now in test markets?
It was first tested in Hawaii, in July 2006.

It’s been a really big success for them — the
amount of views surprised us all. 

If you are a Time Warner cable customer
and you’re a member of their high-speed
data service, Road Runner, you can
download Road Runner PhotoShow Deluxe
software for free, and go ahead and share
to TV that way. You can do it from the
desktop software or from PhotoShow.com
in the browser. 

And we are launching in Staten Island
this month. So we’re pretty excited. It’s been
really interesting to see the types of content
that people are creating. 

How has that been different?

There’s a normal kind of fun, community-
based memory sharing that we thought was
going to happen, but we’re also seeing
people use this as a medium for creative
exploits. One example is episodic science
fiction stop-motion short films with action
figures and voice narration. It’s really quite
entertaining. We’re also seeing people do
things like cooking shows with PhotoShow TV.
People are definitely finding it as a way to
express themselves. 

What percentage of the country
has access to on-demand cable?

Fifty-five percent of cable customers
have access to on-demand. You have to
be a digital cable subscriber. It’s just with
the cable companies — not satellite. This
is a big marketing differentiator that
combines their high-speed data services
and their digital cable. 

Are you talking to any of the
phone or wireless companies that
are also looking into offering
video services?

Yeah, but — it’s a funny thing, because
they definitely call us, and they’re interested,
but until they truly have video customers, it’s
not that interesting to us. Being a small
company, we need to stay focused. So
we’ve really been focused on the cable
industry, because they have such massive
deployment of their video services right now.

You’ve had one very good test;
now you’re about to launch in one
large market. At what pace will
roll it out, from here on in? 

We will be in 5 million homes by the end
of this year. Our first deployments have been
on a local basis with our equipment in the
head end. For this next wave of deploy-
ments we’re moving to a centralized model,
which is going to help us deploy much more
rapidly on a massive scale. This next batch
in New York, we’re doing it in a centralized
model, and that will scale really quickly to
allow us to go nationwide.

What’s the next step for you? 
PhotoShow TV right now is a beautiful

medium for community-based sharing, and
it has killer applications for things like the
local little league game, a school event, or
things like homes for sale, cars for sale, or
even personal ads in a local area. 
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What it doesn’t do right now is, we’re not
able to pinpoint one-to-one sharing with
Grandma, where you want to share a private
show with Grandma, and maybe you have
Comcast and she has Time Warner cable. 

That’s our next step. As we start to roll out
nationwide, it’s going to start making a lot
more sense for adding one-to-one sharing
functionality, so that you can share privately
as well. 

What does it take to enable that
over cable TV?

There’s two things we need: 
First of all, we need a nationwide

deployment, because usually people don’t
live in the same communities that they grew
up in anymore. We’ve become a very
decentralized society. That’s one of the
things I love about what we’re doing; I think
it’s a great way to help people stay
connected. Not unlike the phone has done
in the last century.

Second, we need to be able to easily
map email addresses to the IP address of
Grandma’s set-top box. So one of the
challenges is building a cross-referential
database, that allows us to identify
Grandma’s set-top box, either because you
know Grandma’s phone number, and that
happens to be the phone number
associated with her cable bill, or because
you know Grandma’s email address and
we can map it against that. 

Then of course with that comes a host of
things we need to be careful about,
including having a white list and a blacklist
system, so we don’t enable a new medium
for video spam, for instance. 

Do competing cable companies
allow for that kind of nationwide
network to span their services?

The interesting thing is the cable
companies don’t compete with each other.
Based on the way that they’re regulated by
the government, they don’t compete with
each other. They’re very much an industry
that works very closely together, and works
hard to provide a national value
proposition that is “Cable,” that competes
against satellite and also now the telcos. 

For instance, I was invited this past week
to speak at Cable Labs, which is a
consortium that’s owned and operated by
all the major cable companies. All the
CTOs of the cable industry are on the

board of Cable Labs, and they very much
work together to solve problems. 

So I was able to give a presentation to all
of the CTOs of all the major cable
companies, and we sat there and had a
great discussion about
insuring this interoper-
ability for photo sharing. 

So if Grandma is a
Cox customer, and I
have Time Warner, how
do we make sure we
get it across? And it’s
actually fairly easy,
because the Internet is
sitting in the middle, and
Simple Star is also sitting
in the middle, and we
work with all the major cable companies. 

A government -protec ted
monopoly... But on the other
hand, I think the consumer would
almost a welcome difference
from, for example, the problems
with sharing photos on phones:
because the carriers all compete,
interoperability was the big
bugaboo for years.

It’s the exact opposite of that. That’s a
perfect reference point. 

The fact that we’re already working with
Comcast and Time Warner and Cablevision
just sort of makes us the de facto standard,
because let’s say,  Cox for instance wanted
to work with someone else, they would
basically have to dethrone us in those other
major cable companies, because interoper-
ability is really important to them.

Not to be too confident, but that’s just sort
of the reality. We have several million people
using PhotoShow Deluxe through our cable
partnerships. That’s a massive user base, and
all of that content is online, sitting on our
servers, waiting to get to TV. So there’s been
this massive investment from people like
Comcast, Time Warner, and Cablevision
with us over the last three years, to promote
these services with TV ads, online and email
campaigns etc to drive customer adoption of
the PhotoShow platform. 

There’s no shortage of photo-
sharing sites, and there’s really
quite a few companies offering the
photos-to-DVD service. How was it
that you pretty much have this

direct-to-TV market to yourself? 
It’s been an issue of focus. We were very

much the first to market enabling people to
create entertainment out of their memories. 

This is a category that I invented about

seven years ago, back when I was at
Shockwave. I created a product called Photo
Jam, and launched it in April of 2000. It was
the first online sharable slideshow technology. 

Ever since then it’s been something that
we’ve been insanely focused on — for the
last seven years. We’ve opted not to go
after prints, or books and gifts.. We wanted
to focus on creating a great multimedia
entertainment experience out of people’s
memories. 

So that focus has enabled us to become
a leader, and we’ve done things like
license great music from major labels.
We’ve built great online authoring tools,
and as the leaders there, we partner with
other companies, like HP Snapfish, Kodak,
Yahoo Photos, Flickr — because they have
more competencies elsewhere, usually in
the printing arena.

Some companies would come to us and
say, “Wow, this is really cool! We’re going
to go build one ourselves!” And then they
start looking into it, and they’d say, “Wow,
there’s no way we can do this. We’re
already busy with everything else we’re
doing. You guys are great at this. Why
don’t we work with you?” 

So first it was just online sharing, then it
was the DVD service, now it’s broadcasting
to cable TV. And the broadcasting to cable
TV is certainly something that would be
almost impossible for someone to replicate,
because of that unique relationship we
were just discussing. 

So it does put us in a sweet spot —
because we were just so painfully focused
on our one little myopic area of creating
entertainment, and getting it to TV. 

“THERE’S SOMETHING INNATE
WITHIN HUMAN BEINGS — 
IT’S CROSS-CULTURAL; IT’S

HAPPENED THROUGHOUT TIME.
PEOPLE WANT TO TELL STORIES,

AND PEOPLE LIKE BEING
ENTERTAINED BY STORIES. 

IT’S DEFINITELY ONE OF THOSE
BASIC NEEDS.”
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Technologically speaking, is there
anybody with a similar offering?

We haven’t seen anyone else out
there with it. 

We certainly have expertise, and the
PhotoShowTV service leverages a lot of
what we’ve been doing for a long time
with our DVD service. 

But I don’t think any technology is non-
reproducible. If we can do it, anybody
else with focus could do it. 

But I think where it is incredibly hard is that
we have a pretty amazing inertia, you might
call it, with our relationships within the cable
industry. Because it is important for them to
have an interoperable solution. A competitor
would have to come up with a better product,
a better business offering — and the ability to
go ahead and take those deals away. 

You are bridging the imaging
industry and the cable industry. 

Those are the two industries we
straddle: not only are we providing
interoperability within the cable industry,
but if Mom’s already storing her photos
on Kodak EasyShare Gallery, you’d
better make it easy for her to take those
photos and get them to TV. And that’s
kind of one of our unique advantages: is
not just our placement within the cable
industry, but also our placement within
the imaging industry — the fact that
we’ve deployed our multimedia
authoring tools into all of those sites. 

That’s another major barrier to entry for
someone who would want to compete
with us.

Nobody wants to upload the
photos twice.

Exactly. 

COMMUNITY SHARING AND 
COMMUNICATING WITH PICTURES
Where do you see the growth:
friends-and-family sharing, or
more general “broadcasting” of
one’s work to a wide audience?

It’s a really fascinating topic. A lot of us —
especially people who emerged out of the
traditional photo industry — think about
photo sharing on a private basis: close
friends, close family.

That’s still massively important, and it’s still a
major application of imaging, but I think the
things that we’re seeing now — with things

like Webshots, Photobucket, even PhotoShow
TV — you’re seeing these fascinating new
high-growth applications that are much more
community-sharing-centric. 

We as an industry have a lot to learn and
figure out there. It’s something that surprised
me. Two years ago, I would not have thought
Photobucket would be a good business
opportunity, you know what I mean? And I
was wrong. Same thing with Flickr two years
before that. As closely as I’m watching —
and helping create — this new phenomenon,
I sometimes  feel like I know very little about it. 

There’s something going on there: This
notion of visual communication, using images
for statements — we’re seeing it at a really
interesting rate right now, because of what
we’re doing with PhotoShow.com. The fact
that we’re getting about a million views a
day, just into MySpace, is fascinating,
because that’s very communication-centric. 

We have a lot to figure out here as a
group. If you combine sort of what
Photobucket’s seeing, what we’re seeing,
what Webshots is seeing — there’s a lot of
different sides to the coin on this. 

And it’s a massive growth area. I do think
it’s very much advertising-driven, from a
revenue-opportunity side. I would like to see
how viewers of this community-based
content feel about advertising? What are
some of the limitations or where do they
draw the line? I think YouTube is doing
some interesting experiments there, trying to
have ads that are basically content. 

Yahoo knows a lot about this too, just from
the fact that they think a lot about advertising,
and it’s an advertising-driven business model. 

Are you looking at advertising
models yourself?

We’ve been fortunate that we’re working
with the cable companies, and so we’ve got
deep pockets we can dip into there from a
business model perspective. But are we
going to be able to effectively grow revenues
through advertising opportunities through TV?
I don’t know. We’re definitely experimenting
with it, and we’re doing a lot of thinking
about it, and we’re playing with ways to
cross-pollinate consumer-driven advertise-
ments, whether it’s homes for sale, cars for
sale, personal kind of thing, with other
content, à la sort of a Craig’s List model. It’s
kind of what I call it, where you’ve got some
content that you can post for free; other
content you’re charging to post. 

There’s a lot that we need to learn about
there, and it’s sort of taken me by surprise
the last couple of years, frankly. I’ve been
a pioneer in online media since ‘94, and
if it’s taking me by surprise, I know it’s also
taking a lot of sort of traditional imaging
industry professionals really by surprise. I’m
getting from them that they don’t know
what to think of it.

As cool as Flickr is, is that really a
business? You know, they haven’t found a
way to monetize it yet. Is Flickr like instant
messaging? That’s an amazing medium,
such that a large percentage of our country
uses I.M. as a primary or secondary
communication tool — but there’s never
been a business model around instant
messaging that’s ever worked. 

As we start communicating through
pictures, in a social medium context, what
does that mean for companies who want to
be pioneering these things? 

Instant messaging is a devolved
communication: you don’t care if
it’s full of typos, and you don’t
even have to type out the word
‘you’ — it’s just a letter U now.

That’s not going to happen with video, I
don’t think. We all have quality perceptions
ingrained in us about video: it’s supposed
to look slick, and if it looks too amateurish,
we don’t pay attention to it. 

You say people using your service are
happy because they just upload some
content and boom, you make it look like a
nice professional product. 

Yeah, I do think it ends up being about
production values, when you start wanting
to get into TV, and wanting an expanded
viewing audience. 

I’m passionate about time-lapse photog-
raphy, and I use PhotoShow to create video
files out of it, and then I bring them onto my
Mac and edit them at the next level. When
I put it up on YouTube, all of a sudden
there’s 1,200 views on it. And that’s
exciting, because I’m creating something
that I want other people to enjoy and see.
It’s my creation, you know? 

We’re entering a do-it-yourself society. The
tools that we have as a culture right now are
just phenomenal. Anyone can get involved
with the things they want. 

We’re one small part of that, with
PhotoShow. You can create really cool-
looking media just with your digital
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photos and your video clips from your
digital still camera. 

There’s a much bigger sort of phenomenon
that’s happening here on all sorts of levels.
You can do all this amazing stuff, and it just
makes you look good, whether it’s designing
your own business cards or letterhead, to
making good home movies with iMovie. 

And that excites me. I think we’re getting
to a fascinating point. 

There’s a lot to be said about making it
super easy for people to create highly
entertaining content. It’s very do-able, but
there’re a couple levels to it. 

I had a phenomenal opportunity a few
years back to show what I was doing to
Steven Spielberg, and he and I engaged in
a conversation around this, and he had some
very cool comments: he said, “What you’re
doing is you’re letting anyone make their own
personal movies with the device that they’re
already capturing with, with the camera.
There’s a few reasons why this works. It’s
always been hard for people to create good
videos —  and we’ve had just a couple
decades of bad home videos to prove it. But
what you’re doing is interesting here. You’re
solving two really hard problems that we’ve
faced in the past with storytelling and home
videos. One is when you capture photos,
you’re actually self-editing at the time of
capture. You’re not just letting the videotape
roll; you’re capturing the important moments
of that story, so you don’t really have to go
back and edit so much later, because it’s
already all chronological. Maybe you delete
a few bad ones, but you already ‘edited’ at
the time of capture.” 

The second thing he brought up was
more around family sharing than community:
he said, “The hardest aspect of storytelling is
building up a sense of empathy with the
characters that you’re watching in that story.
When you go to the family reunion and you
take the photos, you already know the great
dynamics between Dad and his mother-in-
law, your grandmother. You know those
characters. The empathy is already there;
that way the viewer can really enjoy the
story right away.”

Those are interesting points about why
our take on this storytelling medium is
working, I think.

Those are very good points,
especially in regards to photo
capture being self-editing. I tried to

make a TV show once: the writing
was fun, the production was fun...
but the editing was just tedious.

Yeah, it’s hard. And a consumer’s not going
to do that, right? 

Not unless they’re obsessive.
Right, and that’s a small audience.  I’m

glad there’re good low-end video editors,
but  very few people are actually going to
be that obsessed with it. We want them to
be creating more content than that would
enable, if they had to edit everything at
that level. 

It’s interesting, too, because I hear a lot
from consumers that once they start using
PhotoShow, they actually start capturing
photos in a different mindset. In our consumer
focus groups or anecdotal conversations,
you find yourself talking to a 45-year-old
housewife — and she’s basically describing
an classic establishing shot. She says,
‘When I get to an event, I like to take a
picture from the outside, so that people know
where I’m at, and that’s the first photo in the
show, and then I like to get the evening as it
goes on — something from the beginning,
something from the middle, and then
something at the end, so you can kind of see
how things progress.’ It’s like they went to film
school or something!

We watch so much TV as a culture that the
rules of good storytelling — they’re pattern-
based, and they’re engrained subcon-
sciously within our beings, just from the
amount of media we consume.

That’s a chicken and egg
question: did that woman know
that she needed an establishing
shot because she has always
seen stories told that way, or are
stories told that way because it’s
necessary to have an
establishing shot for people to
understand context?

Context is just helpful. Like at your
conference in Monterey, you’d start with
the beautiful shot of the bay, and then
when you go into the room, it’s such a
different emotive feeling. 

Our lens is oftentimes pointed at people
for emotive reasons, and those are the
characters in the story, and that’s the most
important — but if you can start with a long
view, an establishing shot, there’s
something really powerful.

We employ a few filmmakers here, and
we work really closely with other filmmakers,
and we have a lot of multimedia artists here,
so we have these kind of discussions about
theory of perception and storytelling and so
on and so forth. But it turns out that so many
people, without ever having one of those
discussions, they have an innate desire to tell
stories. It happened long before photos and
film, obviously; storytelling is almost as old
as it gets as far as we know. 

But there’s something innate within human
beings — it’s cross-cultural; it’s happened
throughout time. People want to tell stories,
and people like being entertained by
stories. It’s definitely one of those basic
needs. You think of clothing, shelter, and
food on the hierarchy, but storytelling is not
far behind that, for some reason. 

It shocks me to see what my own mom puts
together for PhotoShows. My mom has
Comcast broadband, and a beautiful little
Pentax camera that she bought for $200.

Are you personally interested in
not just developing the tools, but
using them? Do you want to be
a storyteller yourself?

Absolutely. This whole thing started for
me because, back in 2000, I got my first
digital camera, and when I was on
vacation in Prague I took 500 pictures
every day; in my hotel room at night I’d use
Flash and Director multimedia authoring
tools to create stories and music videos, if
you will. I realized, “Wow, I’ve got to make
a tool! I’m spending too much time creating
this content; I need to make it easier.”

I love the ability for people to easily
document the stories in their lives. I also
really love photography as an artistic
medium. I’m doing nature time-lapse — to
me it’s highly emotive, and I think there’s
some interesting that comes out of that. It’s
really about these patterns within our urban
lives; there’s just certain beauties in that too,
even through we’re totally separating
ourselves from where we came. 

I’m a very visual-oriented thinker and
communicator. 

And part of it is a direct result of being a
part of the MTV generation, growing up with
music videos and finding that aesthetic
interesting: the emotive quality of music
brought to the image. There’s something really
powerful when you combine them. I love that
we now enable anyone to do this!
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Kodak says it has a revolutionary new
product line for the consumer inkjet industry
-- with pigment-based inks that will save
consumers up to 50 percent on everything
they print as compared to other printers on
the market.

Kodak hopes to convince consumers that
its printers, at a slightly higher cost than
competitors, deliver much better long-term
value thanks to lower-cost inks.

Kodak’s ink is priced at $9.99 for a
cartridge of black ink and $14.99 for a
five-ink color cartridge. Replacement ink
cartridges from other brands can range
from $30 to $85 each, Kodak says.
[“Based on this pricing, replacement ink,
when bought by the cartridge, could cost
in the range of $4,000 to $5,000 per
gallon.”] A value pack brings the price per
print down to about 10 cents, Kodak says,
while an HP value pack yields a cost-per-
print of about 29 cents.

On average, consumers who spend
$15 on color ink can print 105 4x6
photos with the new system, compared
to only 48 4x6 photos from the leading
competitors, Kodak claims. 

CHANGING HABITS
While overall printing is down, Kodak

argues that consumers will print more if
their cost-per-print is more reasonable. The
company says its surveys show that more
than 70 percent of people limit their own
printing or that of their children --and of
those, about 30 percent say they would
print more if ink were priced lower.

To help make its case, Kodak also
launched the “inkisit” website, with “an
entertaining look at issues surrounding
traditionally high-cost ink.” The site includes
interactive games; videos of a comedic,
mock-TV show called “Ink Is It” -- and a print-
cost calculator for consumers to determine
how much they are currently spending on ink.

NEW TECHNOLOGY
Kodak says its new systems use a nano-

sized particle developed years ago, one

that builds on work done in film emulsions.
The three new multifunction printers share a

common printhead and other core functions.
Kodak says its micro-electro-mechanical-

systems printhead architecture uses two
different nozzle sizes that produce 2.7 and
6.5 picoliter drop sizes. 

Kodak says the color gamut of its
pigments exceeds dye-based inkjets, and
the prints have a longevity of 100 years. 

The color cartridge has four colors, and
a clear gloss optimizer that is overlaid on
white parts of the image to ensure an even
gloss to the print.

The printers have permanent printheads,
rather than in each individual cartridge as
with some competing hardware.

They can print borderless photos up to
8.5x11 inches. 

The base model is the 5100, at $149.
It can scan and copy as well as print 22
pages per minute in color.

The 5300 is $199 and adds a 3-inch
LCD and storage card slots.

The 5500 at $299 includes fax function-
ality as well as an automatic document
feeder and a duplexer attachment.

The printers will first retail at Best Buy.
The total market revenue for inkjet

printers, when combined with ink and
media, is more than $45 billion per year
according to Lyra. 

MORE DIGITAL REVENUE, 
FEWER EMPLOYEES
The world’s biggest photography company
continues to get a little smaller as it further
transitions from film to digital imaging —
and has now announced it may cut as
many as 5,000 more jobs than originally
planned.

Kodak’s restructuring program was first
announced in January 2004 and updated
in July 2005 and August 2006. As of
August 2006, the program anticipated the
elimination of 25,000 to 27,000
positions and charges totaling $3.0 billion
to $3.4 billion.

During the fourth quarter of 2006, the

company eliminated approximately 1,200
positions, bringing the program’s total to-date
to approximately 23,400 positions along
with cumulative charges of $2.7 billion.

Partially due to the divestiture of the
Health Group, the company now expects
that the total employment reductions will be
in the range of 28,000 to 30,000
positions and total charges will be in the
range of $3.6 billion to $3.8 billion.

Kodak says it expects that these actions
will allow it to conclude its major restruc-
turing program by the end of 2007.

During 2006, the Consumer Digital
Group delivered a $132 million
improvement in earnings and positive cash
contribution for the year, Kodak says. 

For 2007, the company expects
Consumer Digital Group revenues to be
steady on a year-over-year basis, driven by
new product introductions in consumer
inkjet and image sensors, and growth in
the Kodak Gallery and Picture Kiosks,
partially offset by declines in consumer
paper.

Also: the company’s ongoing intellectual
property licensing program is expected to
bring revenue and earnings of at least
$250 million in 2007.

POSTING PROFITS
This time last year Kodak reported a loss

of $46 million for the quarter;
Now, while overall revenue fell 9

percent to $3.82 billion, fourth-quarter net
earnings from continuing operations were
a positive $17 million. 

Also, Kodak reports its digital earnings
growth for the year exceeded the
traditional earnings decline for the first time
in the company’s history.

Kodak posted a 25 percent drop in
sales of digital cameras and accessories.
Overall, the Consumer Digital Group
earnings from operations were $150
million, compared with $40 million a year
ago, on sales of $1.154 billion, which
were down 13% from the prior-year
quarter, “consistent with the company’s

KODAK ENTERS INKJET PRINTER AND INK BUSINESS 
By Paul Worthington

PHOTOFINISHING
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SHUTTERFLY SALES 
NEARLY DOUBLE
Shutterfly reports fourth-quarter revenues
were up 60 percent to $65.7 million, and
full-year revenues were $123.4 million, a
47-percent increase from 2006.

The tally represents its fourth consecutive
year of profitable growth.

The company says its strategy has been
“to grow revenues rapidly while
maintaining annual profitability.”

Fourth quarter operating expenses were
higher, at $20.7 million, compared to
$16.4 million for the same quarter last year.
Full-year expenses topped $60 million,
compared to $42.1 million for 2005. 

Shutterfly says 70 percent of fourth-
quarter revenue coming from repeat
buyers, and its average order size was
$35.72.

HP BATTLES INK 
CARTRIDGE COMPETITION
BusinessWeek reports that HP is leveraging
its clout to force competing ink vendors off
the shelves.

Many chain stores have long sold
cheaper store-brand inkjet printer
cartridges that are compatible with HP
printers. 

Replacement cartridges typically sell for
10% to 15% less than HP’s, BusinessWeek
says.

Now HP reportedly offered incentives to
the stores if they stop competing with its
own profitable print supplies.

Staples, the country’s largest seller of
replacement ink, confirmed to
BusinessWeek it plans to phase out sales
of store-brand inks for HP printers -- but

won’t say whether HP asked it to do so.
Staples will continue to sell store-brand

replacements for cartridges from Epson,
Canon, and Lexmark.

Other retailers, including Best Buy and
Office Depot, told BusinessWeek they will
continue to their own branded ink that is
compatible with HP printers. 

More meanwhile: HP announced what it
claims are the world’s fastest inkjet printer
all-in-ones.

The new Officejet devices use high-
capacity, low cost-per-page ink cartridge
products with an ink optimized for plain
paper office printing. 

Prices range from $149-$299.

FUJIFILM, XEROX PRINT
SPECIALTY PHOTO ITEMS
Fujifilm has teamed with Xerox to print
photo books, photo calendars, greeting
cards, posters, and trading cards in profes-
sional and commercial photo labs. 

Fuji says it has coupled its digital photo
printers with Xerox’s DocuColor 240 and
250 digital color printers, which can print
from postcards to 13x19 at 2400 x 2400

dpi, with double-sided printing, binding
and finishing.

Also, an optional finisher punches, folds,
staples, and makes signature booklets.

On the retail side, Xerox’s Phaser 7760
tabloid color laser printer can be
integrated into a retailer’s existing Frontier
workflow, Fuji says, where its duplex
printing can make photo books, calendars
and cards. 

It has a maximum resolution of 1200 x
1200 dpi. 

The Phaser 7760 accommodates paper
sizes up to 11.5 x 17 inches.

INDIGO PRINTS UP AT HP
HP says it’s set “new industry records in
digital printing with its Indigo press
business. 

“Impressions printed on HP Indigo
surpassed 10 billion,” the company says,
and in November it set a single-month
record with more than 1 billion impres-
sions. Indigo year-over-year impressions
grew by 40 percent.

HP says the Indigo print systems
“advantages such as personalization,
short-run quantities and elimination of
inventories... are especially apparent in
direct mail and marketing collateral
markets as well as rapidly growing niche
markets such as books-on-demand, photo
merchandise and label printing.”

BLOG-TO-BOOK
The Blurb book publishing service has
updated its BookSmart version 1.7
software with “blog-to-book” capabilities --
including support for Blogger and
LiveJournal -- to convert blogs into
“bookstore-quality books automatically.”

Sizes include large-format landscape-
oriented 13x11 books, and square 7x7
softcovers starting at $12.95.

ZINK PRINTS PICS WITH ZERO INK
Zinc Imaging, founded by ex-Polaroid execs and scientists in 2005, demonstrated its
iPod-sized stand-alone printer with Bluetooth connectivity that prints photos using
specialized paper -- and no ink.

The Waltham, MA-based company’s technology was developed by Polaroid. It uses
heat-activated dye crystals embedded in the paper to make continuous tone prints. The
company says its system is faster than inkjet, and protected by more than 100 patents
and pending patents.

Zink says its technology can transform any device into a printer, and enable a new
mobile printing market.

SONY PRINTERS FIX PIX’ FOCUS
Sony’s latest portable photo printers feature new automatic correction that the company

claims can “sharpen out-of-focus images by creating several simulations of camera lens
movement, checking the contrast of each simulation, and then selecting the best simulated
image to improve the original photo for printing.”

If it works well, that is an interesting new feature -- and a striking one to debut in a
printer.

The PictureStation printers can also superimpose text messages on the photos, or apply
filters for dramatic lighting, partial color, paint simulation, monochrome, sepia, and a fish-
eye effect.

The dye-sublimation units yield print at 29 cents each, Sony says, and take 45 seconds
per 4x6-inch print. 

The DPP-FP90 printer has a tilting 3.6-inch LCD; the DPP-FP70 has a fixed position 2.5-
inch screen. The units have built-in carrying handles, and are priced at $199 and $149.
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SOFTWARE ROBOT FIXES PHOTOS
Tribeca Labs claims its Photobot photo correction software instantly
brightens dark images, reduces red-eye, and gives pictures more
vibrant, life-like color — without any user intervention.

The company says its $29 “zero-click” program “constantly
searches the user’s hard drive for photos. When it finds them, it
goes to work applying multi-patented technologies to instantly and
automatically optimize picture quality.”

While such hands-free enhancement can be a plus for many
users — if the program makes unwanted changes to the one-and-
only original photo, we foresee problems...

Photobot also uploads photos to the user’s personal “Swiss
Picture Bank” account that Tribeca Labs operates “in the same
high-security data centers that Swiss banks use to store billions of
dollars in electronic assets.”

SONY BOUGHT IPIX ASSETS
The IP of bankrupt immersive imaging developer iPix was sold to
a secret buyer last month — a buyer that turns out to be Sony. 

Sony paid $3.6 million for Ipix’ patents, reports the Knoxville
News Sentinel.

SOFTWARE OPTICS CORRECTION
German developer NaturalGrafix says its $90 ImageIron program
corrects distortions in any camera lens, recognizing and
minimizing radial and radial-asymmetric and tangential distortions.

The program requires a calibration procedure: the photographer

makes photographs of a standardized calibration map with
different focal lengths. ImageIron analyzes these photographs and
determines the smallest deviations, the company says. The
determined differences serve as a pattern for the calibration of all
other images which have been taken with that camera lens. 

FROM RUSSIA WITH MULTITHREADING 
Novosibirsk, Russia-based Movavi adds support for dual-core
processors to its VideoSuite 4 software, with multithreading perfor-
mance it claims is up to three times faster than on single-core systems. 

The $59 video editing program features presets for the most
popular video formats and devices, the company says, and can
convert movies for Zune, iPod 5G, email, web streaming, and
video podcasts. New features include split and join tools to merge
multiple video files in any supported format into one longer movie
file. It can also save AVI and MPEG formats without re-
compression or loss of quality.

AUTO IMAGE ORGANIZATION
Researchers from the Fraunhofer Institute for Applied Information
Technology FIT in Germany have developed a prototype program
that they claim intelligently organizes photos saved to a PC. 

“aceMedia” analyzes new photos using visual and content-
based characteristics, and can recognize whether a picture was
taken indoors or outdoors, and whether it depicts a landscape or
a man-made environment. Descriptions of the recognized visual
elements are stored in the photo’s metadata.

ADOBE LIGHTROOM BENEFITS FROM BIG BETA TEST
By Paul Worthington, with Tony Henning, Joe Byrd, and Alexis Gerard

IMAGING NEWS AND VIEWS
Adobe says more than 500,000 photographers participated in
its public beta program over the last 12 months for its new
Lightroom photo management and Raw processing program.

The finished version will ship this month. While the regular price
will be $299, Adobe says, it will sell for $199 through April 30.

“It’s an unlikely scenario that professional photographers would
moonlight as software developers,” the company says.
“Everything, from image viewing and evaluation tools to
timesaving editing features, was developed with the help of
photographers. This was truly a collaborative effort...”

Photoshop Lightroom is a completely nondestructive editing
environment; photograph files are not changed, only a series of
instructions stored in the metadata. 

Photographers who require extensive painting and compositing
tools, and editing of their images at the pixel level, will still use
Photoshop, the company says. 

New to the post-beta version are Virtual Copies and Snapshot
tools that help present multiple versions of the same image without
the confusion [and storage] of saving separate physical versions.

Additional new features include a Hue, Saturation and
Luminance targeted adjustment tool for precise and intuitive

image edits. Clone and Healing features provide non-destructive
edits to eliminate sensor dust across one or many images.

ADOBE SENDS FULL PDF SPEC TO ISO
Adobe says it intends to release the full Portable Document Format
(PDF) 1.7 specification to AIIM, the Enterprise Content
Management Association, for the purpose of publication by the
International Organization for Standardization (ISO).

The announcement is “the next logical step in the evolution of
PDF from de facto standard to a formal, de jure standard,” the
company says. “As governments and organizations increasingly
request open formats, maintenance of the PDF specification by an
external and participatory organization will help continue to drive
innovation and expand the rich PDF ecosystem that has evolved
over the past 15 years.”

Adobe published the complete PDF specification in 1993. 
PDF for Archive (PDF/A) and PDF for Exchange (PDF/X) are

ISO standards, and PDF for Engineering (PDF/E) and PDF for
Universal Access (PDF/UA) are proposed standards. 

AIIM serves as the administrator for PDF/A, PDF/E, PDF/UA
and PDF/H.
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3D MODELS FROM PHOTOS. 
Eos Systems’ PhotoModeler v6 works with
photos to accurately measure buildings
and objects, and generate photorealistic
3D computer models.

The $995 program export its results for
use in other software including KMZ format
for textured building models in Google
Earth, Eos says.

Eos says its tool “has been adopted
across a wide variety of industries, including
accident reconstruction, architecture,
scientific and engineering applications, as
well as film and game production.”

COREL BRISTLES AT PAINTER
Corel says it’s “easier than ever for photog-
raphers to create beautiful paintings from
photos” with its updated Painter X.

The software’s auto-painting palette has
a new “smart stroke” painting option which
applies brush strokes that follow the forms
of the original photo, Corel says. “Smart
stroke painting changes brush size, stroke
length and pressure based on the detail
and focal areas of the original image.”

The $429 program also “blurs the line
between traditional and digital art like
never before” with a new “RealBristle”
painting system.

COREL BURNS HD DVDS
Corel says its DVD MovieFactory 6 Plus is the
first consumer entry-level software to support
HD DVD burning in the Blu-ray Disc format. 

It’s also the first new product launched
since Corel completed its acquisition of
InterVideo and Ulead last December. 

The $49 application imports, edits and
converts HDV, DivX or AVCHD, and output in
HD DVD, Blu-ray or traditional DVD-Video. 

New features and enhancements include
a Storyboard overview mode to rearrange
and include transitions between all the
scenes or video clips; overlay of frames or
objects; transition effects between videos;
and support for 16:9 widescreen.

AUTOMATIC PLASTIC-SURGERY-
LIKE IMAGE EDITING
The automatic face & skin touch-up in
Portrait Professional 4 lets unskilled users in
a few minutes match the work for which
skilled touch-up artists using traditional
editing packages take many hours. 

Anthropics Technology says its software is
“trained in human beauty” and so “knows

what is attractive and unattractive in faces
— and can automatically add beauty to
any aspect of the picture, including the
shape of the face, the skin and the lighting.”

The company says usage of its $39 “is
doubling every 6 weeks.”

The striking examples online are worth
checking out: http://www.portraitprofes-
sional.com/content/gallery.php

SKETCH A PHOTO 
Akvis Sketch v.3 converts photos into pencil
sketches and watercolor drawings. 

Yes, there are plenty of these programs
out there  — but the company claims that,
in contrast to the similar standard filters built
in to Photoshop “that offer an approximate
sketch, Akvis Sketch provides a convincing
result that comes very close to hand-drawn
works of a human artist.”

The software is $72. A 10-day trial
version is free to download.

INTERNET
IMAGING
PRECLICK SENDS PICS
Preclick says its Internet photo messenger
makes a picture frame on a computer
monitor, and “lets people immediately send
and receive digital photos and content
from those they care about.”

The free service lets users sign up family
and friends, and then project sets of photos-
slide shows, greeting cards or screensavers
that pop up directly on their screens.

Customers receiving photos can easily

print, order prints and products, save to
disk, or create a screensaver, Preclick says,
without “fiddling with attachments or going
to a Web site.”

IMAGES ON EBAY  — CHEAPER
Image Logik’s web software allows eBay
buyers to view all pictures of a product,
and zoom in on any specific area of those
photos, “helping to make the sale.” 

What’s more, the service is cheaper
than eBay’s own picture service, Image
Logik claims: eBay’s service can cost about
$15 for 20 auctions with 6 pictures each,
Image Logik says, while its own service
starts at $14.95 a month to host approxi-
mately 1,000 images. 

The company offers a 30 day free trail.

ONE PIC POSTED PER 
DAY ADDS UP
Fotolog claims it’s the world’s largest photo-
blogging community and the third most
trafficked social media network  — and,
despite allowing its users to upload no
more than one photo each day, now has
200 million photos posted.

“Our one-post-per-day rule, rather than
inhibiting growth, ensures quality and
generates exceptional usage by increasing
the chance of a photo being seen and by
attracting positive comments,” the
company says. Interesting tactic...

Fotolog, founded in 2002, claims
members in 200 countries, and says it is
No. 23 in the Alexa Global 500 of most-
trafficked websites.

REUTERS: NO PHOTO-DOCTORING
“Materially altering a picture in Photoshop or any other image editing software will

lead to dismissal.”
Responding to past criticisms and controversies, the editor-in-chief of the Reuters

international news agency has all-but banned image editing its news photography.
Reuters’ new technical guidelines state that “Photoshop is a highly sophisticated

image manipulation program. We use only a tiny part of its potential capability to
format our pictures, crop and size them, and balance the tone and color.”

“Cloning, Healing or Brush Tools are not to be used. The single exception to this
rule is sensor dust removal. 

“Auto Levels should not be used.
“When the burn tool is used ... everything that can be seen in the raw file must

remain visible.”
“No additions or deletions to the subject matter of the original image; No

excessive lightening, darkening or blurring of the image; No excessive color manipu-
lation.

“Only minor Photoshop work should be performed in the field. We require only
cropping, sizing and levels with resolution set to 300dpi.”
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UPI RIDES RAILROAD
United Press International chose online
professional photography marketplace
Digital Railroad to distribute and license its
Newspictures collection of more than
300,000 historic images in an online
searchable archive for photo buyers.

Incidentally, UPI is now celebrating its
100th anniversary.

Digital Railroad has something to
celebrate itself: it closed a $10 million
Series B investment round led by London-
based venture firm DN Capital. The
funding will be used to accelerate product
development, fuel the launch of the Digital
Railroad Marketplace, and open interna-
tional offices, starting with Milan.

INDUSTRY
UPDATES
MOBILE PC PACKS CAMERA
Tablet computer maker Motion Computing
worked with Intel on a new notepad PC
with a built-in 2MP digital camera, WiFi
and Bluetooth, and radio frequency identi-
fication (RFID).

The C5 mobile clinical assistant (MCA) is
designed to enable nurses, physicians and
other clinicians to do their jobs on the move,
the companies say.

The three-pound PC measures 10x10x.95

inches and has a 10.4-inch pen-sensitive
LCD. It runs Windows XP Tablet PC Edition on
an Intel Centrino processor. 

It will ship in May 2007 for $2,199.

I3A SAVES MEMORIES
The International Imaging Industry Association
has launched its educational site,
SaveMyMemories.org  — the result of I3A’s
Consumer Photo Preservation Initiative.

The site was created to educate and
motivate people to take steps to protect and
preserve their digital photos, the association
says, to take the mystery out of preserving
digital images by revealing the needs, risks
and proper methodology for storing,
cataloging and preserving digital photos.

The site explains how to create a backup
solution for long term storage, and the pros
and cons of various methods and media.

Companies participating in the initiative
included Kodak, HP, and Sprint, as well as
Acmeworks Digital Film and Creative
Memories.

GETTY GETS WIREIMAGE
Stock photography company Getty Images
will buy WireImage’s parent company
MediaVast for about $200 million. 

Seattle-based Getty Images is also
reportedly in talks to acquire Jupitermedia’s
stock imagery business.

WIDE-ANGLE PROJECTORS 
Canon says its three new LCD-based
projectors have extremely short throw
distance and a 1.6x wide-angle lens that
make them ideal for smaller spaces  — and
wall-color correction for projecting on
blackboards, non-white walls, or partitions.

The LV-X7 has 1500 lumens brightness and
a contrast ratio of 500:1 for $999.

The LV-7260 has 2000 lumens brightness
and a contrast ratio of 600:1 for $1,199.

The LV-7265 has a 2500 lumens
brightness, a contrast ratio of 600:1, a high-
speed DVI-I interface, and automatic vertical
keystone adjustment, for $1,499.

CAMERAS
We’ll have news on all the cameras at
PMA in our next issue.

CAMERA SALES COOL
Digital camera shipments in the U.S. market
fell 3 percent from 12.4 million units a year
ago to 12.1 million units in the fourth quarter
2006, research firm IDC reports. For the
whole of 2006, 29.8 million cameras
shipped, 5 percent more than 2005. Canon
shipped 2.5 million units in 4Q06; Kodak
moved 2.4 million; Sony, 2.2 million. 

NEW 3D PRO CAMCORDERS
21st Century 3D says its 3DVX3.5 is the
smallest, lightest HD 3D pro camcorder. The
stereoscopic system captures uncompressed,
10-bit 4:4:4 RGB stereoscopic video. The
unit weighs twenty-two pounds, and has a
3.5-inch LCD. Also: The 3DVX-H hyperstereo-
scopic system can vary interocular distance:
the separation between lenses can vary from
5.5 inches to 34 inches or more allowing for
photography of extremely distant subjects.
Normal stereoscopic cameras begin to lose
their 3D effect as the distance to the subject
increases beyond several hundred feet.  

The 3DVX units are not offered for sale:
they must be rented from the company.

DIGIMARC PATENTS ONLINE CONTENT PROTECTION
Digimarc reports it’s received U.S. Patent No. 7,171,016 for a solution for identifying
digitally watermarked music, images or movies on multiple Internet sites. 

The company says its system provides reports to rights holders to enable reasonable
accounting for distributed content, accurately identifying copyrighted content
commingled with user-generated content on sites like YouTube and MySpace. 

The architecture could serve music, movies and photos equally well, Digimarc claims.
The patent, entitled “Method For Monitoring Internet Dissemination Of Image, Video

And/Or Audio Files,” describes ways to determine whether entertainment content on
Internet sites contains digital watermarks, get associated ownership information and links
to associated web services, and provide distribution reports to rights holders.

Beaverton, Oregon-based Digimarc claims more than 300 issued U.S. patents with
more than 5,000 claims, and more than 500 pending U.S. and foreign patent applica-
tions in digital watermarking, personal identification and related technologies.

Stanley E. Freimuth, senior executive
vice president and chief administrative
officer, is leaving Fujifilm U.S.A.
Freimuth joined Fujifilm in 1983.

Kodak named Dolores Kruchten as
general manager for document imaging,

Graphic Communications Group. 
Don McMahan joins as vice president
sales, US & Canada in the same division.

Adobe co-founder and chairman
Charles Geschke joined Tableau
Software’s board of directors.

Adobe named Mark Garrett as its
chief financial officer. He was senior VP
and CFO of EMC Software Group.

Dwayne Black joins Shutterfly as senior VP of
operations; he held the same title at Banta /
RR Donnelley, where he served for 12 years.

E X E C U T I V E  C A R E E R  M O V E S
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MOBILE
IMAGING
Many new camera-phones were
announced in Barcelona. Here are some of
the [few] imaging-specific highlights.

Motorola’s smart phones include the
MOTO Q q9, a Windows Mobile 6 model
that the company says “boasts one of the
world’s smartest screen displays, automati-
cally adjusting to produce the best visual
experience, indoor or out.” The MOTO Q
gsm has electro-luminescent keys.

The MotoKrzr K3 handset includes two
cameras allowing users to share their mobile
experiences. An internal VGA camera
enables real-time face-to-face video calls
between users, while the handset’s 2MP
camera with 8x digital zoom 

The MotoRizr Z8 has “outstanding video
capture and playback and hi-fi audio
quality,” Motorola says, with a 16 million
color 35x50mm QVGA display.

Nokia’s 6110 Navigator is a
navigation-enabled mobile phone that brings
together GPS and AGPS (Assisted Global
Positioning System), the company says, with
integrated maps, routing and turn-by-turn 3D
navigation. Nokia says “Location-based
experience is among the fastest growing
areas in mobile devices.” [see below] The
smart phone also provides real time video
sharing and video calls, Nokia says, with
a 2MP camera with a dedicated capture
key, panorama mode, and integrated
flash, and a 2.2-inch QVGA screen.

Nokia’s N77 is optimized for mobile TV
over DVB-H, with a 2.4-inch screen with up to
16 million colors, and stereo sound. The
phone also has a 2MP camera.

Nokia’s E90 significantly upgrades the
features of its predecessors with two
cameras: a 3MP auto-focus camera with
flash on the back, and a QCIF camera
inside for video calling at 240 x 320. 

HP’s latest smart phone, the iPaq 510
Voice Messenger, is its first slim, consumer-
oriented model. The Windows Mobile 6
phone has Wi-Fi and a 1MP camera.
Pricing and availability were not announced.

Sony Ericsson claims it has shipped
4.5 million Cyber-shot camera-phones since
the launch of the K790/K800 last summer.

The company debuted two new models:
the K810 has a 3MP camera. The built-in
Photo Fix application improves picture quality
post-capture. Illuminated camera icons light

up when in camera mode and allow access
to camera menu options.

The K550 has a more standard 2MP
camera with auto focus and an LED photo
light — but fits it in a 14mm-thin body. The
phone has a 1.9-inch LCD.

Samsung attracted attention with the
announcement of its Ultra Smart F700 — a
mobile phone with a 2.78-inch touchscreen
that rivals the design of Apple’s iPhone.

The phone has a 5MP camera with auto
focus. The F700’s touchscreen uses
“VibeTonz” technology that adds responsive
vibrations to each virtual button push. 

WINDOWS MOBILE: 
WHERE THE IMAGING?
Five years ago, Microsoft says, it entered
the smartphone industry with one device
through one mobile operator — and
today, Windows Mobile has more than
140 devices in the marketplace
worldwide available from 125 mobile
operators. 

This week the company launched version
6 of Windows Mobile, and does away with
the old Pocket PC and Smartphone labels.

New features include support for rich HTML

e-mail that lets users “view e-mail messages the
way the sender intended: with pictures, tables,
links and formatting. It is the only mobile
solution available to offer this experience.”

However, we are quite surprised to see that,
apart from that mention of pictures in email,
there are apparently no mobile imaging
improvements in the new operating system...

PHONE PRINTING PARTNERS
Verizon Wireless joined Fujifilm’s
“Get the Picture” online-to-retail print service
network. Customers can upload camera-
phone pictures at Verizon Wireless’ picture
sharing online site, Pix Place, and gets
prints at more than 10,000 retail locations
including Walgreens, Longs Drugs, Ritz
Camera and Sam’s Club. Verizon Wireless
claims more than 59 million customers. 

Exclaim’s Pictavision Teleprints
application sends camera-phone pictures
directly from mobile handsets to retail
printers. It debuts with an exclusive with
Walgreens, the large retail pharmacy
chain with more than 5,600 locations.
Walgreens sells 4x6 prints for $.19 each.
Pictavision Teleprints is compatible with
Brew, Java, and Symbian phones. 

SHOZU GEOTAGS PHONE PHOTOS
ShoZu’s Share-It one-click image uploading service now offers location tagging for photos
and video clips sent from GPS-enabled phones to the Flickr and YouTube websites.

ShoZu says it is the only upload service that provides automatic geotagging for
camera-phone uploads to more than one Internet destination. [Other supported sites
include Buzznet, Dada.net, moblogUK, Pikeo and Textamerica.]

Shozu says it also supports more GPS handsets than any other provider: a total of 136
handsets, including Symbian, Java, Microsoft Windows Mobile and BREW devices. 

GPS-enabled handsets equipped can attach latitude and longitude information to
images automatically upon capture. 

ShoZu will then send this information to any Share-It destination that supports tagging,
along with all other tags the user has created manually. On Flickr, uploaded images will
automatically display in their location on the user’s Flickr map. 

Users can search community photo repositories by geographical location.
ShoZu says advertisers will be able to target messages by user location, once ShoZu

“has implemented necessary privacy protections” in its mobile advertising platform.

NOKIA MAKES MAPS MOBILE — AND FREE
Nokia says its smart2go software “turns mobile computers, smartphones and PDAs into
local mapping and routing engines, providing worldwide mapping.” 

The downloadable maps are free of charge; turn-by-turn navigation services are a for-
sale option. Nokia says it has the most comprehensive map coverage offered on a mobile
device, with maps of over 150 countries and satellite navigation in over 30 countries.

The service now works on selected Nokia S60 and Windows Mobile 5 devices.
Nokia plans to pre-install the smart2go mapping and navigation application on all future
Nokia Nseries multimedia computers under the name “Nokia Maps.”

Nokia says its is “on track to build the world’s most connected location based platform
for mobile devices.”



Taiwan-based DSC makers are expected to receive increased OEM orders from Japanese
brands and deliver an estimated 50 million units in 2007, despite the fact that growth in
global demand tends to be slowing. This will account for about 50% of global shipments for
the year, according to the local newspaper Economic Daily News. The average product life
cycle of digital cameras is estimated to shorten from 12 months to nine months, bringing more
pressure on Japanese brands to increase outsourced production for cost minimization, EDN
indicated.  Part of the windfall dropping into those laps is caused by the diversion of resources
into DSLRs by several Japanese majors.

• Several Taiwan-based camera makers, including Asia Optical, Altek and Ability
Enterprise, have started producing or will produce compact camera modules (CCMs), and
the subsequent competition is expected to force price cuts this year, according to industry
sources. Largan Precision is Taiwan's largest producer of CCMs, with Lite-On Technology,
Foxconn (Hon Hai Precision Industry/Premier) and Genius Electronic Optical being the other
leading makers, the sources indicated. Largan shipped over 150 million CCMs last year,
DigiTimes reports, ranking with Japan-based Enplas as the top two makers globally, the
sources noted. 

• UK's biggest photo-specialty retail group Jessops admitted in early March it would have
to sell off a huge amount of DSCs at reduced prices. The company said it was making the
move to shift excess stock as sales tumbled in January. Sales of compact cameras in January
fell 10.8 per cent, memory cards were 14 per cent lower and sales of camcorders fell 16.8
per cent. Jessops recorded a 14 per cent increase in sales of DSLRs but that compares with
30 per cent-plus monthly sales increases typically seen during 2006. 

• For some time we at Future Image have been stressing the importance of using HDTV
sets as “slide projectors.” Sony reached the same conclusion, and several of their new DSCs
at PMA feature HD image output capability.

• Several PMA shows ago, I helped Cornice of Colorado to meet potential users of its
mini HDDs. In February, Cornice said it was leaving the HDD biz, and concentrating on flash
memory applications. Judging by SanDisk's problems, this might not be such a good idea.

• Another company I followed was SmaL Camera, who made those very thin DSCs a few
years back. About two years ago Cypress Technologies bought them - but in early March
Cypress said they were selling SmaL, who have been concentrating on automotive sensors.

• I first met my good friend Bill Lloyd when we were working together (for different
companies!) on a project to develop the world's smallest DSLR; it had TTL viewing and a 3x
optical zoom, and fitted inside a cigarette packet. Bill is now the CTO of Kodak, and is
thrilled by the positive reaction to the new inkjet printer line developed by the team he led for
the past few years. As the San Diego Business Journal said, “A Techdirt.com estimate says an
Olympic-sized swimming pool full of ink used for inkjet printers would cost $6 billion.
According to Kodak, replacement ink, when bought by the cartridge, could cost $4,000 to
$5,000 per gallon. A 2003 PC World article cited that Hewlett-Packard Co.'s ink cost $22
per quarter-ounce, or more expensive by weight than Russian caviar, even back then…” As
you know, Kodak is hoping to crack the market by offering cheap ink, not cheap printers.
Relatively speaking!

• An inkjet printer capable of printing up to 1,000 pages per minute is being developed
by Israeli researchers. The prototype print head model, though measuring only 12 square
centimeters, contains 57,600 individual ink nozzles, designed for drop-on-demand delivery.

• Finally, lets remember two good friends who have died recently: Vic Chernick, of
Vivitar/Hanimex/Keystone fame, and Chris Swain, just-retired head of Swains, Europe's biggest
photo-products distributors. These were wonderful men, sorely missed by countless people.
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UPCOMING IN THE FUTURE IMAGE REPORT:
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DEFINITIONS

Afocal – An afocal lens system neither converges 
nor diverges incoming light rays. An afocal zoom 
system changes the magnification of the subject, 
increasing or decreasing the size of the object pro-
jected onto the focusing lens, which is then respon-
sible for focusing the image on the film or sensor.

Circle of confusion – In optics, a circle of confusion, 
(also known as disk of confusion, circle of indistinct-
ness, blur circle, etc.), is an optical spot caused by 
a cone of light rays from a lens not coming to a per-
fect focus when imaging a point source. In photog-
raphy, the circle of confusion diameter limit [CoC] 
is sometimes defined as the largest blur circle that 
will still be perceived by the human eye as a point 
when viewed at a distance of 25 cm (or more, 
depending on the size of the image). A comfortable 
viewing distance is one at which the angle of view 
is approximately 60°; at a distance of 25 cm, this 
corresponds to about 30 cm, approximately the 
diagonal of an 8 x 10-inch image. At this distance, 
a person with good vision can usually distinguish 5 
lines per millimeter, equivalent to a CoC of 0.2 mm. 
As the size of the final image increases, so does 
the viewing distance and the CoC also increases. 
Using the so-called “Zeiss formula,” the circle of con-
fusion is sometimes calculated as d/1730 where d 
is the diagonal measure of the original image (the 
camera format). For full-frame 35 mm format (24 
x 36 mm, 43 mm diagonal) this comes out to be 
0.024 mm. A more widely used CoC is d/1500, 
or 0.029 mm for full-frame 35 mm format, which 
corresponds to resolving 5 lines per millimeter on a 
print of 30 cm diagonal.

CMA [Camera Module Assembler] – A firm, such 
as Flextronics, that sources compatible components 
— typically a lens (and actuator, if necessary), an 
image sensor, and image processing chip or image 
pipeline — from one or more vendors and assem-
bles them into a finished camera module, ready for 
installation into a capture device such as a DSC, 
camcorder, mobile phone, or webcam. The firm 
may act simply as an assembler of pre-sourced parts 
or may take an active role in the design process, 
specifying the characteristics of the components, 
or even design and produce its own components. 
Typically the process starts with a sensor for which 
an appropriate lens is chosen or designed and then 
the image processor is tuned to optimize the results 
produced by the first two components.

Depth of field – In optics, particularly film and pho-
tography, the depth of field (DOF) is the distance in 
front of and behind the subject that appears to be in 
focus. There is only one distance at which a subject 
is precisely in focus, but focus falls off gradually on 
either side of that distance, and there is a region in 
which the blurring is imperceptible. This region is 
greater behind the point of focus than it is in front, 
because the angle of the light rays change more 
rapidly; they approach being parallel with increas-
ing distance.

Focus – In optics, focus, also called the focal point, 
is the point where light rays originating from a point 
on the object converge. Although the focus is con-
ceptually a point, physically the focus has a spatial 
extent, called the blur circle. This non-ideal focus-
ing may be caused by aberrations of the imaging 
optics. In the absence of significant aberrations, the 
smallest possible blur circle is the Airy disc, which is 
caused by diffraction from the optical system’s aper-
ture. Aberrations tend to get worse as the aperture 
diameter decreases, while the Airy circle is smallest 
for large apertures. An image is said to be in focus 
if light from object points is converged enough to be 
perceived as a point; conversely, it is out of focus 
if light is not well converged. The border between 
these conditions is sometimes defined via the circle 
of confusion criterion.

Hyperfocal distance – The closest distance at 
which a lens can be focused while keeping objects 
at infinity acceptably sharp; that is, the focus 
distance with the maximum depth of field. When 
the lens is focused at this distance, all objects at 
distances from half of the hyperfocal distance out 
to infinity will be acceptably sharp. The criterion for 
what level of sharpness is considered acceptable is 
generally specified through the circle of confusion 
diameter limit; that is, what is the largest accept-
able spot size diameter that an infinitesimal point is 
allowed to spread out to on the imaging medium 
(film, digital sensor, etc.).

Hysteresis – A property of systems (usually physi-
cal systems) that do not instantly follow the forces 
applied to them, but react slowly, or do not return 
completely to their original state; that is, systems 
whose states depend on their immediate history. 
Hysteresis is analogous to backlash in mechanical 
systems which can give rise to position or force 
errors.

DEFINITIONS & METHODOLOGY
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PID [proportional-integral-derivative] controller – 
A PID controller is a common feedback loop compo-
nent in industrial control systems. The controller takes 
a measured value from a process or other apparatus 
and compares it with a reference value. The differ-
ence (or “error” signal) is then used to adjust some 
input to the process in order to bring the process’ 
measured value back to its desired setpoint. Unlike 
simpler controllers, the PID can adjust process out-
puts based on the history and rate of change of the 
error signal, which gives more accurate and stable 
control. In a PID loop, correction is calculated from 
the error in three ways: cancel out the current error 
directly (Proportional), the amount of time the error 
has continued uncorrected (Integral), and anticipate 
the future error from the rate of change of the error 
over time (Derivative). PID controllers do not require 
advanced mathematics to design and can be eas-
ily adjusted (or “tuned”) to the desired application, 
unlike more complicated control algorithms based 
on optimal control theory. 

Polymer – A term used to describe large molecules 
consisting of repeating structural units, or monomers, 
connected by covalent chemical bonds. The term 
is derived from the Greek words: polys meaning 
many, and meros meaning parts. A key feature 
that distinguishes polymers from other molecules is 
the repetition of many identical, similar, or comple-
mentary molecular subunits in these chains. These 
subunits, the monomers, are small molecules of 
low-to-moderate molecular weight, and are linked 
to each other during a chemical reaction called 
polymerization.

Power Density – Refers to the amount of power 
delivered by an energy source, divided by some 
measure of the source’s size or mass. Tiny, light-
weight motors or actuators must have a high power 
density to accomplish their tasks.

SMIA [Standard Mobile Imaging Architecture] 
– The SMIA standard is an open standard for use 
by all companies making, buying or specifying 
miniature integrated camera modules for use in 
mobile applications. It is a complete standard and 
it is proposed that a product will be compliant with 
all portions of the standard. The main requirement 
is to be able to connect any SMIA-compliant sensor 
to any SMIA-compliant host system with matching 
capabilities and get a working system with accept-
able performance.

METHODOLOGY

For this series of reports we sent questionnaires to 
our contacts at all the major technology providers in 
the broad category of innovative optics and opto-
mechanics (actuators and motion-control mecha-
nisms). For this report, the questionnaires were sent 
to four leading developers of innovative motion 
technology who provide focus and zoom capabili-
ties for camera-phone optics: Artificial Muscle Inc., 
Nanomotion Ltd. (Johnson Electric), New Scale 
Technologies, Inc., and Varioptic SA. After the com-
pleted questionnaires were returned, we conducted 
follow-up interviews with all four respondents and 
then sent the company profiles to the respective 
contacts for final review.

The information in the company profiles as published 
here was therefore provided and approved by the 
companies profiled without modification or editorial 
comment by Future Image. Our analysis and com-
mentary is contained in the Introductory sections and 
in the final Conclusions & Outlook section.
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