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ABSTRACT
Publications such as consumer megazines rely heavily
on image libraries as sources for the images they
publish in their issues. Traditiondly, magazine Saff
discuss their image requirements over the telephone
with library staff and the library conducts the search.
Many libraries have now developed Web sites
alowing their customers to search for images
themsdves. However this survey found that these
digitd libraries are not popular with magazine saff,
who continue to prefer the traditiona means of
contact. The reasons for this preference, and the
reasons it is unlikely to change are explored.
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INTRODUCTION

This report results from asurvey of commercid users
of digital and conventiona image libraries. The users
studied were consumer magazines, chosen because
they are heavy image library users. According to
BAPLA, the British Association of Picture Libraries
and Agencies, magazines represent the second
largest buyers of images, purchasing the use of dmost
aquarter of dl library images[2]. Fourteen staff from
fourteen magazines in England took part in face to-
face and telephone semi-structured interviews. The
magazines domains ranged from parenthood, health
and fitness, gardening and other leisure activities,
music, current affairs and science. Using a recent
issue of their magazine as a prompt, participants were
questioned upon their requirements of images, how
these influenced the ways in which they search, and
where they search. They were also asked about their
use of web-based digita image libraries, how these
compare with the traditiona waysin which they ded
with imege libraries, and with their uses of digitd and
conventiond imeges.

The sde of images (primarily photography but dso
art work) is alarge and growing industry. The most
recent atistics from BAPLA gave estimates of over
350 million images held over 600 image librariesin
Britan [2].

These libraries earned more than £110 million from
the sdles of the use of their imagesin 1999.

However, while most image libraries had ether their
own Web site, or had access to one, it was aso
estimated that only 4% o the images libraries sold
were through digitd transactions. Mogt of the Web
Steswere not set up to support commercia
transactions. CEPIC (the European Union’s
equivaent of BAPLA, whose membership includes
British imege libraries) aso carried out asurvey of its
membersin 2001 [3], based on the BAPLA survey.
They too found that while a mgority of image
libraries have their own Web sites, only aminority
use these for digital transactions, and that most
pictures are ill dispatched to their cusomersusing
couriers and mail, rather than dectronicaly.

In the following sections, magazines' requirements of
images, and the Sgnificance of images in magazines,
are explored. Theimportance and complexity of their
requirements combine to make the process of
locating appropriate pictures a time-consuming and
chalenging task for the specidist picture researchers
whose job it is. How images are found through
conventiond and digital image libraries, and the
advantages and problems of each are described. The
current generation of digital image libraries have not
necessarily made the work of finding images easier,
nor have digital images diminated the need to see the
“red” pictures. Digitd image libraries have, rather,
changed the problems picture researchers face.



These difficulties, and the waysin which digita
libraries might need to develop in response are
explored.

THE USE OF IMAGES IN MAGAZINES

Images are used intensively in consumer magazines.
A sngleissue of an average Sze monthly magazine
may contain severd hundred images ranging from the
full colour “double page spread” for afeature article,
to smdl “fille” picturesfor newsitems. The
requirement for an image generaly sartswith a
‘brief’ from a magazine s editor to the picture
researcher and/or picture editor. The brief isaverba
description of animage or set of images required to
illugrate an article. The brief may be very precise
(‘pictures of agpexific village on amisty day at dawn
inthewinter’) or very generd (‘ pictures of whaes).
Roles vary from magazine to magazine, but the
picture editor is generdly responsble for the fina
choice of the images, subject to the magazine editor’s
approvd, and for the layout and arrangement of
images on the page. The picture researcher findsthe
images, and carries out the administration associated
with handling the pictures received and paying for
those whose use is purchased.

The most basic requirements of images are to meet
the brief and to be of outstanding or high technica
qudity. However, images must meet other criteriaas
well, and serve severa functions. The most basicisto
provide structure and interest to a page. Images help
to break up apage, and attract the viewer’' s atention
to the article. Images dso inform and ‘bring to life,
supporting and enriching the textua content of an
aticle.

Images aso promote emotiona responses to the
content such as excitement, aesthetic gppreciation or
shock. Considerable time and careis spent in
editorid sessons upon the sdlection of images that
will help to dicit the type and degree of emotiona
response sought. Images also have aesthetic and
moativaing functions. The beauty of animage may
ingpire the reader: beyond attracting her to look at
the pictures and read the article, the editors may
hope to encourage a particular behaviour, whether
that be to help young parents adopt safer techniques
when bathing their newborn baby, or to inspire
people to take up cycle touring.

Magazines mugt survive in avery competitive
marketplace. They haveto achieve differentiation
from their competitors. To do this, they develop an
approach to their subject, or ethos, which guidesthe
type of articles their issues contain. Along with their
ethos, they have ahouse style or *look’, and of
course, images are fundamenta to the look, and a
vitd part of amagazine s communication with its
readers. The look reinforces the ethos and saysto
potentia and exigting reeders. ‘thisis our styleand
these are our values. we are amed at people like
you'.

CONSTRAINTS UPON IMAGE SELECTION

If images had only to satisfy these requirements, the
editoria team’sjob would be relatively easy.
However, there are severa factors which congtrain
their choices and make sdlection more complex.
Pictures have to be congstent with the magazine's
ethos. The magazine aming to teach young parents
the correct way of bathing a baby would only
consider pictures where the child was being correctly
held and supported. The picture has to be what it
clamsto be. A naturd history magazine would not
use apicture of an extremdy rare mammd takenina
z0o, even if the picture were highly aestheticaly
pleasing and dternatives were hard to find, if the
artideis about the animd in the wild.

Thelook of the magazine is not determined just by
the editorid gtaff of the magazine. Reader reactionis
asgtrong force in congraining the range of possibilities
the magazine can consider. For example, prior
experience of reader aversion to distressing images of
war will limit subsequent choices of photographs
illustreting conflicts .

On apracticd level, an image dso hasto fit wel in
the article as awhole. It has to balance in colour and
style with other images on the page and to contain
materid which complements them. The sameistrue if
the article spans severd pages. A beautiful and
appropriate image may be rgjected if it cannot be
meade to fit with agroup of others.

The process of determining which pictures will be
used in an issue s, therefore, highly complex. The
criteriaare many and varied, subjective and
objective. There are dso additional congtraints which
result from experiencein the fidld, such as ‘thisis
poor quality but it’s the only picture of this



endangered animd’, or ‘our main competitor used
thispicturelast year.’
THE TRADITIONAL IMAGE LIBRARY
Magazines | ocate images from anumber of sources.
The libraries are amain source because of the vast
repogitory of images available through them. Libraries
range from the tiny specidists to large multi-subject
libraries. While images used from libraries may dso
be published anywhere dse (from books to
advertising brochures), dthough with some
congraints, they are an economic way of meeting the
need. Commissioned photography guarantees unique
pictures but is too costly to be used other than for
cover pages and feature articles.
When the magazine picture researcher has been given
aset of briefs, he will contact the library picture
researcher. The same searches are often requested at
severd libraries to maximise the chance of finding the
right images. The telephone is the preferred mode of
contact, because unlike fax or email, adiscusson
about the requirements is immediately possble. Some
briefs are sraightforward, but more usualy, for the
reasons given in the previous section, qudification
and clarification of the brief is needed.
When requirements are not straightforward (e.g. a
picture which ‘ conveys some of the lega complexities
surrounding divorce'), there will often be adiscusson
between them. As three magazine researchers said:
“I prefer usng the phone because | can emphasse
what’ simportant to me and we can develop it.”

“Phoning them is quicker and you can make
yoursdlf understood. Y ou can have a continuing
conversation. They will add suggestions too which
could help: *We ve got a photographer who's
donethis. You give them the bones of the story
and they’ Il make suggestions.”

“The human contact is incredibly important,
because they’ re going to know their collection.”

The discussion draws on the expertise of both
participants. The library researcher knows the
library’ s callection of pictures, the magazine
researcher understands the magazine' s look, ethos
and st of congraints. The magazine researcher
describes the brief and talks around it, while the
library researcher explores with her possible
solutions. “Have you thought about this type of

picture?’ or “We have pictureson X —would they be
any good?’. In other words, they work together in a
collaborative problem solving exercise, pooling their
different knowledge and experience. Magazine
researchers emphasised the high vaue they place
upon this team work. They particularly appreciate it
when they gart off without any well-formed ideas for
suitable images for agiven brief. It was dso clear that
meagazine researchers like working with libraries
where they can develop long term relaionships with
their researchers. Not only isthere plessurein
working socidly; it asssts the process of finding good
images,
“Persond relaionships with peoplein image
libraries makes the process of finding images so
much easier. Over the years the person comes to
understand your requirements. Their match gets
better, but it's never good enough.”

“You build ardationship with a picture library
over the years. Some only employ one or two
people. They are nice and essy to talk with and
they’ll hdp me, eveniif | cdl and say ‘I don’t
know exactly whet | need - can you help me?”

PROBLEMS WITH THE TRADITIONAL PROCESS
One of the most frequently mentioned problems with
thetraditional process described aboveisthat the
researchers have to make do with verba descriptions
of the ideas and images they are discussing. Given the
high degree of subjectivity in the process, not only is
thisinefficient, but often yidds resultsthat are
disgppointing to the magazine team. A picture may fit
the objective agpects of abrief but may fal shortin
other ways. There may be subsidiary aspects of the
picture that do not fit the requirements of the
magazine slook or ethos.

Image libraries send magazines sdections of images
for each brief, as negatives, viathe mail or courier.
They often prefer to err on the Side of caution, and O
a0 send images which may only be of margind
relevance to the brief. The magazine researcher is
respongblefor the physica processing of images:
receiving them from the libraries, soring and tracking
them to make sure none &t lost, and sending them
back. Since each issue might involve searches at up
to twenty libraries and receiving thousands of images,
the adminigtration is not atrivid task and can occupy
severd days of the researcher’ stime. Then there are



the cogts involved: the library’ s search fees and the
trangport costs. Disappointing salections are not just
asetback in locating an appropriate image; they are
aso codtly in time, money and effort.

Many libraries produce glossy catalogues as guides
to the sorts of pictures contained in their collections.
These are not very popular with magazine
researchers for two reasons. Firg, they contain only
subsets of the library’s pictures, and second, it is
often difficult to find in which section pictures of
interest have been ‘filed'.

DIGITAL IMAGE LIBRARIES

Most image libraries dready developed their own
web-based image libraries. These congst of digitised
copies of some of the prints or didesin their
collection. Search isusudly by key word. Key words
areintended to capture the objective and subjective
aspects of each picture, and there are an arbitrary
number of them associated with each. Viewers can
browse images and order analogue copies or
download digital copies from the Site (though as the
BAPLA [2] and CEPIC [ 3] surveysfound, most
Stes are not yet equipped for e commerce).

The key feature of digital image librariesis that
collaborative problem solving between the picture
researchersisno longer possible, asthelibrary
researcher has been removed from the process. This
isgood from the library’ s perspective, asit freesthe
researcher for other work. However, the magazine
researcher is now expected to do the search on the
Web gste for hersdlf.

PROBLEMS WITH DIGITAL IMAGE LIBRARIES

The picture researchersin this study showed

antipathy towards seerching in digitd libraries. Their

principa reasons included the considerabletime

pressures under which editorid staff aready work.
“They [libraries] don’t understand about the
economy of time. Wework under enormoustime
pressures.”

“You never fed you have moretime— it's just
time spent differently.”

“Beautiful Web dites, but you just don't have the
luxury of timeto look at them. Y ou want a picture
and you want it now. Speed is of the essence.”

“It takes too long to get into some Web sites. You
have to enter passwords, and if you haven't got

one you have to ring them up and organiseit. ... |
il prefer phoning up and getting someone e to
do it for me”

While magazine researchers enjoyed problem solving
with library researchers, reporting it to be one of the
most enjoyable parts of their work, search on Web
stesislargdy stressful and unfulfilling. They are
sressful for severd reasons. Firdt, doing the
searching themselves requires that megezine
researchers find new timein which to do ajob
formerly done by the library researcher.
The inefficiency and frequent lack of results from the
process of searching are the other main reasons web
searches are didiked. Image libraries have
independent schemes of classification, each of which
has to be learned. One magazine researcher reported
that she regularly called across the office to ask her
colleagues for help with synonyms, having had no
success with obvious words. Key word searches are
too hit and miss
“..if | ask to see Series 3 it will show me 180,000
images and it' s too much to scrall through. If |
make it more specific then | get nothing a dll. It's
adifficult balance— you can get too many or miss
the one you want by missing out one piece of
information.”

“ Sometimes you come across apicture and you
think ‘why haven't | seen that before? It should
have been available under different key words
too."”

Key word searches proceed by tria and error. On
top of this, there are the *dead times' picture
researchers must spend as a result of system and
network delays:
“Searching is ancther thing which consumes our
time. It's so busy, and the internet dows us down,
waiting around.”

“Occagondly | use the Web, but | don’'t have the
timeto search — loading up, trawling through and
searching takes too much time. It'seasier for me
to ring up and get someone eseto do it for me.”

Not only is the processisinefficient; it hasto be
repeated multiple times at different libraries, for the
same reasons traditional searches are requested at
many libraries— thisis more wasted time. Thereis



aso no way of knowing, without cdling the library,
whether search fallures result from true negatives (no
available picture), or fase ones (the right keywords
have not been used).

The researcher needs to contact the library anyway,
for adifferent reason. Asfew libraries can afford to
digitise ther entire collection, they must make
judgements about which images are most likely to
yield areturn on investment. So those they deem
mogt likely to sdl are those they digitise. The
requirements of magazines, by contrast, are more
likely to be for the unusud or highly specific. Since
the digitd image library is not complete, the magazine
researcher gill has to telephone the library to check
whether there are other pictures. Why then bother
with an unnecessary intermediate and time- costly
step if the phone cal has to be made anyway?
Interestingly, the reasons given for didiking Web and
catal ogue searches were similar. Both are subsets of
collections and are therefore not religble guides to the
collection asawhole. In Web searches, the problem
of finding images changes from ‘wherein the
cataogue? to ‘what keywords? but evokes smilar
problems.

For dl these reasons, magazine researchers generdly
prefer to have traditiona searches conducted for
them. At the moment, they seem to have inherited the
worst of both worlds. Overall, the Web consumes
extratime in the searching process rather than saving
it. Additiondly, time savings have not been made on
adminidration, as aresult of editoria teams
preferences to work with transparencies and dides
(principdly so the quaity and characterigtics of the
image can be seen) rather than digitised images.
However, of the fourteen magazine aff interviewed,
there were two who regularly used both digitd and
traditiona processes to advantage. Typicaly they
conduct an initid search a agiven digitd library to
identify a subset of candidate pictures, and then ring
the library researcher to discussit and order asmal
number of transparencies.

One of the two magazines uses many fewer pictures
per issue than mogt: typicaly, just one or two per
aticle. It istherefore easier for her to put together a
suitable sat of pictures. Unusudly, her magazine used
many photos that were digitd in origin, to illustrate

current news articles, which aso saved her
condderable adminigtration.

The second - a picture editor - took search even
further. He conducted initial Web Site searches,
identified a sdlection of promising pictures for each
brief, and then telephoned the library researcher.
They then pursued the search together over the
phone, so that both could view and discuss search
results on their browsers. This approach —
overcoming the main disadvantages of search in both
traditiond and digitd libraries - yielded the highest
degree of reported satisfaction with the use of digita
libraries.

Why did the other researchers not also adopt a
technique like this? The answer would appear to be
due largdly to the pressure of time. For many
reasons, not least of all abudget and a picture
research team both larger than average, work in this
particular magazine was fdlt to be busy rather than
constantly pressured.

DISCUSSION AND CONCLUSIONS

Thereisagreat ded of research being conducted
today into methods of searching for images based
upon some aspect of image content (for recent
research, see [1]).

However, at least for magazine researchers and
otherslike them who work under considerable time
pressure, it seems unlikely that improved and
content- based search methods would answer their
needs, Snce searching is till asignificant consumer of
time. Given that picture researchers reported how
highly they valued joint problem solving with the
library researchers, it seems that enhancing their
cgpability to do this might be one advance that could
offer them more productivity gains. Web, or IP
(Internet Protocoal) telephony [5] (phone cals through
the Internet between multimedia PCs and integrated
with Web stes) may offer magazine researchers the
best of both worlds when the technology reaches
maturity [4]. It offers the magazine researcher the
ability il to delegate the search to the library
researcher, but to benefit from the interactive visua
feedback that the traditional processlacks. This may
conflict however, with the libraries amsfor returns
on ther investment in digitd libraries, which indude
freeing their researchers for other work.



Thevaue of digitd libraries may be more apparent to
magazine researchers through other service
deveopments to inform them and save them time.
The CEPIC study [3] found that fewer than afifth of
digitd librarieswere members of aporta Ste. Portals
could reduce the time spent in repeating searches,
athough they do not overcome the ‘fase negative
dilemma. Other examplesinclude more use of derts
viaemail (‘we have new picturesin your area of
interest’), and more information, such as: ‘the history
of use of thispictureis...” and ‘we have additiond
pictures on this subject that are not in our digital
collection.’
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