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Abstract

Technology and the Internet have immense capability and potential to transform business models.  This is evident in the publish on demand industry.  Lulu holds a prominent position as a leading e-business in this industry and offers products from the long tail of the demand curve.  This research paper will explore Lulu, the industry, organizational context, and e-Commerce strategy.  The author will present an assessment of the e-Commerce strategy and offer final recommendations to the company’s management.

Lulu, Publish On Demand and the Long Tail of the Demand Curve
 Analysis of case studies included in the textbook Strategies for e-Business: Creating Value through Electronic and Mobile Commerce (Enders and Jelassi, 2004) denotes the immense capability and potential of the Internet and technology to transform business models.  According to Carroll (2005) this power is readily apparent in the creative arts industry.  Relatively new companies such as Lulu.com hope to capitalize from technology to modernize the publishing industry.  Traditionally, aspiring authors would submit a manuscript to an independent press or major publishing house for review.  After a lengthy period of time and perhaps several revisions, the publishing house might agree to publish the author’s work.  Upon acceptance of substantial upfront fees for a first printing, the publishing house would make the work available to bookstores.  Lulu is a publish on demand e-business that provides these same authors an alternate route to publishing and marketing their creative work.  As a full-service e-business, Lulu has plenty of proponents; however, it is not without its antagonists and limitations.  This paper will explore Lulu and the publish on demand e-business phenomenon.
PoD Terminology
It is important to distinguish between print on demand and publish on demand (PoD) terminology with the advent of global online retailing.  According to Crawford (2008), both terms complement one another but remain separate services.  Print on demand refers to the actual production of books in single copies or short runs and may support new creative works as well as titles that are out of print.  Printing is conducted on an as-ordered basis or to have a small quantity of books in stock.  Conversely, publish on demand is the “process of publishing a book entirely through a print-on-demand fulfillment” (Crawford, 2008, para. 1)   The variety of services offered is dependent upon the PoD e-business selected and the level of service required based upon individual needs and marketing aspirations.  
Organizational Context
Company founder and CEO Bob Young stated on the Lulu company website that the company “empowers creators of content to be able to easily publish and sell content successfully in a global marketplace.”  Mr. Young is the former CEO of North Carolina based technology innovator Red Hat.  The privately held international company boasts creators from 80 countries and successfully distributes to over 100.  The company offers creators of digital content a platform to create, publish, buy and sell their digital content on demand.  Over 600,000 titles are available.   One of the keys to its successful promotion and marketing strategy is of particular interest.  Since its establishment in 2002, Lulu continues to offer the opportunity to publish with no upfront costs, thereby negating the need for often financially prohibited supply chain and manufacturing costs associated with a minimum printing of books.

Lulu has a headquarters in North Carolina, the United Kingdom and Canada.  The website states that the company has 1.2 million registered users.  It also compares the 120,000 titles published in the United States by traditional publishers per year to the 98,000 new titles Lulu published globally.

Lulu is adopting a new pricing structure effective October 28, 2008.  The company states that although the cost of raw materials, freight and shipping has increased, new technology has allowed the company to actually reduce prices.  Pricing is based upon the size of the book, type of binding, paper grade, number of pages and color or black-and-white interior.  The new pricing structure appears in Figure 1 below.  
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New for 2008 is a value option that is a less expensive alternative to standard paper.  Lulu is offering the choice of a new economic publisher-grade paper.  The website states the option featured in the pricing grid is the new 50# white paper choice available in two size: 5.5” x 8.5” and 8.5” x 11”.   I had difficulty interpreting the new pricing grid.  I believe that the grid will need to be modified to remove the difficulty experienced by inexperienced publishers interpreting the price.

In addition to the new pricing structure for new customers, Lulu will offer a new pricing structure for those existing customers holding a distribution package.  The customer check-out application will post the shipping charges rather than including them in the shopping cart as before.  For those international customers wanting to conduct business in currency other than the U.S. dollar, Lulu will offer current exchange rates on their website.  Finally, customers will be able to take advantage of economies of scale as Lulu will offer new bulk pricing for larger volume orders.  The website provides a pricing grid for books printed in the United States as well as the United Kingdom.  In addition, the website discusses the change in pricing and cites specific examples for understanding.  

The Lulu website claims to have a simplistic pricing formula.  The formula is divided into three separate parts for non-distributed books.  The production cost plus the creator revenue and the Lulu commission equals the price of the book.  The retail price does not include shipping.  Lulu earns twenty percent commission on each item sold.  For those authors who decide to sell their creative work for the production cost only, Lulu does not charge a commission.  This could be advantageous for educators and non-profit organizations (Cohen, 2008).  The website offers a wizard to aid the creator in establishing a retail price.  The wizard calculator offers several methods to determine royalty from sales. 
For those authors who wish to take advantage of Lulu’s distribution services, an alternate price structure is provided.  If the author chooses to purchase this service, the author gives Lulu the non-exclusive right to print books and fill orders for their book.  Books are sold and distributed by Lulu’s wholesale and retail partners.  Since a non-exclusive right, authors can choose other distribution options in addition to Lulu.

For authors located in the United States, Lulu offers a “Published by You” distribution service for $99.95.  This fee includes a unique ISBN mapped to the author as the registered user.  Lulu also states that the book will appear in a wholesaler’s catalog, providing the author with access to online retailers such as Amazon and Barnes and Noble.  Bookseller’s may also sell the book online or in bookstores.  A scannable Bookland-EAN bar code will appear on the back cover of the book.

A second publishing option is the “Published by Lulu” Distribution Service which is offered now at no charge.  With this service, Lulu, instead of the author, becomes the publisher and a Lulu owned ISBN is assigned to the book.  Similar to the “Published by You” service, Lulu will convert the retail book price into five currencies and list the book in a wholesaler’s catalog for online retail sales.  A simple distribution package comparison in table format is displayed on the website help in the service selection process.  The table is displayed in Figure 3 below.
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Lulu also markets fifty unique services through its Lulu-certified experts in five categories:  pre-publishing, publishing, graphics, marketing and translation.  Creators can browse provider services by keywords.  Basic costs are provided by the experts in the Lulu site.  Creators can also browse services by title and authors, reviews, language, date and even licensing.  I located a service dedicated to pre-teen authors called Dixie Press LLC.  In addition, individual services are available to aid others in the writing process.  Three categories of individual services are identified: pre-publishing, marketing and distribution, and free marketing tools.  These are identified in Figure 4.
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Lulu identifies three categories for its products.  Its primary product is print.  Lulu offers hard and soft cover books, brochures, manuals and materials for business solutions.  Lulu Studio tenders calendars and photo books using personal and licensed content.  Finally, Lulu offers opportunities for social networking including marketing, commerce and exposure.  The benefits of social networking are realized in its blog, widgets and weRead application.  In the weRead application, users can recommend books to their peer groups in addition to discovering new titles.
Industry Analysis

Publish on demand is not just an emerging phenomenon in the United States and Europe, it is global.  An article in Bookseller (2007, Issue 5273) reports that Tim Davies of AuthorHouse predicted that PoD would have a similar impact to that of the rise of online retailing.  Davies states that PoD has already transformed academic publishing.  The article accredits interest in PoD by leading publishing houses to reduced inventory, filling a small but strong demand, and the opportunity to discontinue returns.  Bookseller (2008, August 8) contends that the traditional retailers and publishers need to become innovative or face an uncertain future.
Bibliographic company, Bowker, (Bookseller, 2008, June 6) echoes this same sentiment. Bowker reported that new fiction titles were up 17% in 2007 from 2006 and the 50,071 new titles in this category were twice the number reported in 2002.  Bowker also reports a large five-fold increase in print on demand titles also a large percentage of the titles were reprints of those already in the public domain and other short-run books.  Since this is a new phenomenon, Bowkers will be monitoring this statistic to determine if the upward trend is sustainable.
The United Kingdom is also experiencing this same increase in its number of new and backlist book sales.  Backlist books are those with a previous year’s publication date.  According to Tivnan (2008), books with an ISBN and a 2007 publication date increased 36% from 2006 to 2007 while the number of backlist titles increased 28% over the same period.  For the first time, books are not going out of print as long a there is a company willing to publishing backlist titles.

Shur (2006) argues that PoD detracts from true “published” books that receive the benefit of editing, designing, marketing, publicizing and distributing of books by independent presses and major publishing houses.  As a independent publisher for Square One Publishers, Shur is disenfranchised with self-publishing and feels that the bookseller is underscoring or even confusing them with those receiving the services of publishers as well.   According to Shur, the number of PoD books has increased significantly, posting a 28% increase between 2000 and 2004.  This is an increase of 40,000 titles from 140,000 to 180,000.  He attributes lower reader expectations for quality, discounting of retail prices and the displacing of independently published books on store shelves to PoD.  He cites a business arrangement between the nine-store Joseph Beth/Davis-Kidd bookstore chain and PoD publisher AuthorHouse to sell self-published titles in lieu of those from independent presses.  Finally, Shur reports that independent presses must lower profit margins to compete with large publishing houses creating a double edged sword.
A recent anti-trust class-action lawsuit is being followed closely by the publish and print on demand industry.  According to an article appearing in the Seybold Report (Joss, 2008), e-business Booklocker.com filed on May 19 claiming that Amazon.com discourages competition.  This lawsuit is a result of Amazon contacting independent publish and print on demand businesses and requiring them to utilize Amazon’s print on demand service Booksurge.  Failure to do so could result in the withdrawal of the “Buy Button” unless independent publishers comply.  The only other means for independent publishers to market their books would be through approved resellers or utilization of the Amazon Advantage program.  According to Bookseller (2008, April 11), concern is also echoed by the Small Publishers Association of America, the American Society of Journalists and Authors.  The Arts Council initiative for new writers in the United Kingdom has asked its members to boycott Amazon.

According to Amazon’s website, the Advantage Program is “a simple, direct and profitable way to resell your items on Amazon.com, the world’s leading online retailer.”  Booklocker states that the fees are too high and cites that the Advantage Program would require them to give Amazon fifty-five percent of the list price, pay them a $29.95 per year service charge, and incur the shipping costs for books to Amazon.com (Joss, 2008).  It is important to note that customers purchasing books through approved resellers do not receive standard free shipping for minimum orders.
I located a featured book advertised on Lulu titled Pieces of Eight by Morrison.  I also located the book on Amazon and it was eligible for super saving shipping because it was shipped and sold by Amazon.  A subsequent search of two other titles had mixed results.  While Billy’s Jungle Adventure by Bobbie O’Neill was located on Amazon, Bleak is Beautiful by E.C. Adams was not.  I have been unable to determine the rationale.  Since Lulu offers the author the non-exclusive right to publish books, it is possible that the author submitted their manuscript through Amazon’s publish on demand division CreateSpace and purchased an alternate ISBN.  It is also possible that the author of Bleak is Beautiful made the decision not to market the book on Amazon and reduce the boo profit margin from sales.
Both Lulu and Amazon’s publish on demand division CreateSpace are more expensive than an independent publisher.  CreateSpace was purchased in July 2005.  Formerly called CustomFlix, the California based company was a distributor of on demand DVDs.  Since the acquisition of the company, Amazon has expanded its products and online services.  Createspace now includes publish on demand books and CDs.  Booksurge is Amazon’s print on demand premier service.  Like Lulu, Createspace allows authors to upload, format and design their book with no upfront fees.  Unlike Lulu, only print-ready PDF files may be uploaded.  A non-exclusive agreement preserves the author’s rights.  
Like Lulu, CreateSpace also has an internet store in addition to the marketing available through Amazon.  Many of the amenities for publish on demand books available in Lulu appear to be inferior or lacking in CreateSpace.  Since CreateSpace is relatively new to the publish on demand book industry I expect these features to improve.  No attempt was made to compare the DVD or CD publishing capabilities.  Amazon Prime customers can order through CreateSpace and acquire priority shipping at no additional cost to the membership.  In conclusion, authors that can successfully create print ready material may find CreateSpace beneficial; otherwise, Lulu looks like the superior service provider.  In addition, research of several blogs concluded that the ISBNs assigned by CreateSpace are suspect since they don’t appear in Books In Print and CreateSpace allows revisions of the book assigned an ISBN.  This may indicate that the number assigned by CreateSpace is only a product number referenced to a purchased ISBN.  Authors beware that Amazon may hold the ISBN but not be registering the book.  
It may be best to register for an ISBN independently with Books In Print or Lulu and then use the same ISBN for Amazon.  One blogger on the RPGnet Forum presumed to be in the publishing business stated that Amazon statistically monitors sales of the individual self-publishers and sells this database of information to large publishers.  There is a chance that if your book is marketed through CreateSpace and Amazon that it might be noticed by a large publishing house.
Perhaps Lulu’s greatest competition comes in the form of four companies under the umbrella of one parent company Author Solutions.  Author Solutions combines AuthorHouse, iUniverse, Wordclay and Inkubook.  The company is owned by Silicon Valley based venture capitalists.  I listened to a podcast of a very interesting interview with Author Solution’s CEO and President Kevin Weiss from August 2008 (Author Talk, 2008).  He stated that former competitors AuthorHouse and iUniverse had created 85,000 titles from 52,000 authors.  Sales from these titles had exceeded 15 million books.
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Mr. Weiss identified three things driving the print and publish on demand industry:  availability of Internet bandwidth, compatible desktop publishing creative software and the ability of new technology to print books at low cost.   Mr. Weiss spoke about the merging of iUniverse and Author House to one location in Bloomington, Indiana, and stated that eighty-five percent of the employees were college graduates.  He also alluded to the college campus of 35,000 as a major source of innovative talent for the company.
Company Analysis 

According to the October 9, 2008, edition of the Raleigh, North Carolina, newspaper the News & Observer, Lulu laid off 24 of its estimated work force of 125 the first week of October.  The privately held company did not specifically state any financial hardship but did indicate that business had slowed and credit was difficult to acquire in the poor economic climate.  The lay-offs included Lulu President Bryce Boothby.  The company stated that it still planned to move the headquarters from Morrisville to Raleigh in an effort to reduce costs.  CEO Bob Young has accepted the responsibility for daily operations.
Lulu has several strengths including flexibility.  The company has a wide variety of products available including books, photo creations and digital media.  The featured products for October on its website included seasonal products such as a “create a college football fan book.”  New users will discover excellent Frequently Asked Question (FAQ) guides.  A Live Chat feature can assist customers through the publishing process.  I accessed the Live Chat function on three separate occasions.  Within two minutes of accessing Live Chat, I was chatting with a polite agent.  The Lulu website also features convenient drop and drag functions for creating photo-based books.  

CEO Young is the former CEO of Red Hat which lends immense credibility of the company.  Prior to the researching of this paper, I was aware of Mr. Young’s entrepreneurial success.  Red Hat distributes open source operating systems called Linux.  These systems have been particularly beneficial to school districts by reducing the reliance upon the Microsoft Windows based operating system and its expensive license.  Ironically, Lulu does not seem to support open source software for uploading of book formatting and printing in PDF.  This may be due to the sophisticated technology utilized in the printing process.  Therefore, if an author doesn’t want to upload the book in through a version of a Microsoft Word document, Adobe Acrobat software is required.    Don Campbell (2008) has three recommendations on his website for Lulu users to avoid PDF compatibility issues.  He suggests that “not all PDFs are created equal.”  Therefore, it is very important that authors don’t order their books in quantities until they have had the opportunity to preview the book.  Similarly, he encourages not making a book available to the public until the book can be reviewed following printing.
A primary weakness or threat is the twenty percent commission charged by Lulu on each product sold.  A couple of Lulu’s competitors don’t have this commission including Author Solutions’ free publish on demand company Wordclay.  Customers may choose a less expensive option even though the variety of services offered by Lulu is superior.  The market for these three competitors is the long tail of the demand curve.  Lulu and its competitors don’t necessarily compete in the same market as the major publishing houses that attract well known authors producing large volume sales.  As a consequence, a few dollars saved on a book through Wordclay, for example, may not be a primary detractor.  
Lulu does seem to have a dominant position as a provider of publish on demand books in a variety of languages and has launched a campaign for producing creative works in Spanish for Latin American countries.  This focus on worldwide growth allows the company to take advantage on economies of scale. 

Lulu’s buy marketplace has a variety of categories and resembles the eBay website model.  Products can be searched by category.  For instance, Lulu has identified thirty-five categories of books including poetry, pets and travel.  In addition, the “Top 100 Sellers” is also a search category.  The top 100 sellers are identified for the week, month and all-time.  I found it very interesting that the top seller all-time is e-start Your Web Store with Zen Cart.  Zen Cart is a free, open source shopping cart software.  It appears that author’s are researching solutions to market their own books online.  Lulu did identify a previous sales rank and change but not the number of total copies sold.  The buy marketplace also pinpoints a different book in its “in the spotlight” window on the buy webpage. My repeat searches found a different book each time the page was refreshed.  The book search categories from the Lulu website are included in Figure 6 below.
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My observations suggest that Lulu’s greatest strength is its community of global users.  For those seeking to purchase or publish a PoD book, this is your site.  The content is always renewing itself and the website is attractive and easy to use.  With 1.2 million users worldwide, the company is able to bring any new trendy products to the global marketplace.
I also believe the primary threat to Lulu is the very technology that allowed it to emerge as a dominant player in the publish on demand industry.  Lulu is easy to mimic.  In companies like India where technology savvy workers are plentiful, another upstart could easily obtain a portion of sales.  Lulu may continue its growth based upon brand name, advertising and word of mouth.  

Author Solutions CEO Kevin Weiss stated that one in six people in the United States know that they can publish if their creative work is not picked up by a publishing house (Author Talk, 2008).  This can either serve as an opportunity or a barrier.  The publish on demand industry will be exploring ways to spread the news about this recent development.
Description of e-commerce strategy

Bookseller (2007, Issue 5273) relates the e-commerce strategy of PoD to that of Michael Dell and Dell Computers.  Just as Michael Dell adopted his famous business model of sell it first, then make it, the PoD industry is attempting to do just that.  Before this model can be adopted, Bookseller acknowledges that there are several practical problems to overcome including discriminating tastes in quality from that of academic publishing and the cost of producing a few books at a time.  However, the article’s author concedes that the opportunities for PoD are large.  Since the number of titles is almost limitless, companies that are able to devote resources and tap into the niche demand of small publishers should prosper.  The author even believes that eventually technology will allow a customer to enter a bookstore, choose from millions of titles, and leave with a freshly printed book in hand. 
In his blog O’Reilly Radar on January 23, 2006, Tim O’Reilly states that the term “the long tail” was initially coined by Chris Anderson.  Mr. O’Reilly says that “the idea that in the Internet era, success belongs to companies that can address the end of the demand curve that is populated by millions of low-volume products, rather than a small number of high-volume products.”  Lulu’s e-commerce strategy reflects this statement.

Chris Anderson (n.d.) is the editor-in-chief of Wired Magazine.  The exhibit appearing in Figure 6 appears on his website.
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Mr. Anderson elaborates on his Long Tail theory.  In the graph above, brick and mortar bookstores like Barnes and Noble would only stock the big hits due to shelving space.  The economic and cultural shift spurred by technology has allowed production and distribution costs to fall and Internet based businesses like Lulu to flourish.  Mr. Anderson suggests the demand for the long tail items is as large as the items identified in the red, the “one-size fits all” products.  Lulu and the publish on demand industry has the capacity to offer “infinite choice” thus creating a niche market.  Whether the trend of reading books in a physical format instead of a digital version will remain popular is debatable.  Fortunately, the publish on demand industry can support both.  

Assessment of the e-Commerce strategy and Final Recommendations
In the podcast with Author Solutions CEO Kevin Weiss, Mr. Weiss acknowledges that the traditional publishing industry may be unsustainable and identifies the role print on demand will have in the adjustment of the traditional publisher’s business models (Author Talk, 2008).  Mr. Weiss took over as CEO in December of 2007.  He cites the difficulties that the brick and mortar Borders Bookstores retail chain is having. Mr. Weiss states that Bloomington, Indiana, based Author Solutions should be able to produce 17,000 new titles this year.  The e-commerce strategy in his estimation is working.  The publish and print on demand industry is able to bring a quality product to the market in 30 days.  Interviewer Allan Hunkin of the podcast Author Talk cites that a large publishing house may take up to eighteen months to bring the same book to the market.  This quick time to market e-commerce strategy allows current events to be a driving sales factor.  When Author Solutions acquired Author House and iUniverse, Mr. Weiss said that the two companies had marginal profitability because they lacked significant capital investment in infrastructure, technology, systems and process development.  Author Solutions had three, 7-8 year old systems in place.  Author Solutions invested in new technology to provide authors with new Web 2.0 technology and improve workflow, customer facing and e-commerce applications.  He also spoke about the investment he termed “the publishing enterprise resource planning, ERP, package” which has rewritten everything company does within the Author Solutions umbrella of companies.  It will allow authors to have “unfettered” access to Internet systems applications so they can know what’s going on with the process of their books regardless of geographic location or time of day.  A short time after the Author Talk podcast interview, Author Solutions was fined $50,000 by the commercial software watchdog Business Software Alliance for unlicensed commercial software being used in Bloomington.  Author Solutions has recently migrated operations in Shanghai to Indiana.  CEO Weiss acknowledged the infractions.

Lulu must continue customer testing and solicit customer feedback.  Too many e-business do not.  Through customer testing, Lulu can identify problems with their wizards and application software that are barriers to new user participation.  I discovered at least one misspelled word on the Lulu website and emailed Lulu the consumer feedback. After two days I have not received a response.  I also contacted Lulu through their Live Chat function to request information deemed of value for this paper.  The first time I interacted with an agent, I was promised a response within 72 hours.  No response was obtained.  I contacted a second agent and was told that I would receive a response within 48 hours and the request would be identified as urgent.  Again, no response was acquired.  Since Live Chat sessions are archived and a ticket is assigned I pressed the third agent a bit more for a response.  He finally admitted that there was nothing else he could do other than to forward my request along to the appropriate department.  I suspect that the recent lay-offs are contributing to the delayed response.


Lulu does not seem to have a single, identifiable personality or spokesperson for its advertising campaign.  I don’t play the lottery, but many people do.  I understand that the odds are in not my favor but many people gain inspiration from the knowledge that there is that one chance that they might hit the jackpot.  Based upon this characteristic of human nature, Lulu could attract a well known author to serve as a central spokesperson This marketing strategy might serve them well.  A bibliography of a popular political candidate such as Sarah Palin written by a life long friend would be an excellent opportunity.  A mass advertising campaign that allowed the new central spokesperson to appear on morning television shows would capture the attention of those unfamiliar with the publish on demand industry and spur additional attention in social internet sites like Facebook and MySpace as well as a myriad of peer-to-peer markets.   Services provided by Author Solutions have helped aspiring authors obtain large advancements for works to be published by major publishing houses (Author Talk, 2008).  Like Author Solutions, Lulu will need to invest in the tools to help authors to not only get their creative works marketed successfully, but to help authors to physically write their books.

Lulu should broaden the scope of technology to include podcasts from the author about the books they market.  A brief narrative link available on the website would be valuable as well as webcasts using media streaming technology beamed into brick and mortar bookstores could boost sales.
A final recommendation would be to partner with retail bookstore chains such as Barnes and Noble in major metropolitan areas.  The availability of a central location to view the choices of sizes, covers, paper, binds, etc. offered by Lulu would be beneficial.  Even if all the profits from in-store sales were provided to the franchise owner, Lulu would still benefit from the expansion of its registered user database.  I believe a franchise opportunity in an established brick and mortar store would be very appealing to many baby-boomers who are looking to start a small business after retirement.  To reduce labor expenses, prospective authors could make appointments to speak with Lulu representatives to ensure expertise from a customer service specialist rather than relying on store clerks.
I have a dusty manuscript in my desk drawer.  After my mother passed away, I discovered this manuscript tucked away in my mother’s personal belongings.  My grandmother wrote a historical fiction novel.  The setting for this novel is the community immediately north of my hometown of Manhattan, Kansas.  Upon construction of the Tuttle Creek Reservoir, the small Kansas town of Randolph was relocated and its remnants remain at the bottom of the largest lake in Kansas.  


Walt Crawford, managing editor of the PALINET leadership networks states that surveys indicate that eighty-one percent of Americans feel that they should write a book (Crawford, 2008).  However, Crawford states that only two percent of the total population has actually made the intent.  This is approximately six million citizens.  I believe that Lulu markets to these people.  The successful 2007 comedy-drama movie “The Bucket List” starring Jack Nicholson and Morgan Freeman follows converging paths of two terminally ill men who create a list of things they want to do before they “kick the bucket.”  Although writing a book was not one of the bucket list objectives in the movie, it is a widely popular idea.  Lulu is appealing because it allows a person to leave an enduring legacy.  
I walked through the cemetery today.  Many of the tombstones provided the 
design a marketing campaign around this sense of urgency.  I don’t know if my grandmother approached a publishing house to publish her manuscript.  Perhaps the publishing house did not feel there was a market for her story.  Now, through publish on demand companies like Lulu, I can pay tribute to my grandmother and publish her creative work.
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