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ABSTRACT 
 
This report explores how UBC Press, a scholarly publisher, develops and executes a 

marketing plan for their publications. Consideration is given to the specific ways that the 

Press markets their books within academia, as well as in the trade marketplace, by 

employing various practices that have proven effective with academic book-buyers. In this 

case study of UBC Press, the evolution of the marketing plan will be examined with 

emphasis on the necessity of each task in assuring a long life for every book on the UBC 

Press list. 
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1. INTRODUCTION AND BACKGROUND 
 

This project report is the result of an exploration of the marketing practices of the 

University of British Columbia Press, one of the largest scholarly publishers in Canada. 

This study was focused roughly between September 2008 and August 2009, and looks at 

the various marketing tasks involved in ensuring that the valuable contributions to 

academia published at UBC Press are able to find their market and gain their deserved 

recognition. This paper outlines the many processes that UBC Press employs to market its 

scholarly list, and will also evaluate the importance of each marketing initiative in the 

context of scholarly publishing, a distinct industry unto itself that cannot be evaluated 

according to commercial book publishing standards. This report examines each element 

of a standard UBC Press marketing plan with an aim to highlight just how integral each is 

to the Press’s survival in scholarly publishing. The unique nature of the industry will also 

be explored so as to provide adequate context for the study. 

 

 
1.1 The Role of Marketing in Scholarly Publishing 

 
If we expect to situate UBC Press within the world of scholarly book marketing, it 

is important to examine the act of marketing as it relates to academia. This section will 

look at the nature of scholarly publications and how issues of accessibility and narrow 

scope help to dictate the marketing process. Considerations such as audience, format, 

price and print run will be briefly considered, as these issues influence the way UBC Press 

approaches marketing plans.  
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For publishers of scholarly monographs the creation of a marketing plan 

document is commonplace and vital for each book; it is necessary to devote attention to 

each publication on an individual basis in order to fully consider the best ways to reach 

the proper scholarly networks. The importance of detailed planning and record keeping 

will be seen later in this report when the UBC Press marketing plan is deconstructed. 

 The physical marketing plan is often a short document divided into sections 

corresponding to various marketing tasks; general descriptive detail about the book is 

included, and notes are made about what activities will be most suitable. The document 

itself is collaborative and requires departmental discussion. What is generally found in a 

marketing plan for a scholarly monograph differs substantially from a plan for a title 

geared towards the commercial market; in thinking about the book as a product, it is clear 

that scholarly books not only exist for a vastly different audience than their trade 

counterparts, but they serve a different purpose as products. While some larger university 

presses in the United States do cultivate a healthy trade focus in their lists and are able to 

partake in more traditional commercial publicity campaigns for key titles, this is largely 

not the reality for (often much smaller) Canadian university presses. 

The mandate of UBC Press, a university press, is not necessarily to produce books 

that will create a huge amount of ‘buzz’ with the general public, and it is most definitely 

not to produce bookstore bestsellers, although these things are obviously desirable. This 

being said, book publishing is a business and UBC Press does have many of the same 

financial motivations that any publisher would have, despite the differing operational 

philosophies. As a university press, UBC Press is a not-for-profit organization that 

possesses a different mission than the average commercial publisher; the publishing 

mandate at the Press is to create publications that will not only be well-respected for their 
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quality, but that will reflect well on the University of British Columbia and its 

contribution to scholarship (UBC Press Review- Self Study March 2007, 1). The focus on 

quality scholarly contribution is paramount for UBC Press and its governing body, the 

university. All publishers undeniably want to sell books and earn revenue, but university 

presses do so within a framework that forces them to take into account certain factors that 

are unique to the scholarly publishing industry. 

 The diverse collection of monographs and edited volumes that populates the 

UBC Press back list, and features on the front list, is made up of projects built on focused 

research; this research is often presented in such a way that only a specific community of 

professors, other researchers, students and libraries will find enough interest in the title to 

purchase it. While the subject matter may garner some public interest, it is the academic 

style of writing that can often narrow the market for scholarly books.  

The challenging job of a university press marketing department, then, is finding 

ways to tap into this small and unique market while also finding ways search out other, 

less obvious audiences. With a keen knowledge of their key potential buyers in mind, 

marketing departments at university presses need to approach marketing and publicity in 

a way that is not only sure to reach those interested in the topic, but those who will 

purchase the books. This can be a trying task as marketing directors struggle to keep 

within their budgetary limits while still attempting to satisfy their authors, whose 

expectations can sometimes exceed what is acceptable and plausible. Harald Bohne, 

former director of the University of Toronto Press wrote a paper entitled, “Marketing and 

Distribution of Scholarly Books” to be presented at a scholarly publishing conference in 

March of 1988. In his conclusion he states, “So when all is said and done, the marketing 

of scholarly books makes little sense commercially, but neither does the publication of 
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scholarly works in itself” (Bohne 18). University presses are aware of this truth, so the 

focus, then, becomes: 1) what are the most direct ways in which to reach the audience for 

this book? and 2) what will be the most cost- effective way of achieving this goal? While 

these two goals apply universally in book marketing, scholarly book marketers know that 

sales potential for their books is likely to be much lower than it would be for a trade title 

aimed at a general readership. Although it would be ideal to give the strongest possible 

marketing push to every book, certain marketing activities are better suited to books that 

can guarantee a decent response.  

There are certain decisions that the Press must make before the book reaches 

bookstore shelves, reviewers’ hands or professors’ radars for course adoptions. These are 

elements determined while the book is still in the production phase, before the marketing 

plan has been discussed. First there must be an evaluation of the book’s sales potential in 

its most likely markets, and this informs the decision on the print run. At UBC Press, the 

standard print run would be 300-400 in cloth along with 400 paperbacks—obviously this 

can fluctuate from time to time, and the general goal is to keep print runs as small as 

possible to prevent housing un-needed stock. The release of the two editions is staggered 

by about half a year. Binding is a key issue for when determining sales expectations; the 

binding dictates who the book will be marketed to and, in turn, provides an idea of 

possible sales numbers based on historical data.  

Cloth bound books are marketed with the intent of gleaning institutional sales; this 

means libraries and wholesalers, who traditionally stock hardcover books. An e-pdf 

edition is also released for library use only, and is made available simultaneously with the 

hardcover, at the same price. Paperbacks, on the other hand, are marketed to bookstores 

and used by sales reps in order to reach virtually all other distribution channels. Almost 
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every UBC Press book is published in both print formats to accommodate the different 

markets, but paperbacks tend to generate more sales, as can be expected. It is for this 

reason that most of the marketing activity happens once the paperback is released about 6 

months later.  

Pricing is another decision that is made months before the book is passed over to 

the marketing department, although members of the marketing team do play a large role 

in pricing. Distinguishing between straightforward scholarly books and ‘crossover titles’ is 

key, and this often informs the pricing decisions. A book that has a potential in the trade 

market may be priced five to nine dollars cheaper than the others on the list. Many 

scholars hope that their books will have an appeal, at least in part, to the general 

readership. While this is true in some cases, in many instances it is obvious that it will be a 

tough sell. Crossover books, however, are a welcome addition to the list of a university 

press when they do come along; they straddle the line between the scholarly and trade 

markets, and the idea of producing a book that makes an original contribution to 

scholarship and sparks interest in the trade market is quite appealing. Of course, each 

book published by a university press must pass through a rigorous evaluation process by 

the publications board, which ensures that the work is a solid contribution to 

scholarship— trade appeal is an added bonus, and can open up doors for book 

marketing. When a book with genuine trade potential is acquired (this is not a regular 

occurrence, but is also not entirely rare), it is certainly in the best interest of a scholarly 

press to pursue all possible marketing avenues for the book.  

Once the price, binding and nature of the content are considered, the marketing 

planning can begin. In his 2002 article entitled “A Scholarly Book Marketing Fantasy,” in 

the Journal of Scholarly Publishing, Bob Paul essentially details a marketing campaign that 
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any book publisher would dream of having. He identifies all of the ways (all with big price 

tags attached to them) that a publisher, commercial or scholarly, can launch a book into 

the world and expect large coverage. Among these marketing initiatives, which most 

scholarly publishers find beyond their reach, are full-page ads in national publications like 

the New York Times Book Review and The New York Review of Books, Publishers Weekly, CHOICE 

and every other pertinent journal and magazine that might mesh well with the book’s 

subject matter.  This would easily add up to tens of thousands of dollars in advertising 

expenses. Of course, television and radio interviews made the list as well, as well as a large 

book club sale and vigorous promotional activity overseas by sales reps. Paul also notes 

the desirability of getting one’s books displayed prominently in chain bookstores and a 

large focus on web advertising initiatives (Paul 55-56).  As the title of his article suggests, 

these types of high profile marketing initiatives are obviously desirable for any book 

publisher who wants to maximize its book sales. For many in the publishing world, as 

Paul asserts, the resources simply are not there. Furthermore, getting a scholarly book 

into the hands of mainstream media may result in wide dissemination, but this is not the 

kind of focused marketing that is required for scholarly monographs and collections. For 

scholarly presses in particular, marketing presents a unique challenge. Paul tells us that, 

“It might be said many thousands of copies of any academic or scholarly title can be sold 

with enough effort. The problem is raising the funds or marketing adequate to the 

numbers desired” (Paul 57).   
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1.2 University of British Columbia Press: A Detailed Look 

UBC Press was founded in 1971 as the publishing arm at the University of British 

Columbia, and currently publishes between sixty and seventy books each year. The Press 

publishes extensively in the disciplines of political science, law, history, native studies, 

environmental studies, Canadian military history, and Asian studies, with impressive lists 

emerging in multiple other disciplines such as urban planning and transnational studies 

(UBC Press Review- Self Study 1). The press is divided into four main departments: 

editorial, production, marketing, and finance. This paper will look closely at the inner 

workings of the modestly sized yet highly productive marketing department at UBC Press, 

maintaining a focus on the way in which the department prepares a marketing plan for a 

scholarly monograph and why each element on the marketing plan is essential to the 

success of the book in the context of scholarly publishing. 

 The marketing department at UBC Press is comprised of six people who would be 

considered full-time marketing staff. Their titles are as follows:  

• Marketing Manager 

• Academic Marketing Manager 

• Exhibits, Reviews and Awards Manager 

• Distribution Manager 

• Bibliographic Data Coordinator 

• Designer 

• Marketing Assistant  

Additional help periodically comes from freelancers and other Press employees. The 

Marketing Manager supervises all marketing activities such as the scheduling of 
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marketing meetings, and guides the department in the implementation of each element 

on the marketing plan, whether it be publicity events, reviews, direct mail campaigns, 

website features or advertising. She also communicates directly with the authors in order 

to determine their expectations and to ensure that the press does their best to meet those 

expectations. The Marketing Manager must keep an eye on budgeting as well, and she 

acts as a go-between within departments at the press; there are various departmental 

managers working under the Marketing Manager who carry out the various sub-divisions 

of the marketing activities. These activities are integral in the execution of effective 

marketing plans.  

 The Exhibits, Reviews and Awards Manager ensures that UBC Press is attending, 

in some form, all of the important conferences in any given academic field in which the 

press publishes. The importance of conferences in scholarly marketing will be outlined 

later on in this report. The Exhibits, Reviews and Awards Manager puts together 

conference kits, communicates with conference organizers, organizes the UBC Press 

booths, arranges for books to be shipped from the distributor in order that they be 

available for display at the booth, and sees that sales are processed in a timely manner 

after the conference. UBC Press attends dozens of conferences every year and has books 

displayed even when someone from the Press cannot attend.  

The Exhibits, Reviews and Awards Manager also oversees the reviews process, 

making sure that each book is sent off for review to all appropriate publications 

immediately upon release. This involves maintaining a detailed database in which all 

reviews copies sent are entered, and all published reviews are recorded. All books are also 

entered for the various awards that they are eligible for; this involves sending the volumes 

to the various award committees for evaluation, and, more importantly, knowing the 
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details of all important literary and scholarly awards so that the department may plan 

their submissions accordingly early on in the marketing stage.  

 She also performs many publicity functions, such as the writing of press releases, 

helping to co-ordinate and publicize the dates and times of book launches (if the book has 

a launch event), communicating with authors regarding other publicity events and 

helping to spread awareness of such events, whether they be radio interviews or public 

readings.  The Exhibits, Reviews, and Awards Manager also communicates regularly with 

the sales representatives at Ampersand Inc, the national sales force that sells UBC Press 

books across Canada. The sales reps manage key accounts and help to champion the 

books through hand selling, which provides some nice supplementary support to help fill 

in any gaps. The Exhibits, Reviews, and Awards Manager makes sure that the sales reps 

are always provided with any pertinent information regarding publicity and promotions.  

Needless to say, this job is very busy, full of surprises, and absolutely integral to the 

marketing department at UBC Press. 

 The Distribution Manager is responsible for all aspects of inventory management. 

She maintains the inventory system, which is directly connected to the warehouse at the 

University of Toronto Press Distribution. The duties include preparing consignment stock 

orders from the client publishers that UBC Press represents in Canada, keeping a close 

eye on backorders and ensuring that there is enough stock to meet the demand, as well as 

making sure that if a UBC Press book is about to sell out, there is a firm reprint schedule 

in place (whether it be through print on demand technology or by initiating another offset 

print run through the printing company Friesens).  Logistical planning during the busy 

course seasons is, of course, an important aspect of what the Distribution Manager does. 

Sales reporting is a key part of this job as well. 
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 The Designer, together with the Marketing Manager, takes care of advertising. 

They must always have a finger on the pulse of the media, keeping an eye on publications 

that might be viable advertising venues for the press. Knowledge of BC media is 

particularly important, as many UBC Press titles are regional in focus. Part of this job is 

maintaining an advertising schedule so that the department may review which books were 

advertised when, and in what publications. This schedule is reviewed often at marketing 

meeting as decisions are made regarding where to advertise the upcoming books.  

These two individuals also must manage the advertising budget, making sure that 

the press is maintaining a balance in its advertising initiatives. It is common for the Press 

to make ‘bulk’ advertising deals with magazines and journals, wherein an agreement is 

made to buy a certain number of ads in a season for a set price. At UBC Press the ads are 

designed and co-coordinated by the Designer along with the Marketing Manager, which 

requires keeping track of the various ad deadlines for each publication. The budgeting for 

advertising is not done on a title-by-title basis; rather the department decides how much 

to spend on total advertising in each ad venue. As an integral part of UBC Press 

marketing plans, advertising will be discussed in more detail later on. 

The most important job that falls to the Designer is the production of the press’s 

seasonal catalogues. Each Fall and Spring the Designer puts together these catalogues, 

which are the most important and widely disseminated marketing tool that a press can 

produce and are used year-round by staff and sales reps. Other smaller subject catalogues 

are produced throughout the year as well; these are invaluable to the marketing and 

acquisitions departments when attending conferences because of their focused nature and 

small size. 
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UBC Press’s Academic Marketing Manager focuses on securing course adoptions 

by marketing books to professors and other educators. A huge part of this job is the time-

consuming task of mailing list building (often with the help of freelancers), as well as the 

creation of course campaigns, which are then executed by the Academic Marketing 

Manager. The campaigns, which will be discussed later in this report, are e-mails sent to 

professors informing them of the publication of new UBC Press books. Course campaigns 

are an enormously important activity in the marketing department, and quite possibly the 

most effective mechanism for generating sales. Book sales resulting from course adoptions 

are a considerable chunk of the press’s revenue. 

 Another integral part of the Academic Marketing Manager’s role is managing the 

press’s presence at the largest academic conference in Canada, the Congress of the Social 

Sciences and Humanities, to be discussed further on— this is perhaps one of the most 

important ways of ensuring UBC Press’s recognition within the academic community. 

The entire Press is involved in preparations for the Congress every year, in different ways, 

but the Academic Marketing Manager takes the lead on the logistical planning. 

In order to help facilitate the extensive and ongoing workflow that is book 

marketing, there are various support positions at UBC Press to aid each departmental 

manager. The Marketing Assistant works with the Exhibits, Reviews and Awards 

Manager, helping to ensure that all review copies are sent out, as well as preparing 

promotional materials such as flyers, order forms, and press releases. The Marketing 

Assistant is also responsible for helping with meeting scheduling, making sure that all 

documentation received by authors is filed appropriately, and taking minutes at each 

marketing meeting. 



 

12 

 UBC Press also employs a Bibliographic Data Coordinator who is helping to ease 

the transition to a brand new database system and will serve as a liaison between the 

various departments in this transition. The aim of this is to help to improve UBC Press’s 

marketing activities in the digital realm, as well as to facilitate the department’s 

understanding and use of a new data management system. 

 

1.3 Documents, Systems and Meetings within the Department 

This section looks at the basic ways that the marketing department organizes itself. 

Whether digitally or on paper, tracking is key when promoting approximately 60-70 titles 

per year. Forms, reports and templates that aid in organization will be looked at first, as 

the marketing department relies heavily on the completion of certain important 

documents in order to start their work. This will be followed by informational database 

systems and their uses, which not only allow preliminary research to take place, but serve 

a purpose throughout the entire marketing process. Lastly, the details of departmental 

meetings will be outlined in order to illustrate workflow structure.  

There are various documents that the marketing department at UBC Press uses in 

order to help maintain internal organization and operational efficiency. Certain forms or 

reports are used so that communication between departments is maximized and key 

information is always accessible. There are essentially four key documents that need to be 

accessible to the marketing department in order for marketing activities to run at optimal 

efficiency.  
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1.3.1 The Transmittal Form (see Appendix A) 

In many ways this document is a precious piece of information for the marketing 

department. The transmittal form is a document created by the acquisitions editors to 

describe in detail the manuscripts that they are handing over to the production 

department to begin work on. It includes information on funding for the book, author 

information, marketing tips, the book’s content, and any other helpful information that 

the editor feels important to pass on. The form, however, is functional in various 

departments of the Press, and therefore must be easily accessible to everyone.  

The completion of the transmittal form for a manuscript signifies that the 

manuscript is now ready to enter the production process, and a transmittal meeting is 

held at which groups of books are formally “transmitted” from the acquisitions editor to 

the production department. As Megan Brand describes in her Master of Publishing 

Project Report Outsourcing Academia: How Freelancers Facilitate the Scholarly Publishing Process:  

Prior to the meeting, the acquisitions editor completes a transmittal form 

containing all the pertinent details concerning the publication of the manuscript, 

including the availability of any grants or funding, print-runs, co-publication 

potential, necessary edits, whether the author will prepare the index, details 

concerning cover design, and its importance or complexity. Every manuscript the 

Press takes on is given a “low”, “medium,” or “high” ranking in terms of 

importance or complexity. A title with a high level of importance, for example, 

may be expected to generate greater “buzz” and ensuing sales than others… 

(Brand 15-16). 

 
As Brand goes on to mention, members of the marketing department often attend these 

transmittal meetings, as there is important information to be given here regarding the 

book and its potential in the marketplace. The marketing department tends to pay 
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attention to the priority rankings that are given to each book, and can be located at the 

top of each transmittal form. As alluded to in the above reference to Brand’s report, each 

book is given a letter grade such as A, B, C, or D. While these rankings are primarily used 

for prioritization in terms of complexity in book production, if a book has been given an 

A or B ranking, this is also often a cue to the marketing department to consider giving the 

book some added attention at the marketing plan stage and help it live up to its full 

potential.  

Although the transmittal form documents originates in the editorial department, it 

includes a “marketing” section in which other valuable information is recorded, such as 

subject areas, importance rankings, author/editor bios, selling points, complimentary 

books for the web and catalogues, and book descriptions (including a one-line description 

which proves very helpful in the creation of marketing plans for the book later on in the 

marketing process).  

The marketing department continually refers to the transmittal form; the 

information is helpful in creating marketing plans and prioritizing marketing efforts. It is 

extremely important for the marketing staff to have this sort of communication with the 

production and editorial departments, as there is no better way to become familiarized 

with each title. At the time of transmittal, no one at the Press knows the text better than 

the acquisitions editor. As the marketing department formulates initial thoughts on how 

to position the book in the marketplace and how vigorously to promote the book, the 

editorial perspective is invaluable. Once the production department sends the book to 

print, the marketing process begins and documents such as the transmittal form are 

further excavated for information, becoming the basis of the marketing plan for each 

book. 
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Due to the importance of the transmittal form in the workflow of the marketing 

department, these forms are kept in a public folder in the internal filing system titled 

“Interdepartmental,” which signals to all staff that it is a document containing 

information that everyone may wish to use at some point, with the understanding that the 

file is not to be added to or altered in any way (many files that have crossover between 

departments are kept centrally like this). The transmittal form, then, is one of the first 

points of contact that the marketing department has with each and every book, and thus 

this document is central in an examination of the marketing workflow at UBC Press. 

 

1.3.2 The Author Information Form (AIF) 

The author information form, or AIF, is a common document in the book 

publishing industry; a thoughtfully filled out form that arrives on time is invaluable to the 

marketing department in the creation of marketing plan for a new scholarly book. UBC 

Press asks authors to fill out a book information form (BIF) first, which is needed earlier 

on to help with the creation of book blurbs and catalogue copy, though it does not play a 

pivotal role in the development of a marketing plan. The AIF usually follows the BIF by a 

few months, and is much more marketing oriented. The UBC Press version of the AIF 

urges authors to provide a wealth of information on how to reach readers. As mentioned 

earlier, many traditional marketing initiatives such as author tours, national media 

publicity and major chain bookstore sales are not as common for scholarly monographs 

and edited collections, and are likely not to feature in marketing plans. The AIF often 

holds many of the answers that the marketing department seeks. Scholars who are active 

in their field have a heightened awareness of the proper conferences, events, and annual 
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meetings at which their book should be displayed; they are also avid readers of the most 

appropriate journals in which their book should be advertised or sent to for review. Over 

many years the Exhibits, Reviews and Awards Manager has built up a vast library of 

contacts and an impressive knowledge of the many events that take place all over the 

world, but the authors themselves always seem to have several new suggestions. As 

Harald Bohne mentions in his paper on the marketing of scholarly books, the description 

that the author provides of their book can be very useful, namely in creating promotional 

copy and other materials (Bohne 11).  For this reason, each author is asked for a brief 

description of his or her book at the beginning of the author information form. 

 The AIF is sent electronically to the author/editor to fill out after the manuscript 

has been submitted. Authors are asked to provide their input on various issues, such as 

why their book is topical, which publications the book should be submitted to for review, 

which conferences the Press should attend to sell the book, which publications would be 

appropriate venues for advertising, how much course use potential they think their book 

has, and if they know of any competing titles in the marketplace and how they feel their 

book is different and better. The author/editor is also asked to provide both a detailed 

description of their book and a short, one paragraph description, to be used for the 

purposes of writing promotional copy.  

 It is important to note as well that the AIF helps the marketing department 

understand the expectations that the author has for their book in the marketplace, and 

how ambitious they expect the Press to be in their marketing efforts. In her article titled 

“The Marketing That Authors Really Want,” in The Journal of Scholarly Publishing, Carolyn 

Wood explains this need for the conversation between author and publisher regarding 

expectations for the book and for the marketing efforts. She says,  
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The first step a publisher can take to increase the author’s satisfaction with the 

press’s marketing efforts is to understand what her expectations might be […]they 

usually ask the author to provide information that will help them to identify and 

reach specialized markets: possible endorsers, suggestions for reviewing and 

advertising media, conferences where the book could be exhibited, bookseller and 

media contacts the author may have. Many presses routinely ask all their authors 

to supply all of this information, regardless of the scale of marketing that the press 

intends to undertake (Wood 135). 

 

As Wood has identified here, the act of getting authors to fill out and promptly return the 

form is perhaps the most important thing that the marketing department can do in terms 

of helping to understand their author’s expectations for their book. At UBC Press this 

process is firmly in place, and the Marketing Manager is extremely diligent in making 

sure that each author submits this extremely valuable document. If, at the marketing plan 

stage, this form has not yet been received, it is then time to re-request that the author 

send the form in. Although marketing plans have certainly been executed without the 

complete AIF form on hand, the absence of this document is a huge handicap and can 

lead to missed opportunities. 

 It is either the Marketing Manager or the Acquisitions Editor who initially 

requests the AIF from the authors. The AIF is usually first sent by the author to one of 

these two individuals, who then sends this document to the entire marketing department. 

Each AIF is filed according to a system that is currently in place at UBC Press specifically 

aimed at making such documents more easily retrievable for anyone who may need it. 

Every part of the marketing team will find this document essential, whether it is those 

responsible for running course campaigns, those involved in publicity, or the person 

responsible for deciding where to advertise the author’s book. The Marketing Assistant 
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keeps a spreadsheet on which the details of receipt for each AIF are kept, along with a 

hyperlink to the actual AIF (which is kept in a separate folder along with all other AIFs). 

The hyperlink, when clicked, takes the user straight to the file, thus eliminating any 

searching around through various folders. This useful spreadsheet is located on the 

internal electronic filing system and all departments have access to this. 

 While the document is often received while a book is in the production stage, the 

marketing department usually does not refer to this form in any great detail until they are 

embarking on the marketing plan for that book, at which point the document is excavated 

as much as possible for any tips that the author has given regarding reviews, conferences, 

awards, course potential and any existing relationships that they have with local or 

national media. If a good and detailed AIF has been provided, a preliminary marketing 

plan can often be drafted quite nicely based on the information given. Whether the 

author’s suggestions are plausible or not will be decided during the marketing meetings, 

when the plans are discussed in full detail; what is important, as Wood so clearly 

articulates, is that the form is provided (and preferably in a timely manner) so that the 

department has something more to work with and the author’s expectations are 

understood (Wood 135). 

 

 1.3.3 Sales Reports 

At UBC Press, sales reports are generated regularly by the Distribution Manager 

or by the Finance Manager. These reports provide the marketing department with the 

valuable data that can help them to formulate their expectations and attempt to predict 

the sales for any given book. There are various types of sales reports that the marketing 
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department uses at different times and for different reasons. For instance, there are 

reports generated that show overall sales through both of UBC Press’s distributors, in 

Canada and the United States; these are often presented at bi-weekly staff meetings. In 

addition to these, there are ‘bestseller reports’, also circulated at staff meetings, which 

allow the Press to see which books are doing well in the marketplace and which ones are 

floundering. Another important document is the adoption report, which illustrates the 

trends in course adoption sales; there is great value in knowing which types of books have 

longevity in the course market. To be able to look at monthly and yearly bestsellers is 

obviously quite valuable for the marketing department; in looking at these statistics the 

department can backtrack and infer which marketing activities have worked for which 

books.  

 

1.3.4 The Marketing Plan Template (see Appendix B) 

This is a simple form listing all of the various ways in which the press will market 

the book, usually compiled collaboratively in a departmental meeting by the Marketing 

Manager.  All helpful information that can be drawn from the AIF and the transmittal 

form is picked out, and it is useful to gather the information in one place. Publicity ideas, 

expected course potential and direct mail plans, where to send for review, possible website 

features can all be collected in this document. This form is populated much more 

thoroughly when the book is about to be released in paperback and a more in-depth 

marketing assessment can take place. If a book is being revisited for its paperback release, 

all marketing activity generated since the first meeting can be recorded and added. This is 
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a dynamic form, available to everyone and often updated, though this is a less formal 

process and really just serves to help organize thoughts.  

The practical details of data organization will now be discussed. The following are 

databases that facilitate the easy retrieval of information within the marketing 

department. These systems are accessed by the entire Press in different ways, however 

they offer particular organizational functions in a marketing context.  

 

1.3.5 Keeping Track of it all: Press Track and Klopotek 

With so many elements to keep track of when formulating a plan for marketing, it 

is important that the marketing department has some sort of repository in which all 

author contact information, media contact information, lists of review copies sent, 

published reviews and any other pertinent information is kept. For the marketing 

department at UBC Press, all of this information is currently kept in a customized 

database application called Press Track. This huge store of information is of use for every 

department at the Press, with the production department updating the database 

constantly with the information for new books and generating from it their bi-monthly 

production report, which is circulated throughout the Press.  

For the marketing department, though, Press Track is where details of the 

marketing activities for each book are stored and updated, and for this reason it could be 

described as the most important method of tracking in terms of publicity. After every 

review copy is sent out, a note is made of this in the database, and each published review 

is subsequently recorded there as well. The descriptive copy and table of contents for each 

title are stored in this database as well. This system is just one of the many ways that the 
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marketing department at UBC Press keeps itself organized and is able to see how much 

has been done for any given book at any given time, however the Press has recently 

implemented a much more sophisticated database system called Klopotek that will ideally 

replace the Press Track system completely in the near future. Once this older database is 

phased out the tracking systems will likely remain similar, however, the department will 

be able to enjoy the added benefits of a more powerful system with impressive capabilities 

for data storage and organization as well as mailing list management. Those members of 

the department who create promotional materials and catalogues are already enjoying 

Klopotek’s capabilities in exporting data for various marketing materials; the automation 

has streamlined the workflow immensely. Also, with so much activity at the Press focused 

around mailings and direct contact with scholarly networks, it is essential to have optimal 

efficiency in this particular area.  

 

1.3.6 CPRESS 

The CPRESS sales and inventory system is the Press’s complete, up-to-date listing 

of each and every title that they sell or distribute. It is linked to the Press’s warehouse 

located at the University of Toronto Press, which handles distribution for UBC Press in 

Canada. In the CPRESS system one can find pertinent bibliographic data for a title, as 

well as the current price, discount information, stock level in the Toronto warehouse, and 

sales information. Every member of the marketing department uses this system every day 

to facilitate the checking of book information for promotional material, order inquiries, 

and inventory management. The data in this system is uploaded by the Distribution 
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Manager who ensures that the system is always reflecting current, correct information. 

UBC Press’ distributor, UTP Distribution, maintains the database. 

Next it is important to discuss the main method of group communication within 

the marketing department: the departmental meeting. The weekly gathering of the 

marketing staff is an essential forum for dialogue, offering chances for detailed staff 

updates and lively discussion. 

 

1.3.7 The Marketing Meeting  

As previously mentioned, the marketing department at UBC Press typically holds 

meetings on a weekly basis, discussing marketing plans every other week. The marketing 

meeting is ideally attended by the Marketing Manager, the Academic Marketing 

Manager, the Exhibits, Reviews and Awards Manager, the Designer, and the Marketing 

Assistant. 

These meetings are called by the Marketing Manager, who circulates a detailed 

agenda in advance of the meeting. All marketing meetings differ in some regard, but the 

meeting agendas include the same elements each time. The meetings usually begin with 

an update from each staff member regarding current projects.   

The second item on the agenda is usually the discussion of the marketing plans, if 

any are scheduled at the meeting. By the time the meeting is taking place, the department 

will have had the chance to review the transmittal form and author information form, and 

the information from those forms guides the discussion. 

Next on the agenda is an update on promotions. The Exhibits, Reviews and 

Awards Manager usually gives an update on all conferences that the Press has recently 
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attended, any book launches that have recently happened, and any media appearances 

that UBC Press authors are planning to make. This is essentially a publicity update, and it 

is a time for all department members to weigh in. An update is also typically given with 

regard to the website (things such as homepage features, updates to the web, etc). 

It is important to note that the marketing manager gives an update of marketing 

activities at the bi-weekly press-wide staff meeting. This staff meeting reporting procedure 

ensures that the marketing department is in constant communication with the rest of the 

Press; it is a good way to inform all staff of exciting conference news or a recent rave 

review. 
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2. PRE-MARKETING PLAN PROMOTIONAL TOOLS 

Here we will explore the types of marketing materials created even before a 

marketing plan exists for a title. These items help to spread the word and build interest as 

early as six weeks before the book is printed, and are great tools for making use of an 

author’s general excitement and readiness to promote their brand new book.   

Once a manuscript has passed through editorial and production and has made its 

way to the printer, the book is in the hands of the marketing department. At UBC Press, 

once the production department notifies the marketing department that the files have 

been sent to the printer, the very first promotional materials are created. Aside from some 

announcements of the book’s forthcoming release in the seasonal catalogue, no particular 

promotional pieces have been sent out to the public yet. There are various promotional 

materials created at UBC Press that do not fall under any specific area of the marketing 

plan. Outlined below, these small things form a large part of the publicity for each book 

even before a formal marketing plan is created and executed. 

 

2.1 The ‘Just Published’ Announcement 

The first marketing tool created for a UBC Press book upon publication is called 

the ‘Just Published’ announcement. As soon as the final files are sent to the printer, the 

production editor alerts the marketing assistant that this has taken place. It is also 

important to note that at this juncture, the bibliographic data has been sent out to all 

channels as well (this includes major retailers such as Amazon and Chapters/Indigo, as 

well as wholesalers and sales reps). The book being sent to print is a cue for the marketing 

assistant to begin preparation of the ‘Just Published’ announcement, which is ideally sent 
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out at least four to six weeks before the publication date; this is the amount of time it takes 

for the book to be printed. These announcements are one double-sided page, and contain 

all pertinent information about the book. This means that each ‘Just Published’ 

announcement will include the cover image, the subject areas, the description of the 

book, biographical information about the author, the table of contents, ISBN, price, and 

the bibliographic information. On the back of each notice is information on how to order 

in all regions of the world.  

This one small document is widely considered to the one of the most important 

marketing activities that takes place at UBC Press. While it may seem like a relatively 

simple initiative, these announcements are extremely important due to the audience that 

they serve. Each ‘Just Published’ announcement is sent, either in hard copy or electronic 

format, to libraries, wholesalers and bookstores in Canada, the United States, Europe and 

Asia. For an academic press, libraries and wholesalers are currently the largest market for 

hardcover book sales. Making this contact and reminding wholesalers of new publications 

helps to close any gaps between what they choose to purchase through profiling versus 

what a buyer may select from a catalogue. In his previously mentioned paper, Harald 

Bohne (who at the time was Director of University of Toronto Press) addresses the 

importance of library and wholesalers in the scholarly book market.  He identifies the 

importance of marketing scholarly books to library wholesalers, noting them as the ‘single 

largest customer for scholarly books in North America.’ He also stresses the importance of 

marketing directly to the libraries themselves as well; this way a publisher can make sure 

that library purchasing departments are aware of their books and can seek them out from 

the wholesaler (Bohne 13). 
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This still rings true even twenty years later; libraries and wholesalers are still two 

markets that keep UBC Press afloat in a huge way. In Canada, Coutts Library Services is 

one of the Press’s biggest customers; in the United States the same can be said for the 

library wholesaler Baker and Taylor. It is clear to see, then, why the ‘Just Published’ 

announcement is such an important piece of direct mail marketing at UBC Press.  

At UBC Press a hardcover scholarly monograph is usually priced between eighty-

five and ninety-five dollars. With customers becoming accustomed to ever- declining 

trade book prices, thanks in part to online retailers who offer steep discounts, hardcovers 

at this price point are destined to sell less than paperbacks, which are currently under the 

forty-dollar mark at UBC Press. Each book is released in hardcover approximately six 

months before it is released in paperback in order to try to glean whatever sales possible 

on the cloth edition. In order to optimize sales on hardcovers, the press must know 

exactly who the market is for these books and find a way to effectively reach them with 

the appropriate information. UBC Press’s ‘Just Published’ announcements do this cheaply 

and efficiently.  

 Alison Braverstock effectively communicates the way in which publishers must 

approach libraries in her book How to Market Books. She states, “What librarians decide to 

stock is based on the information they receive and their wider understanding of what is 

available [….] Information sent to librarians should make it clear who a particular 

product is for and what is in it, so that they can then make an appropriate decision about 

whom to pass it on to” (Braverstock 241). She goes on to add that since librarians tend to 

be strapped for both time and money, “…information that might make them choose your 

title in a hurry is valuable” (Braverstock 243). This is precisely what UBC Press’ “Just 

Published” announcements do; they are not overly designed or particularly flashy, but 
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they do contain all of the information that a busy library purchaser or book wholesaler 

needs to know at a glance.  

While catalogues also serve this informative function, one title can get lost in a sea 

of others. Furthermore, customers arguably have more immediate interest in what is 

available now rather than what will be available in, say, three months. ‘Just Published’ 

announcements encourage the recipient to focus on one particular title for a moment, 

and they highlight the book’s availability now.  While a catalogue is delivered once in a 

season, ‘Just Published’ announcements are arriving all the time. These announcements 

act as a trigger to buyers who may have seen the book noted in the catalogue as a 

forthcoming title and not yet put in their order.  

The format of these announcements has undergone a slight transformation in the 

recent years; they have gone from a ‘bare bones’, strictly informational form to a 

somewhat more aesthetically pleasing, formatted document. They are now created using 

design software whereas they used to be created in a word processor. The book cover 

features prominently in the design and is used to pull together a cohesive colour scheme 

for the document. While the people receiving these notices are ultimately unconcerned 

with the appearance and are really just looking for the information, it certainly helps that 

there is visibly some care put in to the creation of these notices. 

 UBC Press maintains a list of recipients who receive every notice, some requesting 

them by regular mail and some by email. Although the Press encourages recipients to 

request electronic copies of the ‘Just Published’ notice, many still prefer to receive it in 

hard copy and the Press obliges. Those who have agreed to receive the notices via email 

will receive PDF files sent as attachments. The creation and dissemination of these notices 

is something that is ongoing at UBC Press, as books are continuously being sent to print. 
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While this task is labour intensive, it is one marketing initiative that is known to serve the 

Press well. The creation of these announcements is a way to effectively get the right 

information into the right hands relatively quickly, and the documents are easily re-

purposed into other marketing materials that can easily be passed on electronically in a 

somewhat viral fashion.  

 

2. 2 The Author Brochure 

 Another promotional piece created for every book at UBC Press in advance of the 

marketing plan discussion is the author brochure, commonly referred to as the AB. Once 

the finished books arrive at the Press office, the marketing assistant begins work on a 

document very similar to the ‘Just Published’ announcement in content, but which serves 

a slightly different purpose.  

 While the ‘Just Published’ announcement is destined for the hands of librarians 

and wholesalers, the author brochure is meant as a promotional device that the author 

can disseminate to colleagues and friends. Both of these documents, however, are 

designed to drive sales of the hardcover editions before the paperback is released.  

Author brochures offer the hardcover edition of the book at a 40% discount, and 

contain an order form on the back.  While the ‘Just Published’ is meant for libraries and 

wholesalers, the author brochure is tailored to individual buyers who might not otherwise 

buy the hardcover due to the higher price. Such a large discount is not offered to 

institutions and wholesalers, as this would diminish potential hardcover sales revenue.  

The holder of the brochure is able to either submit the order form with payment, 

or follow the directions provided on the brochure for ordering on the web or over the 
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phone. Author brochures are quite functional in that they allow authors to proudly 

publicize their book and extend a generous discount to their friends and family, all the 

while helping the Press to make use of the strong networks that many academics are 

surrounded with but are often hard to reach directly. Author brochures are admittedly 

simple marketing tools, but they are important for generating sales while the book is new 

and ‘buzz worthy’, and for reaching people within sometimes small and impenetrable 

academic circles. 

A digital file is e-mailed to the author or editor(s) upon publication of the book, 

along with a congratulatory letter explaining the various marketing efforts that will 

eventually ensue for the book. Hard copies of the brochure are provided if requested, but 

are not offered up front as it is more immediate and efficient to send the file digitally. This 

also gives authors the freedom to send the brochure to an unlimited number of people. 

The front of the brochure contains the description, bibliographic data, author biography, 

table of contents and cover image, while the back acts as an order form. People wishing to 

purchase the book may return the completed form to the Press. 

 

2.3 Bookmarks, Postcards, and other Ephemera 

The creation of bookmarks for various selected titles at UBC Press is a practice 

that is meant to help sell one book while promoting another. The use of bookmarks as a 

promotional tool is common among all publishers⎯ it is a cheap and easy piece of 

ephemera to produce. The marketing staff at UBC Press place bookmarks in each and 

every complimentary copy that is sent out from the office, as well as including them with 

straight book purchases. This is an easy way to promote more than one UBC Press book 
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at a time, with hardly any effort or cost as bookmarks are promotional tools that do not 

take any energy to produce in-house and are relatively cheap. Bookmarks can be easily 

produced by the printer when printing the books, and with the low production cost it has 

made sense to produce them for many titles that the Press publishes.   

 The decision of whether to create a bookmark or not for each book has 

traditionally been made at the transmittal meeting. In order to prevent a glut of 

bookmarks taking over the workspace, it is not done for every book on the list. Books that 

have adequate course appeal are good bookmark choices as they can be included inside 

examination copies that professors request and might alert someone to a book they were 

not previously aware of. Another element to consider is whether the author is an active 

promoter; if so, providing them with bookmarks to take on their travels is an easy way to 

promote the book. UBC Press also produces generic bookmarks that advertise the Press, 

as well as those that promote the various series’ the Press produces such as the Law and 

Society Series or the Canadian Democratic Audit series. Lists of books included in the 

series are included on one side, which is an excellent way to advertise multiple books at 

once. The production of these well-used but sometimes wasted marketing tools is 

becoming less popular at UBC Press. Past tendencies to create bookmarks for almost 

every book has resulted in quite an extensive collection. In an effort to be more 

environmentally conscious, the production of bookmarks must be examined and adjusted 

in such a way that they are beneficial without creating unnecessary waste.  
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3. THE MARKETING PLAN  

This section will explore how a UBC Press marketing plan comes together, first by 

looking briefly at the workflow and then by examining each component of a standard 

marketing plan at the Press, which are in line with general marketing practices in 

scholarly publishing. 

In Basic Marketing: A Global-Managerial Approach by Wong, Shapiro, Perreault and 

McCarthy the basic elements and goals of a marketing plan are outlined. They tell us that 

for a marketing plan to be effective, it should specify the following: 

1. What marketing mix will be offered, to whom (that is, the target market), 

and for how long 

2. What company resources (shown as costs) will be needed at what rate 

(month by month, perhaps) 

3. What results are expected (sales and profits perhaps monthly or quarterly, 

customer satisfaction levels, and the like) 

4. What control procedures and measures will be monitored to evaluate the 

plan’s success (Wong et al 35). 

 

At UBC Press, each of these elements is reviewed at varying levels of detail during 

the initial marketing discussions for a new hardcover. Obviously, different types of books 

demand slightly different marketing mixes, and the resources available to the department 

in the way of staff and budget often dictate this mix. The procedure at the Press in recent 

times has been to hold off on any extensive marketing activities until the paperback 

edition has been released. This is mainly due to sales potential—hardcover sales are hard 
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enough to garner, let alone for a scholarly press who publishes books with very little mass 

appeal and that cost upwards of eighty dollars. As discussed, the main purchasers of 

hardcovers will have already been informed of the book through seasonal catalogues and 

direct mail at the time of publication. 

However, in order to keep the department aware of new publications, a draft 

marketing plan for new hardcovers is often drafted upon its release even if it does not get 

populated until several months later; it is good to have an idea of what is available for 

promotion, in case a fitting opportunity should arise. Most activity in the way of 

advertising and publicity initiatives are still positioned around the paperback release, 

which is usually approximately six months after initial publication. A small amount of 

promotion is done upon the hardcover release of each book, such as course campaigns (to 

be discussed later) and conference displays, and sometimes a book launch, but the rest is 

reserved for the paperback release. By gradually starting the marketing process with each 

newly published book right away, the department can have all of the front list books in 

mind, helping to maintain a realistic idea of how many paperbacks need to be planned for 

in future months. 

When the time is deemed to be right and scheduling permits, the Marketing 

Manager will begin the process of planning by consulting the necessary documents 

discussed earlier and, where necessary, starting a document to collect thoughts. It is 

important to understand each element that is found on a UBC Press marketing plan and 

why it is there. An examination of the various marketing activities at UBC Press will serve 

to illuminate the fact that scholarly book marketing can be a very different beast than 

trade book marketing. Each component of a scholarly marketing plan serves a unique 

purpose, helping the Press to meet the goals of contribution to scholarship, author career 
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advancement, increased university recognition, as well as books sales, of course. There are 

items in a scholarly marketing plan that one would not necessarily see in a marketing plan 

for a trade book, and one of the goals of this report is to examine why these differences 

occur and what each scholarly marketing activity, however small it is, actually achieves.  

 

3.1 Award Submissions 

Submission of books for scholarly book prizes is a substantial part of the marketing 

plan process at UBC Press. The Exhibits, Reviews and Awards Manager is responsible for 

submitting all appropriate books to each award competition as the deadlines approach. 

UBC Press has a massive collection of information on various awards, some national and 

some international in scope; as of March 2007, when the Press completed an in-depth self 

review, the number of awards in their database was 132 (UBC Press Review- Self Study 

50), and that number has grown. The scholarly community is very tuned in to the various 

awards that can be won for scholarly writing, and so it proves very worthwhile for 

academic publishers to make the effort to get their books in the running for the 

appropriate prizes. Not only does a shortlisted or prize-winning book gain some prestige 

for the Press, but also it can be a great source of validation for authors and only works to 

improve the author-publisher relationship. As Carolyn Wood mentions in “The 

Marketing That Authors Really Want,” there are often going to be scholars who feel that 

they get shortchanged by their publisher in the marketing efforts that are put forward for 

their book, however, many scholars are impressed by the marketing attention that their 

book receives and the nice surprise of an award nomination certainly contributes to this 

feeling of good will between author and publisher (Wood 133).  
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UBC Press authors who win awards for their books are extremely appreciative 

and gracious; it is seen as a reflection of the Press’s great efforts to make the book a 

success. Likewise, when a UBC Press book wins a major book award, a feeling of genuine 

pride can be felt throughout the Press. The Press submits approximately 100 book 

samples to various award competitions every year, including regular submissions to the 

more trade-oriented Governor General’s Award, but the number of submissions is largely 

dependent on the list for any given year. The winning of awards does wonders for the 

spirits on both ends of the publishing spectrum, and this is one reason why book award 

submissions are an extremely important part of marketing activities at UBC Press. 

Assortments of awards carry some prestige in academic circles and have the 

potential to raise the winning author’s profile. Some of the major scholarly book prizes 

are outlined below. 

The Donald Smiley Prize: This is a prize given by the Canadian Political Science 

Association in honour of Donald Smiley, a professor of government and politics at York 

University who was also the president of the CPSA. The prize goes to the best book of the 

year in the area of Canadian government and politics (http://www.cpsa-acsp.ca). This is 

a particularly important prize for UBC Press to apply for given its strong list in this area.  

CHOICE Outstanding Academic Title: UBC Press routinely submits its titles to 

CHOICE: Current Reviews for Academic Libraries, a publication of the Association of College 

and Research Libraries. For scholarly publishers, having their titles included in CHOICE 

is a great way to connect with the library market and ensure that their titles are reaching 

their audience. Although the publication is one that is centred on publishing reviews of 

academic titles—approximately 600 reviews per issue, CHOICE also publishes an annual 

list of “Outstanding Academic Titles.” A spot on this list can be considered an award in 
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itself, as the exposure that it will bring to the Press is invaluable. As noted on the 

CHOICE webpage for Outstanding Academic Titles, the following criteria are applied 

when choosing titles for this list: “Overall excellence in presentation and scholarship; 

importance relative to other literature in the field; distinction as a first treatment of a 

given subject in book or electronic form; originality of uniqueness of treatment; value to 

undergraduate students; importance in building undergraduate library collections” 

(http://www.ala.org) . 

Two UBC Press winners of the Outstanding Academic Title distinction are In 

Search of Canadian Political Culture, and Makúk: A New History of Aboriginal-White Relations. The 

Exhibits, Reviews and Awards Manager at UBC Press makes sure that any appropriate 

titles are sent in for this award each season. Often a suggestion is made by the acquisitions 

editor during the production state as to whether or not the book would be particularly 

suitable for certain awards, such as CHOICE. 

The Donner Book Prize: This annual book prize “rewards excellence and innovation 

in Canadian Public Policy writing.” The author of the title that wins the prize is awarded 

$35,000, making this book prize a coveted one (http://www.donnerbookprize.com). UBC 

Press publishes work in this area frequently, and regularly considers submitting titles for 

this prize. 

The Sir John A. MacDonald Prize: This book prize, awarded by the Canadian 

Historical Association, is extremely relevant to UBC Press and the work that it publishes. 

With their impressive Canadian History list, UBC Press can consider this award one that 

is worth submitting for whenever possible. This prize is awarded based on a book’s 

contribution to the study of Canadian history, with a monetary value of $1000 

(http://www.cha-shc.ca). In 2008, UBC Press had one book shortlisted for this prize⎯ 
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The Triumph of Citizenship: The Japanese and Chinese in Canada, 1941-67. In 2009, Contributing 

Citizens: Modern Charitable Fundraising and the Making of the Welfare State, 1920-66 was 

shortlisted. Another UBC Press title, Alliance and Illusion: Canada and the World, 1945-1984, 

received an honourable mention for this award in 2008 (awards information taken from 

the UBC Press website awards page). 

The Harold Adams Innis Prize: This book prize is awarded by the Canadian 

Federation for the Humanities and Social Sciences (CFHSS), an organization comprised 

of associations, post-secondary institutions, scholars and students. The purpose of the 

CFHSS is to support Canadian research in the social sciences and humanities through the 

Aid to Scholarly Publications Program (http://www.fedcan.ca/english/about/). The 

value of winning such an award, for both a Press and for a scholar, lies in the importance 

of the community recognition that will follow this type of honour. UBC Press publishes 

fairly exclusively in the social sciences and humanities, and many of their books qualify 

for this award. A UBC Press book, States of Nature: Conserving Canada’s Wildlife in the 

Twentieth Century, won this prize in 2008. 

 

3.2 Publicity 

This section explores the methods that UBC Press employs to publicize its books.  

Most publicity initiatives are planned and executed in-house by the marketing team in 

conjunction with the author. Publicity is a collective task within the department; everyone 

pitches in their time and expertise for special publicity initiatives, but the strategic 

planning is led mainly by the Exhibits, Reviews and Awards Manager, along with the 

Marketing Manager. Note that in this discussion, publicity should be taken to mean the 
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planning of events that are outside of the normal marketing tasks of sending the book out 

for review and attending academic conferences; this could include television appearances, 

press releases, op-ed pieces written by authors for national newspapers, radio interviews, 

and the rare author tour. While reviews and conference exhibits do get the books into the 

hands of the public, they are standard marketing procedure for scholarly presses and are 

arguably a little more passive than targeted publicity initiatives tend to be.  

There is technically no staff member at UBC Press with the formal title of 

Publicist (a position that is almost always sure to be found in a trade house). In trade book 

publishing, publicity can be quite aggressive and publicists are often employed to manage 

the process. At UBC Press, dealings with the media tend to be taken care of by the two 

people mentioned above and, sometimes even more commonly, by the authors 

themselves; the hiring of publicists to manage promotions and media engagements is 

generally not a reality. The Exhibits, Reviews and Awards Manager and the Marketing 

Manager will offer organizational support to authors engaged in media promotion, but 

are not always responsible for the planning of such things; many authors have their own 

list of contacts to draw on and arrange their own speaking engagements. If the Press has a 

solid contact person in the media, though, every effort will certainly be made to connect 

authors with that outlet. UBC Press has strong relationships with television and radio 

programs that are willing to promote books of a scholarly nature and that have supported 

the Press’s books over the years; this allows the marketing department to keep UBC press 

books on the radar of the appropriate people. 

 In exceptional cases, however, UBC Press will consider hiring an outside publicist 

to handle the press for a book. In situations like this it is likely that the author is a 

prominent personality and is embarking on some form of organized author tour, which is 
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also fairly rare at UBC Press and something that we see less of in scholarly publishing. In 

order for the Press to invest in a publicist, the book in question needs to have 

extraordinarily promising publicity potential beyond what the Press could deal with in-

house; this would usually mean that the book is one of the more trade-oriented, or 

‘crossover’, titles.  Harald Bohne speaks to this reality in his paper; he notes that “few 

scholarly books lend themselves to general publicity”, and that publicity events such as 

media appearances tend to be focused around books that have more general appeal 

(Bohne 16). 

 In the past several years, UBC Press has only seen two instances that merited 

hiring outside publicity help in promoting specific titles. One book that received such 

treatment was The Big Red Machine: How the Liberal Party Dominates Canadian Politics, while 

the other was Renegades: Canadians in the Spanish Civil War. Both of these titles were special 

cases for a university press— they were both considered successful crossover books and 

therefore received a strong response from independent and chain bookstores. The 

publicity for Renegades included an eight-stop author tour and both books were eligible for 

touring grants from the Canada Council for the Arts. Although doing such extreme 

publicity for scholarly books like these doesn’t necessarily always result in financial gain, it 

certainly helped to raise the profile of the Press, which made the effort worthwhile (Pitts). 

For the majority of the scholarly list at UBC Press, though, it is obvious that the 

books exist to serve their particular academic market and will not likely demand the 

services of a publicist in order to reach it. It should be noted that UBC Press distributes 

for many other presses who publish books with much greater trade potential. These books 

are dealt with on a case-by-case basis, and sometimes demand special efforts that are 

outside of what the Press is used to doing for their own scholarly books. In the context of 
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this paper, the marketing practices discussed are those for the scholarly monographs and 

edited volumes published by UBC Press. In most cases, the in-house publicity tasks alone 

can help these books achieve an impressive amount of recognition despite how few people 

are on staff to handle publicity.   

In the event that a book is believed to be especially timely, or is certain to garner a 

large amount of public interest, the marketing department ensures that the sales 

representatives at Ampersand Inc. are informed and are armed with appropriate 

supplementary sales materials. This could include information sheets or packages. 

Furthermore, as previously mentioned, the scholars themselves often do most of the 

legwork when it comes to publicizing their book, and rightly so. The author knows exactly 

who should know about the book, and where to find them.  

In considering the unique challenges of publicizing scholarly material, Chris 

Anderson’s concept of the Long Tail, as detailed in his book The Long Tail: Why the Future 

of Business is Selling Less of More, provides some interesting insight. Anderson’s first theme of 

the Long Tail theory is that, “In virtually all markets, there are far more niche goods than 

hits” (Anderson 53). The niche goods, then, are what populate the “Tail”. Without a 

doubt, the books produced by UBC Press and every other publisher of scholarly 

monographs are examples of what the “ Long Tail” of the book publishing industry looks 

like—the relatively tiny UBC Press print runs, which usually stay under the 1000 copy 

mark, should be the first clue. Throughout his book Anderson uses the music industry to 

illustrate the dynamics of the Long Tail. He describes the Tail this way:  

You can find everything out here in the Long Tail. There’s the back 

catalogue, older albums still fondly remembered by longtime fans 

or rediscovered by new ones. There are live tracks, B-sides, 
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remixes, even (gasp) covers. There are niches by the thousands, 

genres within genres within genres [….] There are foreign bands, 

once priced out of reach on a shelf in the import aisle, and 

obscure bands on even more obscure labels— many of which 

don’t have the distribution clout to get into Tower [Records] at  

all. (Anderson 22) 

 

As previously discussed, scholarly monographs sometimes appeal to the trade market, but 

they are often so specialized that only a small number of scholars and students will ever 

buy the book. For this reason, UBC Press books require a unique type of publicity effort 

that includes elements not generally seen in marketing plans for trade fiction, and 

excludes some of the traditional book marketing techniques due to the fact that they 

simply will not help the Press reach the niche markets that they need to reach. 

 

3.2.I. The Author Tour (or absence of) 

As mentioned earlier in this chapter, in trade publishing it is generally 

recommended that publishers work with a publicist to get their authors out on the road 

promoting. It is helpful to look at the practice of author tours (particularly their absence) 

in the context of scholarly publishing, and UBC Press in particular, in order to illuminate 

the difference in approach between the two publishing worlds.  

In David Cole’s The Complete Guide to Book Marketing it is posited that for 

commercial publishers with decent sized lists, finding someone to facilitate an author tour 

such as a publicist or a media coach is a worthwhile investment (Cole 211).  Author tours, 

however, are not generally part of the marketing plans at UBC Press, as mentioned briefly 

already. Scholarly books truly do occupy their own place in the “Long Tail” of 
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publishing. Budget issues aside, the marketing staff at UBC Press acknowledges that 

searching out and targeting specific communities is so very important; the most effective 

promotion for the books in their scholarly catalogue will come through continuing to 

perform the meticulously directed tasks that guarantee access to the most relevant 

academic networks. After all, scholarly publishing is about serving a distinct community, 

not necessarily appealing to the masses. 

Therefore, sending an author on tour with the goal of hitting all the mainstream 

media outlets, as is more often practiced in large trade publishing houses with marketing 

budgets that can support this sort of thing, is not necessarily the best approach in 

marketing the books that UBC Press produces.  As previously mentioned, UBC Press is 

more likely to consider such a thing if grant money is awarded for such a purpose from 

the Canada Council for the Arts; a book with a solid amount of trade appeal would be 

necessary as well. It is worth noting here that sometimes there is such strong regional and 

ideological support for a book that a small “tour” would make sense, and UBC Press has 

certainly taken advantage of such instances by arranging a small series of speaking 

engagements or the like. But for a standard scholarly publication with no added funding, 

the travel expenses and cost of hiring a publicist would most certainly outweigh the 

returns; the book would surely be exposed, but is it being marketed to the right audience? 

Are these the people who will actually purchase the book? It is important to recognize this 

difference. In taking such a broad approach to publicity, the Press runs the risk of missing 

the mark completely.  

Carolyn Wood speaks to the need for tailored marketing in her article, 

“Marketing Scholarly Publishing: Monographs as Lite Beer”: 
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It’s easy to overlook the fact that scholarly publishers have been 

doing niche marketing forever; they just haven’t called it that. 

They’ve called it ‘exhibits’ and ‘direct mail’. They’ve done cross-

marketing with journals, and cross-promotion with art galleries 

and museums. Like any business that has limited resources, they 

have had to be creative and innovative to survive, and scholarly 

presses are amongst the longest-surviving businesses in the world. 

(Wood 220) 

 
As Wood notes, niche marketing means finding ways to reach a small market in the most 

direct ways, and this generally consists of attending the appropriate conferences, sending 

out directed press releases, advertising the book for course campaigns, holding small book 

launches and sending out direct mail advertising. All of these items are less of a burden on 

a marketing budget than sending an author out on tour would be, and in many cases 

these activities help the book to reach its core audience much more effectively; each of 

these activities will be discussed next.  

 

3.2.2. The Book Launch 

The general practice at UBC Press has been to offer assistance with book 

launches, rather than taking on the full operational and financial responsibility. This is a 

way that UBC Press makes good use of their authors in the book marketing process; the 

author generally arranges all details pertaining to the venue, refreshments and guests, 

while the Press usually makes a small financial contribution, design invitations, and sends 

a marketing representative to sell books throughout the event. The Press will advertise the 

launch in hopes of drawing a good-sized crowd. 
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 The UBC Press marketing department will sometimes offer the book at a 

discounted price at the book launch. There are order forms prepared for each launch 

event, which people can then use to order the books at the special price, but the majority 

of the book sales happen on site.  

 If scheduling permits, the acquisitions editor will attend the launch for a book they 

worked on, however, this is not always feasible. Otherwise, usually one or two marketing 

staff members will attend to represent the Press and provide support to the 

author/editors. The event is usually comprised of an author speech/reading, followed by 

a question period and refreshments. Book launches for UBC Press books are often small 

and low-key when compared to launches that one might see in the trade publishing 

realm— rather than being held at, say, a chain bookstore, the launch will be at a 

university lecture hall, or at a museum or another cultural centre. UBC Press book 

launches are, however, an essential way of reaching the most appropriate marketing 

audience for the book; the audiences at scholarly book launches tend to be comprised 

mainly of other scholars in the field who then act as wonderful agents for spreading news 

about the book by word of mouth.  

As Chris Anderson’s study of the Long Tail demonstrates, word of mouth is an 

invaluable marketing element when dealing with niche products. As Anderson puts it, 

“Word of mouth is now a public conversation, carried in blog comments and customer 

reviews, exhaustively collated and measured. The ants have megaphones” (Anderson 99). 

Furthermore, in his book The Complete Guide to Book Marketing, David Cole also refers to 

word of mouth (in the form of recommendations from peers) as being the “number one” 

reason that people purchase books (Cole 180). Any time that marketing staff at UBC 

Press can make appearances at author events such as book launches, it is made a priority. 
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Book launches are important for UBC Press; they are a way for both the author and the 

Press to celebrate the completion of the book and to release it to the community with 

pride. These events are an excellent way to show author support and are the one of the 

first attempts to sell books directly to the most eager buyers. 

 

3.2.3. Press Releases 

One element that is quite common in UBC Press marketing activities is the 

creation and dissemination of press releases. A book does not need to have blockbuster 

potential in order to merit a press release; in fact, press releases are often a great way for 

UBC Press to market books that could benefit from a little extra marketing push. In many 

cases a very direct approach is taken, hoping to contact all media that might cater to the 

potential audience for the book rather than sending the release out far and wide and 

hoping that somebody bites. If a book focuses on a particular region of Canada, as many 

UBC Press books do, then a directed press release may be sent to local media in that 

particular region. For some of the Press’s high profile and timely books, it is likely that 

mainstream national media might take interest, and so the approach is broadened.  

 The decision on whether or not to send out a press release for any UBC Press 

book is often made at the marketing meeting. One section of the UBC Press marketing 

plan is devoted to the discussion of whether a press release is relevant for the book in 

question. If it is decided that the book merits a media mailing, the team must then decide 

where the press release should be sent. Generally, the Marketing Manager and the 

Exhibits, Reviews and Awards Manager are able to decide quite quickly whether or not a 

book will benefit from a press release, and the decision is made on the spot at the meeting. 
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Deciding who should receive the press release takes a little longer as the books are 

generally not going to be of interest to the general readership and thus must be directed at 

specific types of media.  

 As mentioned, if the book is quite topical, the decision might be to send a press 

release to national media in hopes of garnering some interest as an offshoot of an event 

that might currently be getting lots of media attention. This is could be done in the event 

of a federal election due to the fact that the Press has such a strong political science list. 

This method is also employed for books in the area of environmental studies where large 

natural disasters have garnered news coverage or large environmental advocacy 

campaigns are making the news. In such a case, the next step is to make use of the vast 

database of press contacts that UBC Press currently uses. A list is compiled of all the 

possible print, radio and television media that might take an interest in new of the book. 

For a crossover title, this list might be long and broad, while for extremely scholarly and 

narrow subject matter this list might be relatively short. The press release is then sent 

digitally to everyone on the carefully cultivated list. For many books this pays off without 

a doubt; for other books it seems not to, but with the minimal risk and cost involved with 

sending out press releases, it is not a huge loss if the response is low. 

 For books with a very narrow scope that might seem inaccessible to many, the 

decision is often not to write a press release, but to resort to more tailored direct mail 

promotion, a marketing tool that has proven to be essential for UBC Press in reaching its 

book buying audience.  
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3.3 Direct Mail 

Wong et al define “direct marketing” as “communicating with carefully selected 

individual customers to secure and immediate response.” This method is particularly 

effective when seeking to gain a closer relationship with one’s customers, and is facilitated 

nicely by the various forms of new media (Wong et al 32). 

The concept of direct mail advertising is one that makes a lot of sense for 

academic publishers: make a list of associations and publications who would be most 

likely to care about the book and contact them directly with news of the book. It is a more 

personal way for the Press to share news of a book, while also possessing the added benefit 

of creating new contacts for the Press to use in the future.  

As Alison Braverstock states in her book How to Market Books, “Direct marketing 

means selling or promoting straight to the customer, without the intervention of an 

intermediary such as a retailer, wholesaler or sales agent. This may take place through a 

variety of different media (e.g. mail, e-mail, phone)” (Braverstock 93).  Braverstock goes 

on to speak of the increasing efficacy of direct marketing in generating sales through retail 

outlets, as many titles that do not warrant a large marketing campaign can be easily 

advertised in combination with other books through promotional e-mails to professionals 

(Braverstock 97).  

The marketing department at UBC Press has recognized the importance of 

making direct contact with those groups of professionals who might hold the most interest 

in the Press’s books, but who might not be reached by traditional retail channels. 

Professional associations and special interest organizations are the focus when performing 

direct mail campaigns at UBC Press, when staffing and time allows for it. Although direct 
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mail is undeniably one of the most important and effective ways of advertising a product, 

it is, unfortunately, something that often gets left out of marketing plans due to the lack of 

people to take on the task. With a relatively small marketing staff, UBC Press is not 

afforded the opportunity to capitalize on these direct mail markets as often as they would 

like, but this job is certainly noted as a very important one and opportunities are being 

explored.  

In fact, direct mail is being employed increasingly as the department makes more 

time for such initiatives after seeing the encouraging results of some experimentation with 

this sort of contact. Various associations were contacted during the summer months of 

2008 at UBC Press in an attempt to raise knowledge about some titles in the disciplines of 

environmental studies and political science; these were books from the previous fall that 

had just come out in paperback, and the response from the mail recipients was 

delightfully positive. As we know, scholarly books are generally written for one main 

purpose: to further the scholarship in one’s field of study. Of course there are other 

reasons (i.e., career advancement) that a scholar publishes his or her work, but 

contribution to scholarship is a goal that all scholars share. For this reason, professional 

associations are generally more than happy to be notified of a new publication within 

their field, and they respond quite positively to informational e-mails. This is a great 

opportunity to get UBC Press books listed in newsletters and on websites, both of which 

are invaluable (and often free!) methods of promoting books directly to those who need to 

know about them.  

Direct mail marketing in scholarly book publishing is a win-win situation. The 

associations who receive the information are grateful to know about new writing in their 

area of interest. More often than not they know of the author, and are therefore glad to 
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help spread the word and support their colleagues. Alternately, the Press is given a means 

of promoting their book for little to no cost, while at the same time helping to disseminate 

scholarship to those who will truly appreciate it. If time and staff can be made available 

for direct mail in any UBC Press marketing plan, it is generally made use of. This is word-

of-mouth marketing at its best, and direct mail is an extremely important element in 

marketing the niche products of UBC Press. 

 

3.4 Conferences 

At the marketing plan stage each book is considered for exhibits at academic 

conferences. The marketing plan for each book contains an outline of the various 

conferences that the book will be taken to. Attendance at conferences is one of the most 

important marketing initiatives that UBC Press takes on. The Press devotes 

approximately 16% of its total marketing expenditures to the attendance of conferences 

and annual meetings excluding travel); this includes the Press’s presence at the Congress 

for the Social Sciences and Humanities, the biggest event of the year for the Press (Pitts). 

In total, the Press attends roughly twenty-five to thirty conferences per year, including 

those at which books are displayed but no staff member attends (conversation between 

author and staff member, March 2, 2009). This number fluctuates yearly, however. 

For all scholarly presses, academic conferences represent an opportunity to 

directly reach the most probable buyers of their books. These events are also an excellent 

networking opportunity, and it is truly beneficial for an author (or potential author) to see 

that the Press has made the effort to exhibit at the proper events. It demonstrates an 

understanding of the nature of scholarly publishing when a university press can effectively 



 

49 

maintain their presence at the most important academic events, both in Canada and 

abroad. 

 The Exhibits, Reviews and Awards Manager consults with the acquisitions editor 

and the director regarding, which conferences the book should be displayed at, which 

ones the Press is already scheduled to attend, and which ones might be a good idea to 

consider attending. On their AIF forms, authors are always asked to suggest any 

conferences or annual meetings that they feel the Press should be taking their book to; this 

element of the AIF is often quite helpful. Over the years, the Press has gained a broad 

knowledge of the most important meetings to attend for each discipline. Authors, 

however, often suggest lesser-known (but equally as relevant) meetings that the Press is 

sometimes unaware of. In such a case, the marketing team weighs their options and 

decides if the conference is worth the cost to attend. Obviously, the marketing and 

acquisitions team would love to attend every meeting that promises sales and networking 

opportunities, but limits on staff and budget prevent this from happening. The Press 

regularly attends conferences for the following associations: Canadian Association of 

Geographers; the Law and Society Association/ The Canadian Law and Society 

Association; the American Legal History Association; the Canadian Political Science 

Association. The Press also regularly attends the Qualicum History conference, the 

Military History Colloquium, the BC Studies conference, and the American Society for 

Environmental History conference. On average, the cost to exhibit at an academic 

conference tends to hover around five hundred dollars, although some small events are 

free to exhibit at (conversation with staff member, March 2, 2009).  The Press must be 

very sensitive to booth costs and carefully discern the potential return on investment. 
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 Authors also attend many conferences on their own, including speaking 

engagements all over the world, which is another opportunity for the Press to sell and 

publicize books even if they are not attending in person. Often the Press will make sure 

that the author has ample copies of their book to take with them on their travels, which 

they then sell and publicize themselves. Along with this, the marketing team will prepare 

any promotional materials that might be needed, such as order forms or flyers, which the 

author can distribute and use to take orders. This is one significant reason why author 

tours are not common in scholarly publishing; many scholars have already inadvertently 

built their own author tour simply by doing the things they would be doing anyway⎯ 

attending academic meetings and giving lectures across the globe. For this reason, UBC 

Press makes very good use of their authors as marketers of books, and receiving 

information about the future engagements of authors on the AIF is immensely important. 

 All conference preparation at UBC Press is done by the Exhibits, Reviews and 

Awards Manager. Once the Press’s attendance at a conference is confirmed various tasks 

ensue in order to make sure that the exhibitor (usually only one person from the 

marketing department attends to sell books for smaller meetings) is fully prepared to take 

orders and effectively display all of the books on offer.  

 

3.4.1. Single Title Order Forms 

If the Press is attending a conference for the purpose of promoting one or more 

particular titles, a special order form is created for the books that will be featured. In the 

event that only one book is being sold at a conference, it is usually because the author of 

the book is attending and has agreed to sell books there. There are instances, however, 
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wherein the Press feels that there is good sales potential for one particular book at a 

relatively small local conference, and in such a case one member of the marketing 

department will attend with the intent of selling that book only. The order form contains 

all of the pertinent information about the book on the front: cover image, title, author 

information, book description, bibliographic data and table of contents. On the back of 

the form there is a section to be filled out and returned for orders. For many conferences 

and author talks, the book is offered at a special discount, which is a limited time offer. 

The traditional conference discount is twenty per cent, however, this is not set in stone 

and is up to the Conferences, Events and Awards manager to decide. Each form also 

directs people how to order from the UBC Press website as well, which many people 

prefer to do now. The form is printed and sent to the author or marketing department 

member to take with them.  

 These single title order forms are effective due to the fact that they act as both 

order forms and flyers. Many people take order forms home while they consider whether 

they would like to order, and mail them in later. Providing a hard copy piece of 

promotion with staying power has some obvious benefits over a digital flyer or an email. 

Even if the potential buyer chooses not to use the order form to mail or fax in an order, 

they have at least been given Press contact information and website ordering instructions 

that can be used in the future. 

 

3.4.2. The Conference Kit 

In preparation for each conference, the Exhibits, Reviews and Awards manager 

creates a conference kit, which includes everything needed to properly exhibit at a 
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conference. Essentially, the conference kit consists of a few boxes filled with practical 

items to aid in book sales and to promote UBC Press titles.  

A UBC Press conference kit will contain: 

• Order forms and flyers 

• A point-of-sale machine and cash float 

• Sample books (to be displayed and sold) 

• Bookmarks and any other promotional ephemera 

• Display paraphernalia such as plastic stands and risers for displaying promotional 

goods 

• UBC Press catalogues and catalogues from publishing partners with titles relating 

to the subject matter of the conference or event 

 

3.4.3. The Congress for the Social Sciences and Humanities 

As suggested earlier, the Congress for the Social Sciences and Humanities is 

arguably the most important conference/annual meeting that the Press attends. Although 

the Congress is primarily a meeting place for scholarly dialogue, the book fair is why 

publishers flock there from far and wide. This one event applies to the majority of the 

books that UBC Press publishes, due to the fact that scholars in diverse fields congregate 

at this event every year⎯ for this reason, availability at Congress features prominently on 

the marketing plan for most new books. Unless a title falls into a discipline that is not 

widely represented at the Congress, one would be hard pressed to find an author 

information form that did not mention the importance of displaying at this event. When 

UBC Press attended the Congress in the spring of 2008 they displayed 839 titles; this 
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included the Press’s own backlist, along with titles that UBC Press distributes from 

publishers in the United States and the United Kingdom. In 2009 there were significantly 

fewer titles taken⎯ approximately 700 titles (Whitton). The Congress is not only an 

important marketing event, but also an extremely important time for acquisitions. All of 

the Press’s acquisitions editors attend in addition to the academic marketing manager, 

who organizes the press’s attendance at the conference and deals with all of the logistics 

involved in exhibiting there. 

At the transmittal meeting, discussed early in this report, books are scheduled in 

the production line-up to be ready by April so that they may be available at the Congress 

if deemed relevant for the book. Generally speaking, books that will interest the groups of 

scholars who are scheduled to meet at the Congress are given production priority. The 

Congress, as described on the CFHSS website, “….brings together new and established 

academics and researchers from diverse studies such as ethics, the history and philosophy 

of science, international development, political science, social work, communications, 

literature, geography, theatre and religion, and many more” (http://fedcan.ca). Many 

academic associations hold their annual meetings at the Congress, which makes this event 

a one-stop publicity dream. 

Due to the interdisciplinary nature of the Congress for the Humanities and Social 

Sciences, UBC Press should exhibit as many books as possible in order to reap a large 

volume of sales. This is the biggest event of the year for the Press in terms of book sales; 

books in the area of political science, environmental studies, native studies or history will 

find an audience at the Congress, and these are the areas in which the Press sees the most 

sales at the book fair. There is also a good-sized market for books in education, music and 

philosophy at this event. 
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3.5 Advertising 

UBC Press regularly advertises its titles in various publications in both Canada 

and the United States.  During the marketing plan discussions for each book, it is decided 

whether or not print advertising will benefit the book and whether any alternative 

(perhaps a web initiative or) should be considered. 

 Advertising takes a few different forms for UBC Press books; the most common at 

this point is print ads in journals and magazines, while other main ways that the Press 

advertises its titles are through the dissemination of ephemera such as bookmarks and 

through various website features. As a scholarly press with relatively low profit margins 

when compared to the trade, there are very limited funds to be put towards advertising 

for UBC Press books. When budget limitations are compounded with the fact that the 

audience for any given title is really quite niche in nature, advertising decisions become 

complicated. The Press must be selective in the ads that it chooses to run in order to 

ensure that each advertising dollar goes the furthest. National print media is not usually 

the best bet, as university press books are rarely given attention in national newspapers. 

 UBC Press has routinely advertised in publications such Canada’s History, Geist, 

Journal of Asian Studies, BC Bookworld, Literary Review of Canada, Canadian Historical Review, 

CHOICE and Alternatives magazine (UBC Press Review- Self Study March 48). The Press 

also looks to other scholarly journals as options for ad placement if the subject matter is 

particularly complimentary to a book on the Press’ list. Books are often grouped 

thematically to create a group ad wherein multiple books (often three or four) are featured 

together. In such ads, it is beneficial to be able to promote the various series that UBC 
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Press publishes. In a publication focusing on military issues, the Press can promote the 

Studies in Canadian Military History series; an environmentally focused publication is a 

great place to promote the Nature/History/Society series. 

 

3.6 Reviews 

There is a section of the marketing plan devoted to identifying specifically where a 

newly published book should be sent for review. Positive reviews are coveted in the 

publishing industry, and arguably more so in academia where dialogue with ones peers is 

so valuable. As mentioned in The Culture and Commerce of Publishing in the 21st Century, by 

Albert N. Greco, Clara E. Rodriguez and Robert M. Wharton, there were studies done 

by Sorensen (2004) and Sorensen and Rasmusen (2004) that looked at weekly sales data 

of hardcover fiction in order to draw conclusions on the impact of word-of-mouth (in this 

case word-of-mouth generated by the New York Times book reviews) on book sales. The 

authors of The Culture and Commerce of Publishing in the 21st Century tells us, “They concluded 

that ‘book reviews serve largely to inform consumers about books’ content and 

characteristics (including the books’ existence). However, positive reviews have a larger 

impact on sales than negative reviews, suggesting that reviews also have a persuasive 

effect.’” (Greco et al 49).  

But for a scholarly press whose books are meant to sell mainly into libraries and 

courses, does a positive review matter? Are buyers for libraries going to be influenced by 

reviews?  Greco et al mention a study done by Timko (2001), which concludes that, “the 

importance of the [New York Times] book review should not be overstated. It should be 

remembered that typically the large majority of the [book] selection decisions, at least in 
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large research libraries, are made without any reference to any review. In fact, many 

selection decisions, especially at larger research libraries, are outsourced — in effect, they 

are made by book vendors” (Qtd in Greco et al 49).  

 It is important to note that many of the books published by a scholarly publisher 

such as UBC Press are not fit for the New York Times book reviews anyway; they do not 

have a wide general appeal and are quite obviously aimed at a very narrow academic 

readership. Because of this, UBC Press sends their books to many different academic 

journals that specialize in these areas. If a book is timely or coincides with a major current 

event, the book may be sent to mainstream media outlets such as the New York Times, The 

New York Review of Books, and other major newspapers, but this is not true for most books 

that UBC Press publishes. It is not always worth it for the Press to pursue a book review 

that will likely never happen; sending complimentary copies of books is a cost to the Press 

that may not garner any return. Greco et al have come to the conclusion that, “Reviews 

help a book’s sales changes, but even exceptionally positive reviews or winning a major or 

international award cannot guarantee success in what is an exceedingly crowded 

marketplace” (Greco et al 51).  

However, as mentioned earlier, UBC Press does send out quite a few review 

copies to various academic journals because a positive review has more benefits than just 

the possibility of increased sales. The Press has an impressive collection of media contacts 

that exceeds 2000 entries⎯ this includes all types of media, but the academic journal 

contacts sat at 400 as of March 2007 (UBC Press Review- Self Study 50). This growing 

contact base is of huge value to the press.  

One might ask why a scholarly press, with its limited resources, would go to the 

trouble and expense of sending their books out for review with so little assurance that they 
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will get any return on this effort? In scholarly publishing, there is much emphasis on 

helping scholars to raise their profile within their field of research and to contribute to the 

building of research in new areas of study. A positive review not only generates buzz and 

respect for scholars within their peer group, but it solidifies the Press as an organization 

that publishes sound material and contributes to the advancement of scholarship. Jeffrey 

R. Di Leo writes about this in “The Fate of the Book Review”, a sub-article of “Inside the 

Journal Editor’s Office: A 2007 CELJ Roundtable” in The Journal of Scholarly Publishing. Di 

Leo affirms that in scholarly publishing, reviews are really meant to provoke debate, 

contribute to dialogue help advance authors’ careers. He asserts that if the review is 

published in a journal of high enough profile, it can really boost sales of a scholarly book 

(Di Leo 167). Whether or not positive reviews actually translate into sales for a scholarly 

press, it is undeniable that if a book receives a number of good reviews due to the tireless 

efforts of the Press’s marketing team, it generates goodwill between author and publisher. 

The Press feels that it has done a service to their author by sending their book out far and 

wide to the most relevant publications in the field and, in turn, the author feels that the 

Press has truly made an effort for their book. This is ultimately the ideal dynamic between 

the two parties. 

Although obviously the list differs for each individual book, there are certain 

publications to which UBC Press repeatedly sends books for review. Many books are sent 

to CHOICE, it being a powerhouse in terms of generating library awareness of the titles. 

Books are also often sent to The Canadian Journal of Political Science, The Canadian Journal of 

Law and Society, Canada’s History, The Canadian Historical Review, BC Studies, Pacific Affairs, 

Journal of Asian Studies and Labour/Le Travail.  
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3.7 Course Adoption Campaigns 

It is no secret that course adoptions, along with library sales, are a main source of 

income for scholarly publishers.  For UBC Press, course adoption sales account for 

roughly 35-40% of total sales (Whitton). UBC Press publishes exclusively in the 

humanities and social sciences and boasts very strong lists in the disciplines of political 

science, native studies, history, law, Asian studies and environmental studies. The Press is 

also continuing to grow in the areas of urban planning, sociology and Canadian military 

history. With such a good reputation as a publisher of quality research in all of these 

areas, there is considerable course potential within the UBC Press catalogue and thus 

there exists an entire academic marketing department devoted specifically to getting UBC 

Press books into the hands of as many professors as possible.  

 During marketing planning discussions for individual titles there is obviously 

always a discussion of the course potential within the text. Usually, by the time a more 

detailed marketing plan is being created, the book has already been released in hardcover 

and therefore has already had a course campaign run for it. Sometimes, if a book has 

strong course potential, a second campaign might be sent out to try to further books sales. 

Although it is often apparent which books are going to be most suitable for course use, the 

Academic Marketing Manager has a well-trained eye for this and can effectively judge by 

reviewing the transmittal form (which occurs even before the first marketing discussions) 

whether it is worth creating a vigorous course campaign for a particular book. It is 

important to distinguish that UBC Press books that are adopted for course use are often 

assigned as recommended or supplemental reading, often in relatively small graduate or 
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upper level undergraduate courses. They are not usually picked up as textbooks, and 

UBC Press is not a textbook publisher for the most part.  

 In the spring season of 2008, UBC Press completed 72 e-mail course campaigns. 

Obviously, with the Press publishing an average of around 60-70 titles in a year, these are 

not just campaigns for UBC Press books. Roughly half of those 72 campaigns would have 

been UBC Press titles, while the others were campaigns for books that the Press only acts 

as distributor for; many titles from the Press’ client publishers are suitable for course use 

as well, even if the client is not necessarily a scholarly publisher. Subsequently, in the fall 

of 2008, UBC Press sent out fifty-nine course campaigns. The number varies each season 

depending on the availability of the titles; books inevitably get delayed somewhere along 

the production schedule, which determines which course season they will be eligible for. 

The Press creates its own mailing lists for course campaigns, and although doing 

so has taken years and requires endless upkeep in terms of list maintenance, it is 

extremely advantageous as the Press now has its very own collection of contacts that they 

have not needed to purchase or rent from a third party. At the time of the Press’ in-depth 

self-study in March of 2007, the number of academic contacts was approximately 43,000, 

and this number has risen and will continue to rise (UBC Press Review- Self Study 45). 

The people on these lists receive direct mail notifications by e-mail every time a new book 

in their field is published. There are currently between sixty and seventy different mailing 

lists that the academic marketing department sends course campaigns to; there are lists 

and sub-lists for each discipline, which together form an extensive collection. 

 The desired result of a course campaign is for a UBC Press book to be adopted in 

a course, and preferably one with a high enrollment. The first step in the text adoption 

process is for the professor to request an examination copy after receiving the course 
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campaign. The Press has made this process quite efficient by creating an online order 

form for examination copies; professors simply fill out the online form and it is 

automatically submitted by e-mail to the Academic Marketing Manager for processing. 

UBC Press sends out a very high volume of examination copies each season in order to 

facilitate adoptions. Professors receive a copy of their requested book along with an exam 

copy evaluation form on which they are asked to state the strengths and weaknesses of the 

book with regard to its potential for course use.  

 

3.8 Online and Electronic Marketing 

More and more publishers, whether commercial or scholarly, are opening up to 

the fantastic possibilities that web promotion can bring; UBC Press is no exception. As 

Braverstock mentions in How to Market Books, a good website should offer some added 

value and present something unique rather than re-purposed material (Braverstock 157). 

While many scholarly presses may have been reluctant to embark into the digital realm, it 

is quickly becoming a large part of the marketing activities at UBC Press. The potential 

for web promotion has become a distinct section of the marketing plan and is something 

that is considered for all UBC Press books; ideas for web promotion are discussed at every 

marketing plan meeting.  

As discussed earlier, the importance of direct mail marketing is huge for publishers 

working in niche markets as UBC Press does, and the web has made this process easier 

and much more efficient. The Press uses the web for huge e-mail course campaigns as 

discussed earlier, and themed website features are constantly up on the Press website. 

UBC Press uses its website to actively promote books and understands that the website is 
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a powerful way to connect with their target audience. The Press is even exploring the 

possibility of incorporating the blogosphere into their marketing activities; this is due to 

the growing recognition of the power of bloggers to influence book sales. As Chris 

Anderson puts it in The Long Tail, “In general, blogs are shaping up to be a powerful 

source of influential recommendations [….] What they lack in polish and scope, they 

more than make up for in credibility. Their readers know that there is a real person there 

that they can trust” (Anderson 124). 

 In a Spring 2001 edition of The Exchange, a newsletter released by the Association 

of American University Presses, Mark H. Saunders captures the sentiment of a scholarly 

press marketer as we move further into digital world. Although the article was written 

seven years ago now, the sentiment is still very real— we have still seemingly only touched 

the tip of the iceberg in terms of making use of the digital world in scholarly publishing. 

In “This is not your Beautiful Site: A University Press Marketing Director in the Digital 

Age”, Saunders asserts that: 

…marketing departments have faced entirely new avenues of 

sales and promotion, while the more traditional areas of direct 

mail, print advertising and the old distribution channels have not 

gone away [….] but [we] must also recognize and exploit the 

opportunities offered by Amazon.com, electronic direct 

marketing [….], link campaigns, viral marketing, microsites, 

listserves, even chat? (Saunders 6) 

 

Many of the elements mentioned in this excerpt are being embraced by UBC Press as the 

marketing department opens up to channels for promotion that scholarly publishers have 

been slow to adopt into their marketing plans. As David Cole mentions in The Complete 

Guide to Book Marketing, a publisher’s website can serve a very important purpose as the 
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place where people can purchase older books that are no longer stocked in bookstores 

(Cole 120). This is completely relevant to UBC Press; while the books they publish are not 

blockbusters, a great many of them could be described as having ‘long lives’. These are 

books that continue to be relatively popular as time marches on, often containing 

valuable reference material and proving to be of lasting relevance to their discipline long 

after book buyers have lost sight of the book in favour of newer, fresher material. UBC 

Press has a strong backlist that continues to sell well, and website sales are a huge part of 

this success. 

 The Press is currently making adequate use of their website as a promotional tool. 

Approximately once every month UBC Press creates a themed website feature. The web 

features are often planned to coincide with current events; this way the Press can reap the 

benefits of pre-existing public interest in the subject matter. The feature will often 

showcase a few titles that relate to each other, for instance, the newest batch of titles in a 

particular discipline such as law, history, or environmental studies. The discussion of how 

to incorporate each title into the website often includes brainstorming for web feature 

themes, as well as coming up with complimentary titles that can be promoted along side 

the book on the web. 

 While UBC Press’s use of their website as a marketing tool is fairly impressive, 

there is certainly room for the Press to grow in this area and further embrace this 

powerful tool. To some degree, however, the Press can only move as fast as their market 

will bear. While the scholarly community is without question a ‘wired’ group, many 

scholars (and general readers) still rely on traditional print methods to keep themselves 

abreast of new developments in scholarship. As more scholarly journals make the move 
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toward digitization, the academic community will eventually need to adjust to this new 

role that the web is beginning to play in scholarship.  

 UBC Press also uses its website to feature good reviews of their books, as well as to 

announce upcoming conferences, annual meetings and any book launches that might be 

upcoming. In addition, every January and July there is a section of the website devoted to 

promoting the titles that are new in paperback. New hardcovers are announced in a 

rotation that is updated frequently. In these ways that UBC Press website is already quite 

a dynamic space. 

 The Press is working towards using their website as a more highly sophisticated an 

functional e-commerce space, as well as venue to create dialogue and forge a strong 

presence within the scholarly network. In an effort to increase traffic to the website and 

truly connect with the academic community in the social sciences, the Press embarked on 

their first ever online marketing campaign; it was a campaign centered around the 

celebration of Asian Heritage Month and went live in May 2009. In recognition of the 

fact that the Press has an impressive backlist of Asian Studies titles, along with a fair 

number that had recently been released in paperback, the marketing department decided 

to use this as an opportunity to experiment in an entirely new way.  

Before any substantial planning could be done, the marketing department had to 

decide what the ultimate goals were for an initiative like this one. The Designer and the 

Marketing Manager took the lead on this project and, along with other members of the 

marketing team, decided what it was they hoped the Press would gain from this. One 

rather obvious goal of this campaign was to increase sales of Asian Studies titles, and 

perhaps enjoy a ripple effect of sales in other areas as well. In developing this plan the 

marketing department also hoped to raise the profile of UBC Press, both within the Asian 
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Studies discipline and the general readership of Asian studies topics outside of academia; 

the Press reached out to various academic journals, associations and organizations, 

forging relationships that result in mutual promotion.  

 Since this campaign was fully web-based, a mini homepage on the UBC Press 

website was devoted to showcasing the various Asian Studies books on offer through the 

use of rotating excerpts. A main goal of this initiative was generation of dialogue around 

the issues that are front and centre in the featured UBC Press books; the authors of the 

books were asked to submit a statement contribute to help spark commentary. For the 

Press, this sort of initiative is as much about creating partnerships within the community 

as it is about promoting UBC Press books. The positive response that the Press received 

from its authors regarding this initiative was encouraging, to say the least. This campaign 

will be used as a template for future web campaigns and has served as a valuable learning 

experience. 

 Recently the Press has established a presence on social networking sites such as 

Facebook and Twitter, as have so many other publishers. A new area of the marketing 

plan has been incorporated to accommodate discussion of social networking initiatives for 

each book. The area of web promotion is something that excites the marketing 

department at UBC Press; this sort of low-cost, community building marketing activity 

will surely only serve to enhance the impact of marketing plans at the Press for years to 

come. 
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4. CASE STUDIES  

(All information for the case studies was gathered from internal marketing plans and 

meeting minutes, January 2009). 

 

The following marketing plans were chosen as case studies because they offer a 

sufficient cross-section of the types of books that UBC Press regularly publishes. The first 

book is in the discipline of native studies; the second is very historical in focus, while the 

third is a mix between political science/foreign policy, history and Asian studies. They 

also differ in the markets that they appeal to; they range from being strictly scholarly to 

having crossover potential. 

 

4.1 Makúk: A New History of Aboriginal-White Relations 

Binding: Paperback (cloth release 6 months earlier) 

Price: $35.95 

Print run: 500 hardcovers, 2000 paperbacks 

Pub date: January 1, 2009 in paperback 

Category: Monograph 

 

Overview: Makúk is an example of a book that has found an audience both in the scholarly 

community and a little bit in the trade market. The details examined here are the results 

of the marketing plan meeting in preparation for the book’s paperback release in January 

2009. It is important to note that this book sold extremely well in hardcover, which told 

the marketing department that a substantial marketing effort was merited for the 
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paperback release. It should also be noted that the paperback print run for this title was 

quite a bit higher than normal by UBC Press standards, suggesting good sales potential 

but also requiring a strong promotional effort. The book also received the prestigious 

designation of a CHOICE Outstanding Academic Title.  

 The audience for this book was decided to be mainly an academic one, as the 

book had a huge amount of course interest due to its potential as a comprehensive 

textbook. It was agreed upon that overwhelming trade interest could not be expected for 

the paperback, although there would likely be a small amount of crossover. The 

marketing department also decided that the book was indeed one with an audience 

outside of Canada; it was identified as a trans-border book that would do well all over 

North America. The main selling point noted on the marketing plan for this title was the 

fact that the volume looked at how the wealth of native people has been removed from 

them.  

 

Advertising: This book was advertised extensively upon its hardcover release, which meant 

that by the time the paperback release date came, the book had received a lot of ad 

exposure. In particular, Makúk was advertised in The Literary Review of Canada, Canada’s 

History (formerly The Beaver), and BC Bookworld, and Geist magazine among others. 

 

Publicity: It was decided at the marketing meeting that the book would merit sending out 

an omnibus information package to national media. Essentially, this would be in the form 

of a sort of extended press release, put together by the Exhibits, Reviews and Awards 

Manager and the Marketing Manager. It was thought that this book could be grouped 
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with a few others of the Press’s First Nations titles in order to get word out about more 

than one book at a time. The response to this media mailing was quite impressive. 

 

Review Copies: Review copies of this book were sent out far and wide, with an emphasis on 

publications that focused on Aboriginal issues but also to mainstream media outlets that 

expressed interest. Twenty review copies were sent out upon release of the hardcover 

book, and six more were sent when the paperback marketing plan was created.  Note that 

review copies always continue to be sent as requests trickle following the initial push. 

Publications that the book was sent to include: 

• Canadian Journal of Native Studies 

• BC Bookworld 

• Labour/Le Travail 

• Literary Review of Canada 

• BC Studies 

• Native Studies Review 

• Globe and Mail 

• Western Historical Quarterly 

• International History Review 

• U of T Quarterly 

• Canadian Ethnic Studies Journal 

• Vancouver Sun 

 

Course Campaigns: Although a course campaign for this book had been completed upon 

release of the hardcover, another course campaign was planned to coincide with the 
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paperback release. The Press used its lists in the areas of Native Studies and History to 

prepare the campaign, and after the first campaign there were four initial course 

adoptions with large enrollment numbers.  

 

4.2 In Mixed Company: Taverns and Public Life in Upper Canada 

Price: $32.95 

Print run: 400 hardcover, 300 paperback 

Binding: Paperback, with hardcover release 6 months prior 

Pub date: July 2009 in paperback 

Category: Monograph 

 

Overview: This particular book was not considered to be one with very much crossover 

potential as it is quite historical in nature, and the marketing plan reflects this.  The 

audience would be primarily academics in the area of history, even more specifically in 

the area of pre-confederation Canadian history. For this reason, an international market 

was not something that could be expected. 

 

Advertising: At the time of the hardcover release the marketing team had planned to 

advertise this book in such publications as Canadian Literature, CHOICE, Canada’s History, 

Social History, The Canadian Historical Review, and Ontario History. 

 

Publicity: The book was not seen to have the same merit for vigorous publicity that a book 

like Makúk had, so no specific publicity actions were planned, except for attempts to have 
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the book excerpted in prominent historical journals. The focus for this book was on 

course adoptions. 

 

Awards: It was noted in the marketing plan that this book could be submitted for the 

Canadian Historical Association’s Clio Award. 

 

Conference Information: It was decided that the appropriate conferences at which to display 

this book would be the Qualicum History conference, the Western History Association 

conference, the American History Association conference, and the Canadian Historical 

Association meeting, which would be happening at the Congress for the Social Sciences 

and Humanities. The department thought this might be a good book to launch at the 

Congress, as this is common practice and it would work nicely with the timing for the 

paperback release. 

 

Reviews: Twenty-two review copies were sent out initially for this book, to various 

publications in the areas of history, sociology and social history. These publications 

included: 

• Western Historical Quarterly 

• Left History 

• Canadian Historical Review 

• Ontario History 

• Canadian Literature 

• University of Toronto Quarterly 

• Canadian Journal of Sociology 
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• Canada’s History 

• Histoire Sociale/ Social History 

• Oral History Review 

 

Course Adoption Campaign: A campaign was run to coincide with the hardcover release of 

this book in January 2009. The campaign went out to 213 recipients and the department 

used lists that they had built in the disciplines of History, Canadian Studies, and Gender 

Studies. This book has the potential to do well in Pre-Confederation Canadian History 

courses.  

 

4.3 Contradictory Impulses: Canada and Japan in the Twentieth Century 

Price: $35.00 

Pub date: January 2009 

Binding: Paperback, previously released in hardcover 

Category: Edited collection 

 

Overview: This is an example of an edited volume that is quite scholarly in nature, which 

resulted in a very specific and directed marketing plan. Several of the contributors to the 

volume are high profile, and so are the volume editors. This marketing plan was discussed 

with regard to the paperback release of a book previously released in hardcover. 

 

Advertising: It was decided that the book would benefit from an ad in a prominent Asian 

Studies journal. The department also planned to include this book in the Press’s 
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upcoming ad in Canadian Literature, and decided that it would also be advantageous to 

advertise it in Pacific Affairs. 

 

Direct Mail: The volume editors provided a list of associations who should receive notice of 

the book’s release. It was noted that the Japanese Association for Canadian Studies, The 

Japanese Studies Association of Canada, the Asia-Pacific Foundation and the Japan 

Foundation of Canada could possibly receive a direct mailing, likely in the form of a 

general publication notice that promoted the editors as available for interview. 

Widespread direct mail was not planned. 

 

Publicity: The book was added in as one of the titles to be featured in the Press’s upcoming 

online marketing campaign for Asian Heritage Month. 

 

Awards: Because the book is an edited collection, its eligibility for book awards is quite 

limited. None were noted on the marketing plan. 

 

Conference/Exhibit Information: The department planned to take the book to the following 

conferences: The Qualicum History Conference, the Association of Asian Studies 

conference, the 11th National Metropolis Conference, the Western Political Science 

Association, and the Japan Studies Association of Canada annual meeting. 

 

Reviews: Eighteen copies of the book were sent out initially. The recipients included: 

 Canadian Journal of Political Science 

 Canadian Foreign Policy 
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 Canada’s History 

 Times Literary Supplement (UK) 

 BC Studies 

 Pacific Historical Review 

 Queen’s Quarterly 

 Journal of Canadian Studies 

 

Course Adoptions: A course campaign was sent to 461 recipients in May of 2008, when the 

hardcover was released. This was noted at for the paperback marketing plan, but no 

imminent plans were made to send out another campaign at this point. The Press used 

their mailing lists in the areas of History and Political Science to send the campaign, and 

had record of one adoption at the time of the marketing plan meeting. 
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5. CONCLUSION AND RECOMMENDATIONS 

As a newcomer who has been able to observe, as well as participate in, the 

planning and execution of dozens of marketing plans at UBC Press, it is overwhelmingly 

clear that the amount of care and attention that UBC Press devotes to the marketing of 

their books is truly impressive. Despite the many other demands on staff time, the 

members of the marketing department are able to give each and every new UBC Press 

book their focused attention as they plan an appropriate course of action. Some books 

require more push than others, and some titles inspire debates among staffers with 

diverging expectations for the titles in question. 

 If one thing has been made abundantly clear it is the fact that UBC Press is 

treading into new, unexplored territory with regard to their experience of scholarly book 

marketing. Particularly, the Press is embracing new media enthusiastically and finding 

exciting new avenues for promotion. Gone are the days of telephone campaigns and 

advertising budgets limited to print ads in scholarly journals. As the scholarly community 

moves toward a full embrace of the digital age, so are the presses that publish their work. 

Obviously, maintaining the connection to any and every journal or magazine that will 

review a UBC Press book is still extremely important; people will continue to read print 

publications and thus they will continue to exist. Furthermore, nothing can quite replace 

what is gained by a Press that makes a concerted effort to attend those conferences and 

annual meetings at which their books will be appreciated and where they will realize 

some sales. The fact that UBC Press has a presence at every major conference in the area 

of social sciences helps to solidify for authors and customers alike that the Press is fully 
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engaged in their community. New initiatives are being worked in alongside these tried 

and true traditional methods. 

 The real growth, though, will come as the Press experiments with the power of 

online marketing, discovering ways through which to incorporate web initiatives into 

future marketing plans. It is uncertain the extent to which UBC Press will follow in the 

footsteps of Harvard University Press, Yale University Press, and the MIT Press, all of 

whom have incorporated blogs, podcasts and social networking into their publicity plans. 

The need for the dialogue created by these elements is certainly recognized; scholarship, 

after all, is centered on dialogue and community. UBC Press has valuable resources in the 

form of their vast stores of mailing list contacts; if the Press can find a way to focus some 

energy on some large and consistent direct mail campaigns, they will certainly gain back 

far more than the initial output. The Press is currently working on finding efficient ways 

to make use of direct mail on a more consistent basis. 

 The Press has determined that more online marketing campaigns will be following 

the Asian Heritage Month campaign of May 2009. Now that the department has an 

adequate estimation of staff resources required⎯and knowledge of how well the 

academic community will rally around such an initiative⎯ online campaigns can become 

a regular marketing activity. Furthermore, the use of an internal wiki is another way that 

the marketing department is gradually moving itself more online and experimenting with 

this type of collaboration as a department. Recent experimentation with social 

networking sites Facebook and Twitter are further enhancing the UBC Press online 

presence. 

As previously alluded to, though, it cannot be ‘out with the old’ completely. 

Changes in the way that publishers connect with consumers can only happen as fast as 
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the market will bear them, but UBC Press shows no trepidation in trying new things. This 

can only benefit the books that are destined to move through the UBC Press marketing 

department for years to come. 
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APPENDICES 

Appendix A: Transmittal Form 

 

 
Manuscript	  Transmittal	  

 
MS to Production date:  Transmittal date:  

Working title:  

Final title:  

Editor(s)/Author(s): 
 

 

Acquisitions editor:  Production editor:  

Category:  

Priority:  Details:  
Complexity:  Details:  
Desired pub. Date:  MUST-have date: Needed for 

Congress? 
Series:  
ISBNs: HC: 978-0-7748-         SC: 978-0-7748-         
 epdf: 978-0-7748-         epub: 978-0-7748-         
 
 
 CHECKLIST 

 Y/N DETAILS 
Funding in order?   
Contract in?  Date in:  
Standard Contract?  If not, list details: 
Manuscript complete?   
Artwork complete and 
approved? 

  

Permissions status Comments:  
Author to prepare index?   
Author to pay for index?   
Copub potential?  If yes, last possible date to secure: 
AIF in?   
Book info form in?   
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Any part prev. published?   
 

 FINANCIAL INFORMATION 

Grants and other funding sources    
Eligible for K.D. Srivastava Fund?  
Authors Canadian citizens or landed 

immigrants? (note status of each) 
 

Grants received?  
Special acks or logos needed for grants?   
Royalties   
Author chargeback items  

 

COMPONENTS 

Word count  
Estimated final book 
length 

 

 
PERMS  NO

. 
FORMAT REPRODUCIBILITY / 

DESCRIPTION Print Digital  
CAPTIONS 

Photographs       
Maps       
Graphs        
Other line art       
Other art       
Tables       

 
COPY EDITING 

Revised thesis or papers from a conference?    
Level of edit required 
Special editing issues 
Other 
 
DESIGN (text and cover) 

Trim size  
Paper type  
Desired look of book  
Text design   
Placement of illustrations   
Cover or dustjacket?  
Photos or illustrations available 

for cover? 
 

Budget available for image on 
cover? 

 

Author suggestions? Have s/he 
been specifically asked? 
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Author’s approval essential?  
Emphasis on parts of title or 

author’s name  
 

Other suggestions?  
Special text or logos needed?  

 
SCHEDULE 

Season:  
Ideal delivery date   
Important events or dates  
Publish in current fiscal 

year?  
 

 
 

TENTATIVE SCHEDULE 
Manuscript from acquisitions editor  
Due back from copy editor  
First proof  
Finished books in warehouse  

 
MARKETING INFORMATION 

Category   
Rights  
Prices HC: PB:  epdf: epub: Final 

(Y/N)? 
Print runs  Final 

(Y/N)? 
Does this book have crossover appeal in the US?   
Add’l copies needed that would 

affect print run? 
 

Treatment (“standard” now 
understood as e-book + HC first, 
followed by SC a season later) 

 

Paperback release date  
Are there conferences or events 

that need to be considered 
re release date? 

 

Main subject areas (according 
to acquisitions editor) 

 

UBC Press codes  
BISAC codes   
Should appear in the following 
subject catalogues: 

 

Prominent title in this subject 
area for this season? 

 

Course potential (high, 
medium, low) 
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Has funding been committed to 
specific marketing 
activities? Ads, tours, etc.? 

 

Strategy for catalogue copy and 
covers (endorsements, list of 
contributors, etc.) 

 

Endorsements available?   
Seek additional endorsements?  
Will author or editor promote 

book or be media savvy? 
 

 

Other marketing notes:  

Complementary books for Web, catalogue, etc. 
 
Top selling points: 
 
 
 
BOOK CONTENT INFORMATION 

Description:  
 
One liner: 
 
Endorsements (if available): 
 
Author bio:  
 
 
Contents: 
 

Author contact info  
 
  
Readers (indicate whether each has given permission to quote from report): 
 
 
 
Comp. copies 
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Appendix B: Marketing Plan Template 

MARKETING PLAN  
 
Date   
Title:    
SubTitle:   
Author  Editor(s):  
Cloth/Paper 
Price:  
Pub Date:  
Print Run:  
Subject Area(s):    
Category: (monograph, textbook, trade, reference, edited collection)   
Priority: 
Rights:   World (English language)  
Series affiliation 
Sales of cloth to date:  
 
Description:  
About the author:  
 
Audience:    
International Market:  
Selling Points:  
 
Advertising:  
Catalogues/Brochures other ephemera (book marks): 
 
Publicity/Media:   
Press release to:  
 
Awards:  
Conference/Exhibit Information:  
Review Copies:  Journal  Date Sent 
 
Course Sale market: 
Adoption Campaign 

Number of Recipients: 
Number of Responses: 
Number of Adoptions: 
Adoptions by Institution: 
Lists used to build campaign: 
Date Sent:  

 
Complementary books for web, catalogue, ads. etc.:  
Website (and links):   
Author Suggestions: (AIF in yes/no) 
Other special attention:  
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