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ABSTRACT

The Internet is changing the way we go about our personal and prafes­

sionallives-not only is web use increasing, the type of online tools that

are becoming commonplace and the way they are being used are evolving.

This paper examines the online marketing and publicity efforts of Arse­

nal Pulp Press and Chronicle Books, providing an overview of a number

of online tools and considering the role of online marketing and pub­

licity for book publishers in the 'age of web 2.0. The online marketing

tools that will be considered in this paper include blogs, social network­

ing sites, email newsletters, and widgets. In addition, the paper will

present principles to help guide effective online marketing campaigns, as

well as other practical advice for book publishers to enhance their online

presence. This paper will be useful for publishers and other organizations

as they develop or refine their online marketing strategies.

Keywords: books publishers, publishing, Internet, online marketing,
online publicity, web-marketing, web 2.0, social networking, blogs

Subject Terms: Publishers and publishing - forecasting; Publishers
and publishing - United States; Publishers and publishing - Canada;
Internet marketing; Internet in publicity; Web 2.0; Web site develop­
ment; Web sites - Design; Blogs; Social networking - Internet resources;
Internet - Social aspects
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INTRODUCTION

Publishers may hope to accomplish many tasks through the publication of their

titles-to provide avoice to those who are not heard, to create materials otherwise

unavailable to a niche market, to enhance cultural works or artistic endeavors­

but bookselling is likely near the top of every publisher's list. Anumber of fac­

tors influence purchasing behavior and drive customer loyalty, including a prod.

uct's appeal, pricing, placement, and promotional activities, such as publicity,

advertising, and word-of·mouth marketing tactics. Product, price, placement,

and promotion are collectively known as the marketing mix and are the fun­

damental components of developing an effective marketing strategy. Publish·

ers may strategically utilize this mix to position themselves in the marketplace,

influence how they are perceived in comparison to other publishers in the same

genre, increase their visibility within a heavily concentrated market, and gener·

ally expose consumers to their titles. J

As people spend an increasing amount of time online, it is essential that a pub.

lisher's marketing strategy consider how the Internet may be utilized to build

exposure and draw people to purchase their titles. The Internet allows busi­

nesses to reach more consumers in a shorter amount of time and generally for

less money than traditional marketing alternatives. Low-cost promotional strate·

gies available online, such as email newsletters, social networking sites, blogs,

and online advertising, offer an increasing amount of opportunities for pub­

lishers. Publishers that do not seriously consider the suitability of new media

I Ralph Hancox, Topics in Publishing Management, 25.
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technologies for the promotion of their books are at a competitive disadvantage

to those publishers that use the Internet to add value to their marketing efforts.

This paper will discuss how online marketing, specifically the use of Internet­

based promotional techniques and strategies, can help publishers reach new

and existing audiences effectively. In the following chapter, I discuss the

importance of online marketing and take a closer look at the online marketing

tools available to publishers; I also provide a summary of guiding principles

recommended for book publishers interested in building an online marketing

campaign or enhancing their online presence. I close the chapter with an intro­

duction to legal concerns related to online publishing. In addition to a broader

examination of available online marketing tools and recommendations for suc­

cessful campaigns, this paper focuses on the online marketing choices ofArsenal

Pulp Press and Chronicle Books. These book publishers have demonstrated a

strong commitment to developing their online presence; they provide ideas for

initial online marketing strategies and a sense ofhow online marketing may vary

with company size.

In relation to my studies in the Master of Publishing program at Simon Fra­

ser University, I interned at Arsenal Pulp Press and Chronicle Books between

the summer of 2006 and December 2007. These internships, each lasting three

to four months, provided exposure to various online marketing strategies and

practices that may be useful for book publishers. At Arsenal Pulp Press, a small

publishing house located in Vancouver, British Columbia, I created templates for

various marketing materials and designed online and print advertisements for

the marketing department. While working in the web department at Chronicle

Books, a San Francisco-based publishing house with approximately 160 employ­

ees, Iwas exposed to a wide variety ofonline marketing tools, such as Chronicle

Books' video library and peer review forum. As an intern, I helped research

blogs and websites for future online networking and advertising opportunities,

and utilized this information to help build advertising campaigns and perform

blog outreach. My understanding of the online marketing practices of these pub­

lishing houses was supplemented by additional conversations with company

employees. For example, I learned more about the online marketing practices at

Arsenal Pulp Press, such as the company's website redesign and establishment of

social networking profiles, through extensive conversations with the marketing

director, Janice Beley.

Arsenal Pulp Press and Chronicle Books have focused their attention differently,

influenced by their size, number of titles published, and available resources. For

instance, following a focused online marketing development plan, Arsenal Pulp
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Press relaunched its website in 2007 and subsequendy began participating in

the social networking sites MySpace (http://www.myspace.com) and Facebook

(http://www.facebook.com). The publishing house is interested in developing a

number of other online marketing tools in an attempt to reach potential and al­

ready established audiences, evidenced in the development ofa company blog in

2008, but its online practices remain somewhat limited due to a lack ofresources

available for such efforts. Arsenal Pulp Press has only one person dedicated to

the publishing house's marketing efforts, both online and traditional.

On the other hand, Chronicle Books has several employees dedicated to on·

line marketing efforts and has created a fairly established and advanced online

marketing program. The publisher's online marketing practices include a video

library, podcasts, blog, and peer review forum that are all hosted on the com­

pany website, in addition to other marketing and publicity efforts that have been

pursued elsewhere on the web. Chronicle Books focuses on a wide number

of online platforms in an effort to increase exposure for the publisher and its

books. In the long run, the publishing house hopes to use the web to increase

sales, but is committed to developing a stronger online presence even if the

company's efforts do not produce immediate results.

In chapters two and three, I will discuss Arsenal Pulp Press and Chronicle Books

in greater detail and explore how each publisher's unique characteristics and

perspectives toward online marketing influence their decisions. Each chap­

ter will focus on the use of a particular online tool or related practice-social

networking sites at Arsenal Pulp Press and blog and website database de­

velopment at Chronicle Books. Throughout the paper, I will evaluate the

decisions of Arsenal Pulp Press and Chronicle Books by drawing on knowl­

edge gained from my publishing internships, related education, and online

marketing research; the paper concludes with a comparative analysis of the

publishing houses' online marketing choices.

INTRODUCTION 3



CHAPTER ONE
Online Mat'keting lbofs and Practices

Web 2.0 and Online Marketing

The Internet is changing how we socialize, find romantic partners, acquire infor­

mation, make purchases, run our businesses, and even network professionally.

The audiences that book publishers are trying to reach are increasingly tech-sav­

vy consumers existing in a plugged-in world. According to Internet World Stats,

as of March 2007 over two-thirds of the Canadian population utilized the Inter­

net, and as of December 2007 approximately 70% of the United States popula­

tion were Internet users.2 Nowadays the Internet may be used for a number of

business and personal purposes-to check email, surf the web, instant message,

write a blog, participate in a social networking site, or download a movie using

a peer-to-peer network. Today's online tools provide businesses with increased

opportunities to market to potential and existing customers in a personalized

manner, and to create viral word-of-mouth campaigns.

In the past several years, the Internet has become more interactive and commu­

nity focused; we are in what Tim O'Reilly coined as web 2.0, or the second gen­

eration of the Internet. (O'Reilly is the founder of O'Reilly Media and a widely

2 Internet World Stats, 'Canada Internet and Broadband Usage Telecom Reports statistics,' Internet
World Stats, http://www.internetwortdstats.comlam/ca.htm (accessed February, 3, 2008); and
Internet World stats, 'United States Internet Usage, Broadband and Telecommunications Reports:
Internet World Stats, hnp:/Iwww.lntemetworldstats.camlamlus.htm (accessed February 3, 2008).
See also Statistics Canada, 'The Daily, Tuesday, August IS, 2006,' http://www.statcan.calDaily/
Englishl060815/d060815b.htm, The Daily, August IS, 2006 (accessed March 21, 2008);
and Infoshap, 'Online in Canada,' http://www.businesswire.comlportaVsitelgooglelindex.
jsp?ndmViewld=news_view&newsld=2oo70828oo6138&newsLang=en, Business Wire, August
28, 2007 (accessed March 21, 2008).
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esteemed commentator on Internet trends.)l While the Internet still serves as an

excellent information source, and is widely used in this capacity, more organiza­

tions are broadening their use of the Internet in innovative, community-building

ways. Web 2.0 is characterized by the utilization of the web as a platform, with

an emphasis on harnessing collective intelligence, providing services in place of

packaged software, developing architectures of participation, and creating rich

user experiences. Users contribute to blogs, wOOs, and social platforms in a vari­

ety of ways, including posting their own content, participating in conversations,

and tagging.4 Web 2.0 platforms encourage networking by drawing together

different users and nurturing collective participation, resulting in a shifting flow

of information and multiple connections between participants.5,6

Consider the favorable results of the Not Your Mother's Book Club ("NYMBC"),

which was created in 2005 by Books, Inc. (a San Francisco Bay Area bookstore

chain) and grew in popularity due to a number of online tools. Initially, it was

assumed that the book club would not develop a significant following, given the

typically small amount of enthusiasm generated by most events geared toward

young adult (YA) readers. NYMBC's success was marked by creative activities

that drew interest from the audience, such as the goth prom and masquerade

ball held in conjunction with author readings, and an accompanying blog, where

event attendees (most of them teenage girls) could continue discussions online

and help spread the word to their friends. In a little over ayear, there were more

than 1,000 daily visitors to the blog, and over 300 people had posted about the

book club on MySpace. Now, in 2008, book club members have a number of

online options to find out the latest scoop; they may visit the website, read an

online interviewposted to the blog, socialize with the approximately 1,600 other

members that may be found on MySpace, or obtain information on readings and

events from the NYMBC e·newsletter.7

3 TIm O'Reilly, 'What is Web 2.0: Design Pattems and Business Models for the Next Generation
of Software,' O'Reilly, hftp:/Iwww.oreilly.cOmlPUblalOreillyltimlneWS/2005/09/30Iwhat-is-web­
20.html?page=1(aCCeSSedMarch3.2008);andO.ReillYRadar••TeamIO.ReillYRador•• O.ReillY
Radar, http://radar.oreilly.com/about/radaUeam.html(accessed May 27, 2008).

4 Collaborative tagging or social indexing (also called folksonomies) Is the practice of users
collectively creating tags to Identify content. Tags are leff on a variety of websites, such as blogs,
wikis, and social platforms. For more intonnatlon, visit hftp:/Ien.wikipedia.org/wikllFolksonomy.

5 TIm O'Reilly, 'What is Web 2.0: Design Pattems and Business Models for the Next Generation
of Software,' O'Reilly, hftp:llwww.oreilly.com/publaloreillyltimlnewsI2005/09/30Iwhat-is-web­
20.html?page=1 (accessed March 3, 2008).

6 One-to-one networks or transactional networks connect individual users with other Individual
users, like email or instant messaging. While these networks have been invaluable in commu­
nlconan between individuals, many-to-many networks (group-tonning networks or GFNs) go a
step further by allowing members to fonn and maintain communicoling groups. Social networking
sites or online auctions like eBay are examples of GFN platfonns. See David P. Reed, 'Law of the
Pack: Harvard Business Review (February 2001): 23-24.

71n 2008, the NYMBC MySpace profile lists approximately 1,600 friends. See Bridget Kinsella,
'Book Club Brings Teens into stores,' Publishers Weekly (October 9, 2006); Not Your Mothe(s
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Online Marketing Tools

In the following pages, I give an overview of the tools utilized by NYMBC's on·

line marketing campaign and additional online marketing tools that may be of

use to book publishers, including websites, email newsletters, social networking

sites, blogs, online advertising, podcasts, and widgets, as well as supplementary

tools to enhance websites and online platforms and tools of the future. Publish­

ers, in an effort to sell books and build brand recognition, may utilize these tools

to tap into online communities and reach potential consumers. In comparison

to traditional forms ofmarketing, online marketing presents a number of advan­

tages due to the broad reach of online media, the low cost of most online tools,

the diversity of tools available, the tendency for information to spread virally

online, and the ability to modify campaigns easily to meet market needs.

Websites: One of the most important online tools for a publisher is the devel­

opment of an engaging and informative website. A website is a collection of

web pages that are accessible on the Internet, and may include images, au­

dio, or video. There are many different types of websites, such as search en·

gines, employment sites, directories, gaming sites, social networking sites, and

blogs. Publishers' websites are valuable communication channels that may be

used to promote authors and books by providing infonnation and entertain·

ment to an online audience. Publishers may use their websites to describe their

publishing mission, provide press kits for media, and list contact details. Inter­

ested consumers are likely to visit a publisher's website to find book details,

read about an author, or check out a title's cover. Increasingly, publishers are

building websites with greater interactivity and e·commerce capability (e.g.,

shopping cart functions that allow users to purchase books through the site).

Some publishers' websites integrate community-building features, like blogs

that allow users to post comments or book profiles that allow users to post

reviews. Significantly, websites may also be used to measure the success

of other marketing efforts. By evaluating web traffic statistics, publishers

may track which outside sites are driving traffic to their website-whether an

advertisement, author blog, or social networking site-and refine marketing

efforts as necessary.8

Email Newsletters: Email newsletters are announcements sent via email to

a list of subscribers. According to Holly Berkley, the author of Marketing in

Book Club, 'Pictures,' Not Your Mother's Book Club, htlp:/Iwww.notyourmofhersbookclub.
comlPictures.html (accessed June 20, 2008); and Not Your Mother's Book Club, 'MySpace.com
- Not Your Mother's Book Club,' MySpoce, hnp:/Iwww.myspace.com/notyourmothers (accessed
June 20, 2008).

8 Holly Berkley, Marketing in the New Media, 7, 157, 159.
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the New Media (2007), email remains "the number one activity of Internet

users," making the appeal ofemail marketing clear.9 Apublisher may use an email

newsletter to periodically update readers about new titles, announce awards,

promote a new author blog, or advertise an author tour. Interested parties are

typically able to subscribe to e·newsletters via a publisher's website; however,

publishers may also provide an opportunity for users to subscribe via a publisher

or author blog, or through more traditional means of collecting addresses (like

passing around a clipboard at an event). Creating compelling newsletter titles

and headers, as well as interesting and useful newsletter content, is important,

as it will influence whether readers continue to open and read e·newsletters,

drop subscriptions, or simply ignore the communications. As with other forms

of marketing, the timing of email campaigns will influence effectiveness. For

example, an email campaign to announce an author tour or summer sale should

occur before the event, but also close enough to the event that people will not

forget. In some instances, multiple announcements may be appropriate, though

sending an email newsletter too often may annoy readers. 10

Social Networking: Asocial network is a group of interconnected individuals

or organizations that are tied together by values, ideas, friends, or interests. So­

cial networking online can involve a host of services, such as instant messaging,

gaming, virtual worlds, or sites like MySpace or Facebook that allow a publisher

or author to reach potential or established readers. Social networking sites are

particularly useful because of the wide audience that they reach-MySpace and

Facebook reach millions of users on a monthly basis-and the opportunity they

provide to connect with new people that have similar interests. ll Although the

use of these sites may not be appropriate for all publishers, as social networking

sites have traditionally reached ayounger and more technologically comfortable

demographic, statistics regarding use are changing and a growing number of

older individuals are participating.

Social networking sites allow users to establish an identity and create a pro­

file, from which they can communicate with others and make new "friends."

Although all social networking sites are somewhat different, friends are typically

made when one user establishes a connection with another through his or her

9 Ibid., 129.

10 Holly Berkley, Marlreting in the New Media, 130--136; Viveck Shanna, 'Writing an Effective
Email Newsletter,' hltp:llezinearlicles.comnWriting-an-Effeclive-Email-Newsletler&id=609708,
Ezine Articles (accessed March 30, 2008); and eRa!, 'Online Marketing Company, eRa!,
Releases Q1 '06 Email Statistics,' eRa!, hltp://WWW.erol.comlnews/online-marketing-company­
eroi-q106-email-statistics.hlm!, May 17, 2006 (accessed March 30,2008).

11 Compete, 'Snapshot of myspace.com (rank #6), facebook.com (rank #16),' Compete, http://
siteanalylics.compete.comlmyspace.com+facebook.coml (accessed December 2007).
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profile page and requesting to be added as a friend. If accepted, the new friend

wW be listed on a user's profile page along with other friends. Publishers or au­

thors can communicate with their friends, using private messages or comments

posted to friends' profile pages, to provide information about the publishing

house (e.g., announce upcoming events or new titles) or to interact socially

and build relationships with online communities. Publishers may enhance these

communications using multimedia formats, including audio, video, and graph­

ics. For example, the New York City bookstore operated by the publisher Taschen

maintains a MySpace page with numerous photos of the store and Taschen titles,

and the MySpace page maintained by Canada's Penguin Group includes a video

promoting its title Ysabel. 12

As social networking sites become more common, entire sites are being geared

toward people with similar interests. Though these sites are not as large as

MySpace and Facebook, they can still be of substantial size, and they reach a

more targeted audience. Examples include social shopping sites like ThisNext

(http://www.thisnext.com), StyleHive (http://www.stylehive.com), and Kaboodle

(http://www.kaboodle.com). where members feature their favorite products;

sites like Catster (http://www.catster.com) and Dogster (http://www.dogster.

com), where pet owners can create personal pages for their pets; and musically

inclined sites such as LastFM (http://www.last.fm). These sites can be appropri­

ate for reaching an audience for a specific title, or for a publisher that creates

books of a particular genre. For example, a book about pet-friendly travel spots

might find an audience on Dogster, and a publisher might generate interest in

a musician's biography by focusing on particular members of LastFM, whether

through social outreach or targeted advertising. And of course, the slightly less

traditional Flickr (http://www.flickr.com) and YouThbe (http://www.youtube.

com) are widely popular and provide publishers alternative methods for show­

casing their books or brand. Flickr can be used to showcase photos from a pho­

tography book or publisher events, and publishers may use YouTube to post

video trailers of their titles or other videos that build brand recognition.

Blogs: Ablog, short for "web log," is a type ofwebsite made up of a collection of

postings, typically presented in reverse chronological order. Blogs allow anyone

with access to a computer and the web the ability to distribute information and

multimedia content worldwide (there are many free blog hosting services-such

12 Will Morgan, 'Beyond MySpace: Social Networking as Online Marketing,' WestCoasfPerformer
(March 2007): 52-53; Holly Berkley, Marketing in the New Media, 25; Taschen Store New York,
'MySpace.com - Taschen Store NY - 28 - Female - NEW YORK, New York: MySpace, http://wNw.
myspace.comltaschenstoreny (accessed November 1, 2008); and PengUin Group (Canada),
'MySpace.com - PengUin Group (Canada) - 34 - Male - CA: MySpace, http://wNw.myspace.
comlpenguingroupcanada (accessed November 1, 2008).
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as Blogger, http://blogger.com, and WordPress, http://wordpress.com). Authors

of blogs ("bloggers") often provide commentary on a particular subject; some

bloggers write online journals. Most blogs provide space for discussion forums,

where readers can leave comments about blog postings and communicate with

other visitors.

Blog creators and their audiences often see the medium as a source ofunbiased

consumer-generated content or "real" information, as opposed to mainstream

media sources, which are sometimes viewed as censoring material. However,

blogs are increasingly being used by businesses as well. Businesses may use

blogs as marketing tools to provide product updates, respond to negative

media, or generally communicate with clients quickly and efficiently. Pub­

lishers or authors that create blogs have the chance to receive feedback

through users comments and participate in informal dialogue with consum·

ers. 13 By actively engaging in the blogging community, publishers and au­

thors may experience increased interest in their blogs as other bloggers

link to or mention postings. Regardless of whether a publisher or author

decides to maintain a blog, they may post comments or send messages

to other blogs in an effort to promote titles. Publishers and authors may seek

interviews, book reviews, and/or guest blogging opportunities on other blogs.

Online Advertising: Advertising is used to reach and influence the behavior of a

targeted audience. Typically, advertisements are intended to increase consump­

tion of products or services, as well as enhance brand awareness and loyalty. In

their attempts to reach consumers, companies pay to advertise in a variety of

media outlets, which have traditionally included television, radio, magazines,

and newspapers. Online advertising may be used to complement traditional ad­

vertising campaigns or, depending on the target market, to replace traditional

advertising altogether. Graphical or video ads may be appropriate on various

types ofwebsites, including blogs and social networking sites.

Although there are recommendations for making standard graphical advertise­

ments more effective, such as utilizing large ad formats, keeping content fresh by

regularly tweaking ads, and giving some thought to timing, placement, and style,

the most effective advertising results are presently coming from multimedia for­

mats. There is a noticeable increase in appetite for video platforms, evidenced

by the rise ofwebsites like YouThbe and the integration ofvideo into a variety of

social networking sites. As user interest in traditional banner ads declines, videos

13 Susan Sweeney, ,Andy Maclellan, and Ed Dorey, 36 Marketing on the Internet: Third Generution
Marketing Strutegies for Online Success, 57-59.
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provide a more interactive alternative. Rob Gay, the managing director of the

video advertising house e-Type Europe, states that the firm is regularly receiving

video screen clicks at rates of 1-2%, which is comparable to the levels of clicks

obtained for banner ads when they were most popular in the late 1990s and early

2000s. The research firm eMarketer estimates that spending on video advertise­

ments will reach $2.9 billion in 2010, which would be aseven-fold increase from

last year's tally. However, many publishers will not be able to afford the cost of

video advertisements, which generally range from $15 to $100 per 1,000 views

with minimum buy-ins from $15,000 to $50,000 on large websites. 14

Another advertising alternative is the use of text ads purchased through search

engines, such as AdWords, which is available through the Google search engine.

In this method of advertising, a user searching for particular keywords will see

text advertisements that relate to the searched-for terms placed above or beside

search results. If the user clicks on the textual advertisement, s;he will be led to

the advertiser's website. For those publishers that do not show up near the top of

search engine rankings when users search for keywords that strongly identify the

company, this may be an effective instrument to lead users to their websites. 15

Podcasts: Podcasts are recordings that are available online or to download to

a personal computer or mobile device, such as an mp3 player. Typically the reo

cordings are audio files, although some podcasts include video. Users can sub­

scribe to podcasts for free, an important feature in developing user loyalty and

a long-term following. Although podcasts have not grown in popularity to the

same degree as social networking sites or other Internet usage (less than 1%of

Americans tune in to podcasts), they provide an opportunity to reach a targeted

and engaged audience and are particularly well suited to book publishers.16

Book publishers may easily distribute content like author interviews or

book readings by giving users the opportunity to subscribe to podcasts or

download individual audio files from the publishers' websites, social networking

14 Blogads, 'Frequently Asked Questions from Adverfisers: Blogads, hl1p:/lweb.blogads.comlDoc­
umentsladvertiseUaq/ (accessed January 21, 2008); AdSense, 'How to Increase Your Ads Click
Through Rate (CTR),' Adsense, http://www.adsensehowtos.com/leam/increase-your-ads-ctr.html
(accessed January 21, 2008); Rick E. Burner and Marissa Gluck, 'Best Practices for Optimizing
Web Advertising Effectiveness: Doubleclick, hl1p:/Iwww.doubleclick.com. May 2006 (accessed
March 2008); Sean Hargrave, 'Will click-through became an endangered species?' Guardian
Unlimited, http://www.guardian.co.uklmedia/2007/sep/24/adverfising.digitalmedia8, September
24, 2007 (accessed January 21, 2008); Holly Berkley, Marketing in the New Media, 58-59;
Greg Baumann, 'Master Price Survey: What Do Web-Video Ads Cos1?, ' The Ad Age, hl1p://
adage.comlwebvideoreporf/arficle.php?arficlejd=128516, December 13, 2007 (accessed
November 1, 2008); and Chris Albrecht, 'Web Videa Ads Surveyed,' NewTeeVee, http://
newteevee.cam/2007/12/18Iweb-video-ad-rates-surveyed, December 18, 2007 (accessed
Navember 1, 2008).

15 Holly Berkley, Marketing in the New Media, 123.

16 Ibid., 31.
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profiles, or Apple's iTunes, which makes available thousands of podcasts for

free. 17 See the website of Canadian-based Raincoast Books for an example of

a publisher's podcast series (http://www.raincoast.com/podcast); the series fea­

tures interviews, readings, news, and author commentaries.

Widgets: Widgets are self·contained pieces of code that can be embedded

in websites, blogs, and social networking profiles, and may include multi·

media content. Internet users may use widgets to personalize web pages-for

example, a basketball fan might add a widget with real-time updates of NCAA

tournament scores to his or her social networking profile. There are many ex­

amples of widgets including, but certainly not limited to, calendars, news feeds,

and games. Publishers can create widgets with content relating to their books or

authors in hopes that the widgets will be utilized on various web platforms and

spread virally. Available to publishers are a number of free and easy-to-use tools

for widget creation, such as Yahoo! Widgets (http://widgets.yahoo.com/tools) or

Sprout Builder (http://sproutbuilder.com). Sprout Builder enables one to eas­

ily develop, without the use of code, multi-page widgets that utilize Flash and

contain video, photos, and other components. The use of widgets is growing

rapidly, and with new technology that enables easier development of widgets,

they will likely become increasingly commonplace among publishers. IS

Supplementary Tools: In addition to the online marketing tools outlined in this

section, there are a number of supplementary devices that may be used to make

the online experience more useful and engaging. Really Simple Syndication

(RSS) allows for easy syndication of all types of online content; Internet users

can subscribe to selected RSS feeds through their favorite or most utilized sites

and stay updated about blog postings, podcasts, and other website changes. 19

Book publishers may provide RSS feeds to their website visitors for various types

of site content, such as new release information, bestseller lists, blog postings,

and online press releases. In addition, the use ofvideo is increasing on a number

of web platforms, including websites, podcasts, online advertising campaigns,

and social networking sites. Many businesses are sharing videos with Internet

users via YouThbe, a social networking site where users can post videos and view

videos posted by other members. Apublisher may create a commercial or book

trailer (similar in concept to a movie trailer) to entertain and increase interest

17 see Apple's website, hltp:/Jwww.apple.comlitunes. for more infonnalion.

18 Brian Braiker,"Tech: Welcome, Year of the Widget,' MSNBC.comlNewsweek, December 22,
2006 (accessed March 30, 2008); and SprOUl Bela, 'Whal Are Sprouls? I Sprout Builder,'
SproUl Beta. hllp:llsproulbuilder.comlwhataresprouls (accessed April 2, 2008).

19 Holly Berkley, Marketing in the New Media, 5, 93.
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in a title; a video may also be appropriate for an author interview or a how-to

guide for instructive titles like cookbooks or sewing books. Finally, publishers

may utilize mashups, which merge data from more than one source into an inte­

grated web tool, to make websites more interesting (i.e., by mixing content from

an author's website into the publisher's website) or useful for internal business

purposes (i.e., integrating approval processes into production schedules).20

Tools of the Future: The Internet is changing at a rapid pace, and it is likely

that new tools will enter the marketing sphere in the near future. For example,

likely to gain momentum as a supplement to other traditional and new me­

dia marketing efforts is the use of text messages to promote services (already

an active practice in Japan and Europe).21 It is also probable that the avail­

ability of social networking platforms on cellular phones will change Internet

usage patterns. E-books are likely to present both challenges and opportunities

to publishers and change how publishers sell and market titles in the future.

While some publishers are concerned that e-books will decrease the sales of

print books as readers evolve to purchase books electronically, some argue that

e-books may be used as promotional tools to increase print sales. There are

recent examples of e-books heightening interest in an author and increasing

sales of a publisher'S frontlist and backlist. Suze Orman, author of Women &

Money, recently announced on Oprah that she saw print-edition sales of Women

& Money increase after her publisher offered the title as a free e-book for a limit­

ed amount of time (more than 1 million people downloaded the e-book in early

2008).22 E-books may quickly evolve into regularly utilized marketing tools for

book publishers. To remain ahead of the curve, publishers need to stay abreast

of the latest trends and be ready to adapt as new tools are developed.

20 An example of a mashup combining lwo data sources is the use of cartographic data from
Google Maps (hftp:/Imaps.google.com/maps) to provide location information for rental postings
on the online classifieds of Craigslist (hltp://www.craigsllst.org). There are many tools available
for the creation of mashups, including Microsoft Popfly (hftp://www.popfly.com). Yahoo! Pipes
(hltp:/Ipipes.yahoo.com/pipesl), Google MoShUp Editor (hltp:/Icode.google.com/gmeltourltourl.
hlml), and Serena (http://www.serena.com). which helps users build mashups to improve busi­
ness practices. For more information, see Raymond Yee's Pro Web 2.0 Mashups: Remixing Data
and Web Services (2008) and his blog, Mashup Guide (http://blog.mashupguide.net), or Tom
Soft's article 'Mashup vs. Wiqgel?' hftp:/lblog.landspurg.net/mashup-vs-widget (accessed
April 3, 2008).

21 Holly Berkley, Marketing in the New Media, 37.

22 Victoria Strauss, 'Con Free Ebooks Boost Print Sales?' Victoria Strauss, http://accrispin.
blogspot.coml2oo8/06Ivictoria-strauss-can-free-ebooks-boost.him!, June 27, 2008 (ac­
cessed July 5, 2008); and Melissa Lofsky, 'Free Books on the Intemet: HarperCollins, Oprah,
and Yale Join the Fray,' The New Yark TimeslFreokonomics, hftp:/ltreakonomics.blogs.nytimes.
com/2008/021l9Itree-books-on-the-internet-harpercollins-oprah-and-yale-join-the-fray/,
February 19, 2008 (accessed July 5, 2008).
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Developing Effective Online Marketing Practices

While there are no hard and fast rules about what constitutes an effective

online marketing campaign, there are some basic guidelines for publishers to

follow. Publishers need to consider old and new marketing principles when

developing campaigns utilizing online media. For example, the timing of a cam­

paign remains important for all marketing, whether traditional or online, and

some campaigns will require substantial planning. Marketing a book to com­

memorate the 1906 San Francisco earthquake a few years after the lOa-year anni­

versary of the natural disaster would make little sense. Likewise, awinter holiday

book should be promoted to readers in the fall, rather than the spring. And in

this day and age, when consumers exist in a plugged-in world and are inundated

with information, it is increasingly important to provide meaningful content and

emphasize personality in order to stand out among competitors. 23 This section

will examine some of the key elements of creating successful online marketing

strategies, such as understanding the needs of the target audience, developing

strategy, implementing cross-promotional efforts, measuring success, branding,

and considering legal liabilities.

Understanding the Needs of the Target Audience: An effective marketing cam·

paign, whether online or oB; is driven by a solid understanding of the target

audience. Apublisher that develops an online marketing campaign out of a feel·

ing of necessity, but without thought to what the audience is looking for in

a product, will likely prove unsuccessful. 24 A publisher should consider audi­

ence demographics, such as age, gender, income, education, and computer lit­

eracy and access, as well as how the timing and messaging of campaigns can be

modified to meet audience needs and desires. 25 For example, a publisher that

identifies its target audience as largely older might steer away from the use of

jeering music and focus on easy-to-understand navigation tools in the building

ofa website. 26

While publishers should consider multiple marketing avenues to increase the

effectiveness of results, as will be discussed later in this section, utilizing a wide

23 Holly Berkley, Marketing in the New Media, 20; and Penny C. Sansevieri, 'Five Things You
Must Know about Web Marketing,' Red Hot Internet PUblicity, hllp:/Iwww.redhotfnternelpublicity.
camlblognp=52, December 13, 2007 (accessed February 2008).

24 Susan SWeeney, Andy Maclellan, and Ed Dorey, 3G Marketing on the Internet:Third Genemtion
Marketing Stmtegies for Online Success, 57.

25 Hally Berkley, Marketing in the New Media, 11,61,69-70, 156.

26 According to Holly Berkley, authar of Marketing in the New Media, people use the Internet
primarily for entertainment, infOrmation and community. Ideally, a publishers online marketing
tools will Include content that will appeal to users in at least one of these ways. see Hally Berkley,
Marketing in the New Media, 11, 61, 69-70.
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array of online tools may not be beneficial to all publishers. The authors of3G

Marketing on the Internet: Third Generation Marketing Strategies for Online

Success stress that although "many businesses think that each and every online

communication channel that is available is appropriate for their business" and

that "they need to cover all avenues in order to succeed online," this is sim­

ply not the case.me Publishers must assess the appropriateness of online tools

taking into account the characteristics of the target audience and availability of

publishing resources.

Developing Strategy: Companies need to take time to plan their online market­

ing campaigns, including what tools they will use and how these tools fit into

their overall web plan. Effective strategies focus on achieving specific goals-for

example, publishers may attempt to increase interest in their websites by partici­

pating in social networking sites or increase online sales through targeted blog

outreach. A publisher should determine the purpose of specific online market­

ing tools, ways in which these tools might benefit the business, and risks the

publisher should be prepared to deal with.29

Awell-planned online marketing strategy will demonstrate a long-term commit­

ment to the potential of the medium. People are inundated on a daily basis

with multiple messaging platforms, and consistent and targeted messages are

more likely to make people connect with a publishing brand. However, to be

most effective, publishers may make changes in online marketing practices when

they find that certain tools or approaches are more effective than others. For ex­

ample, statistics demonstrate that click-through rates of online graphical ads are

declining now that the novelty of these advertisements has worn off, and smaller

publishers with minimal marketing budgets may find that these tools are not

worth the money. Apublisher may also find that online graphical ads are more

effective when they run for shorter timeframes or when images alternate on a

regular basis, and choose to modify existing campaigns to achieve better results.

Cross-Promotional Efforts: Reaching an intended audience in more than one

way is more likely to be effective in attracting interest, and when feasible pub­

lishers should attempt to pursue their audience through multiple marketing

avenues. For example, a publisher may promote company or author blogs by

announcing or otherwise referencing them in the email newsletter. Press

21 Susan Sweeney, Andy Maclellan, and Ed Dorey, 3G Marketing on the Internet: Third Generation
Marketing Strategies for Online Success, 26.

26 Ibid., 28.

29 Nancy Flynn, Blog Rules:A Business Guide to Managing Policy, Public Relations, and Legal Issues,
24-25.
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releases may include a blog address. If the publisher's website is updated regu­

larly, it may include interesting blurbs from recent blog posts thereby enticing

readers to click through to a blog. If appropriate for the target audience, a pub­

lisher may create accounts on social networking sites through which to promote

blogs, or even post blogs directly to these platforms. Likewise, blogs may be used

to drive readers to the publisher's website, to sign up for the email newsletter, or

to check out the publisher's profile on a social networking site.30

Measuring Success: Publishers that engage in online marketing campaigns also

need to determine how they will measure the success of a program. The first

step in this process is to define the ultimate goals of a campaign and which on­

line elements will help achieve these goals. Publishers may create benchmarks

to evaluate the success of each online element using standard measurements,

while recognizing that these benchmarks may need to be modified with time

and new circumstances. For example, reports on a publisher's website traffic

measure the number of people visiting the site and how long they stay, in addi­

tion to determining which pages on the publisher'S website are generating the

most interest and which pages visitors decide to leave, what keywords people

are using to find the website, and which outside links are driving people to

the website, whether from advertisements, social networking sites, or blogs.

Analyzing traffic and other measurements gives publishers the advantage of be­

ing able to track specific marketing approaches and evaluate how they affect

overall goals. After evaluating traffic measurements, publishers may quickly and

easily modify campaigns in a way that is not possible with most traditional mar·

keting channels.3'

Branding: It is also important that publishers consider their branding message

when developing marketing communications. Whether online or traditional,

marketing efforts that represent the publishing brand should put forth a single

branding message. This requires that employees understand a company's core

values, business goals, and strategies before engaging in online marketing.32 In

some instances, publishers may chose to promote authors, titles, or series as

brands themselves, rather than "under the umbrella of a publishing brand."33

30 other cross-promotional possibilities involving blogs inclUde announcing author tours on brogs
and vice versa, or creating contests. Contests may be hosted on a company website or blog, us­
Ing both as tools to promote the other.

31 B. McCabe, 'Online Advertising: Costs vs. Effectiveness: hltp:/twww.forbes.comlfdc/
medlaresourcecenter/documents/gertner.pdf, Forbes, september 2001 (accessed March 27,
2007); and Holly Berkley, Marketing in the New Media, 143-144, 156.

32 Holly Berkeley, Marketing in the New Media, 7.

33 John Michael Maas, 'Whose Domain is it Anyway?' Publishers Weekly (August, 23, 2004).
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A well-known author or a popular book series may be better promoted with

fewer associations to the publishing brand if the author, characters, or book

themes have a strong, independent presence. For example, the website for the

Lemony Snicket children's series (http://www.lemonysnicket.com) has few refer­

ences to the publisher HarperCollins, which has the effect ofengrossing website

visitors in the dark world of Mr. Snicket.

Consideration ofLegal Liabilities: Before a publisher makes online marketing

decisions, legal liabilities should be considered. Content that infringes on

copyright, invades privacy, or is libelous can result in legal action, regardless of

whether it is distributed online or via a print publication. Publishers should con­

sider whether taking protective measures in light of legal liabilities is necessary

and, if so, how to implement protections without depleting resources. The next

section serves as an introduction to the legal risks ofonline publishing and clos­

es with a discussion of establishing online policies to minimize these risks.34

Legal Framework of Online Publishing

In addition to discussing the establishment of online policies, this section pro­

vides an overview of copyright law, including exceptions for the use of copy­

righted material, and libel law, including limited protections for intermediaries

and statutory defenses against defamatory lawsuits.

Copyright Law: Publishing companies in both the United States and Canada

could be liable for online copyright violations on their websites or blogs. The

U.S. Online Copyright Infringement Liability Limitation Act, Tide II of the Digital

Millennium Copyright Act of 1998, provides safe harbor to online service provid.

ers that prompdy take down content if someone alleges it infringes their copy­

right. However, limitations on liability are not widely applicable, and are only

relevant to service providers that provide transitory communications, system

caching, storage of information on systems or networks at the direction of users,

34 Citizen Media Law Project 'Immunity far Online Publishers Under the Cammunlcatians De­
cency Act,· Citizen Media Law Project http://WWW.clfmedialaw.argllegal-guidelimmunity-anline­
publishers-under-cammunicatians-decency-act (accessed August 25, 2008); Electranlc Frantier
Foundation, 'Bloggers' FAQ - Sectian 230 Protections,' Electronic Frontier Foundation, http://WWW.
eff.orglbloggersllglfaq-230.php (accessed June 26, 2007); Shannon P. DUffy, 'JUdge: Bloggers
Entitled to Immunity Under Communications Act,· The Legallntelligencer, http://WWW.law.comf]sp/
article.jsp?id=1149152717145, June 2, 2006 (accessed March 7, 2008); U.S. Copyright Of­
fice, 'U.S. Copyright Office Summary: The Digital Millennium Copyright Act of 1998,' The Library
of Congress, http://WWW.capyright.govllegislationldmca.pdf, December 1998 (accessed JUly 30,
2008); Dr. Michael Geist, '61 Reforms to C-61, Day 43: ILTs - safe Harbour Largely illUSOry,'
Michael Geist, hltp://WWW.michaelgeist.ca/content/View/33101386. August 20, 2008 (accessed
August 30,2008); and Dr. Michael Geist, '61 Reforms to C-61 , Day 41: ISP Notice and Natice
- Mandatory Data Retention,' Michael Geist, hltp://WWW.michaelgeist.ca/contentlview/3301/384.
August 18, 2008 (accessed August 30, 2008).
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and information location tools.35 Canada's proposed Bill C-61, which was

tabled in 2008, was similar in that it provided safe harbor to Internet

location tool providers (i.e. search engines) and Internet service providers

(ISPs) that met certain conditions. If enacted, the bill would have revised the

Copyright Act of 1985. For ISPs to qualify for a statutory safe harbor under

the proposed bill, they had to follow notice-and·notice requirements; this

process required a copyright holder to notify the appropriate Internet service

provider that his or her content had been made available online without

authorization. The Internet service provider would then be required to forward

the notification to the alleged offender, but not cancel the alleged offender's

service, pass the alleged offender's personal information on to the copyright

holder, or remove the content from its system.36,37

Exceptions for Use of Copyrighted Material: Exceptions for the use of copy­

righted material are made in the United States and Canada under fair use and

fair dealing provisions. In the U.S., a court determines whether use of the copy­

righted material strikes an equitable balance between user and copyright holder

interests, and is thus fair use, by evaluating the copyrighted material, how it

is used, and the effects of use. Courts consider the nature of the copyrighted

work, including whether the work is factual or creative and published or unpub·

lished; the amount of copyright-protected work that is used; the effect of such

use on the potential market for the copyrighted work; the purpose and character

35 U.S, Copyright Office, 'U.S. Copyright Office Summary: The Digital Millennium Copyright Act of
1998,' The Library of Congress, hltp:/lwww.copyrighl.govllegislationldmca.pdf, December 1998
(accessed July 30, 2008).

36 Dr. Michael Geist, '61 Reforms to C-61, Day 43: ILTs - Sofe Harbour Largely Illusory:
Michael Geist, hllp:/lwww.michaelgeisl.ca/contenVview/331 0/386, August 20, 2008 (accessed
August 30, 2008); and Dr. Michael Geist, '61 Reforms to C-61, Day 41: ISP Notice and Notice
- Mandatory Data Retention,' Michael Geist hllp:llwww.michaelgeisl.ca/contenVview/3301/384.
August 18,2008 (accessed August 30,2008).

37 Those concemed with civil liberties and Intemet free speech applauded the notice-and-notice
provisions of Canada's Bill C-61 for being less likely to be abused than the notice-and-takedown
provisions found in the United States' Digital Millennium Copyright Act of 1998 (DMCA). In the
U.S., to maintain immunity ISPs are required to take down content that is alleged to Infringe
copyright upon notice, rather than contact alleged infringers. Arguably, the process to maintain
immunity in the United States is more likely to lead to improper claims of infringement than would
be the case under Canada's proposed Bill C-61. However, criticism of canada's Bill C-61 existed
due to the limitations on its safe harbor provisions, its strict anti-circumvention language, the
lack of penalty against claimants that file wrongfUl notices of copyright infringement, and more
generally for its similarities to the DMCA. Canadian media largely denaunced the legislation as
mimicking the DMCA, which critics argued could result in 'U.S.-style lawsuits against indiVidual
canadians: see Vito Pillieci and Sorah Schmidt 'Tories table hardline copyright rules: The
Ottawa Citizen hllp:/lwww.canada.com/oltawacitizenl newslstory.hlml?id=835c6165-1736­
439a-a839-d17ae4d47c5c&p=1, June 13, 2008 (accessed August 30, 2008); Dr. Michael
Geist, 'Catching Up on the Canadian DMCA coverage,' Michael Geist, hltp:/lwww.michaelgeisl.
calcontentNiew/3028/125, June 13, 2008 (accessed August 30, 2008); and Dr. Michael Geist,
'61 Reforms to C-61, Day 42: ISP Notice and Notice - No Penalty for False Notices: Michael
Geist, hllp:/lwww.michaelgeisl.ca/contenV view/3309/385, August 19, 2008 (accessed August
30,2008).

CHAPTER ONE: Online Marketing Tools andPractices 17



of use, including whether use is of a commercial nature or for nonprofit edu­

cational purposes and whether the user of the copyrighted material creates a

transformative piece of work with new meaning. In Canada, fair dealing

offers a limited number of exceptions for the use of copyrighted material,

including private study, research, criticism, review, and news reporting. In con·

trast to U.S. copyright law, fair dealing is less comprehensive as it only applies to

itemized categories of dealings.38

u.s. Protections for Intermediaries: In some instances, the law treats those who

publish or distribute material online differently from print publishers. For exam­

ple, publishers and authors both hold responsibility for libelous print publica­

tions. While authors retain responsibility for the content they produce, whether

published online or off, book publishers and other companies may have de­

creased responsibility if not the author of online content. In the United States,

legislation protects intermediaries that publish online content created by other

parties: Section 230 of the Communication Decency Act of 1996 states that "No

provider or user of an interactive computer service shall be treated as the pub­

lisher or speaker of any information provided by another information content

provider." Section 230 does not provide immunity from criminal law, commu­

nications privacy law, or intellectual property claims, but does protect interac­

tive computer services in a number of other circumstances, including claims of

libel, privacy violations, misappropriation, and negligence. Companies are still

responsible for online content created by themselves or their employees. For

example, a publisher would be responsible for company blog content written

by an employee.39,4o

U.S. court rulings since the passage of Section 230 have established that an

interactive computer service, the intermediary between information content

providers and users, could refer to a blog, forum, listserv, or other information

38 Citizen Media Law Project 'Fair Use,' Citizen Media Law Project hllp:/Iwww.cilmedialaw.
orgllegal-guidelfair-use (accessed August 30, 2008); and Canadian Internet Policy and Public
Interest Clinic, 'Copyright Low,' Canadian Internet Policy and Public Interest Clinic, hllp:/Iwww.
cippic.colindeX.php?page=copyright-law/#copyright-law (accessed August 30, 2008).

39 See Citizen Media Law Projecrs 'Immunity for Online Publishers Under the Communications
Decency Act' (hllp:/Iwww.citmedialaw.orgllegal-guidelimmunity-online-publishers-under­
communications-decency-act) and Electronic Frontier Foundation's 'Bloggers' FAO - Section 230
Protections' (hllp:/!W2.eff.org/bloggersllglfaq-230.php) for more information on protections
offered by Section 230 of the Communications Decency Act.

40 University of Son Francisco Professor of Law Susan Freiwald, conversation with author, August
14; 2008; Citizen Media Low Project, 'Immunity for Online Publishers Under the Communications
Decency Act' Citizen Media Law Project hllp:/Iwww.cllmedialaw.orgllegal-guidelimmunity­
online-publishers-under-communications-decency-act (accessed August 25, 2008); Electronic
Frontier Foundation, 'Bloggers' FAO - Section 230 Protections: Electronic Frontier Foundation,
hllp://www.eff.orglbloggers/lglfaq-230.php (accessed June 26, 2007); and Shannon P. Duffy,
'judge: Broggers Enlilled to Immunity Under Communications Act,· The LegallnteJligencer, hllp://
www.law.com~sp/article.jsp?id=1149152717145. June 2, 2006 (accessed March 7, 2008).
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service that "enables computer access to multiple users to a computer server."41

Immunity is provided to intermediaries even if the content is solicited, encour­

aged, or selected, and even if a third party is paid to create or submit content,

as long as the creator of the material is not an employee of the company or

individual being sued. Presumably, a u.s. publisher that solicits material from

one of its authors to be published online is granted immunity if such material

is unlawful in a manner that is protected by Section 230; publishers are also

protected from unlawful comments or reviews left on their blogs or websites by

third parties. Further, Section 230 states that those who in good faith restrict ac­

cess to or availability of obscene, lewd, lascivious, filthy, excessively violent, ha­

rassing or otherwise objectionable material, regardless ofwhether such material

is constitutionally protected, shall not be held liable. This means that bloggers

who screen material prior to publication, or remove, correct, or edit the com­

ments ofoutside parties who post on their blogs, will not be held liable for such

actions or considered the publishers of the content, as long as editing does not

materially alter content meaning.42,43

U.S. companies should be aware that although intermediaries are protected

from claims oflibel in the United States, it is possible that they may be prosecut­

ed for violating other countries' laws. Countries have prosecuted cases against

companies that are accessible via the web, but not located within their own

geographical boundaries. However, U.S. courts have been reluctant to enforce

foreign judgments against U.S. residents if the content in question would be

41 Citizen Media Law Project, 'Immunity for Online Publishers Under lIle communications Decency
Act,• Citizen Media Law Project, htlp:/twww.cilmedialaw.orgllegal-guideJimmunity-online­
publishers-under-communications-decency-act (accessed August 25, 2008). see also the Zeran
v.America Online, Inc. decision of lIle U.S. Court Appeals, Fourlh Circuit (1997).

42 In order for an in1eraclive compuler service 10 receive immunity it must be established lIlat an­
other information conlant provider developed the content alleged 10 be unlawful. Awebsile that de­
velops conlant, in whole or part, could be liable if such content Is discriminatory and the websile
malerially contribuled 10 i1s unlawfulness. Although most U.S. courts have held lIlat websiles are
enli1led 10 immunity under section 230 of the COmmunications Decency Act (1996) when prOVid­
ing fOrms or drop-down menus 10 tacllilale conlant submission, in the recent Fair Housing Council
ofSan Fernando Valley v. Roommates.com, tiC (2008) decision the Ninlt1 Circuit U.S. Court of
Appeals held that by creating questions and drop-down-menu answers, and requiring users 10
answer these questions as a condition of utilizing the websile's services, Roommates.com also
became the developer of this Information. According 10 the court, subscribers 10 the service were
forced to divulge discriminatory prererences 10 malch those who hod rooms with those who were
looking fOr rooms based on crileria prohibited t1{ lIle Fair Housing Act, and thus immunity does
nat apply to the websile. see the Fair Housing Council ofSan Fernando Valley v. Roommates.com,
LLC decision of the U.S. Court of Appeals, Ninlt1 Circuit (2008).

43 Citizen Media Law Project, 'Immunity for online Publishers Under the communications De­
cency Act,' Cilizen Media Law Project, http://wWW.cftmedialaw.orgIIegal-guideJimmunity-online­
pUblishers-under-communicati~-act (accessed August 25, 2008); Electronic Frontier
Foundation, 'Bloggers' FAQ - section 230 Protections,' Electronic Frontier Foundation, http://wWW.
efI.orglbloggersllglfaq-230.php (accessed June 26, 2007); Shannon P. Duffy, 'judge: Bloggers
EnIi1led to Immunity under communications Act: The Legallntelligencer, http://WWW.law.comljspl
arlicle.jsp?id=1149152717145, June 2, 2006 (accessed March 7, 2008); and University of
San Francisco Professor of Law susan Freiwald, conversation with author, August 14, 2008.
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legal under American law. Further, in 2008, U.S. Congress introduced a bill

and the state of New York enacted legislation to protect online and print

authors and publishers from U.S. enforcement of foreign judgments unless

the judgment meets FirstAmendmentcriteria. While suchprotections mayrestrict

enforcement in the U.S., they do not protect companies from enforcement

in the country that issued the ruling (enforcement of foreign money judgments

may depend on whether the company accused of misconduct holds assets in

the country that issued the ruling). This is an evolving area of law and, at this

point, there are no clear answers regarding the long-term consequences of for­

eign rulings against companies with an online presence.44

Canadian Libel Law: Unfortunately for Canadian publishers, protections for

intermediaries (as broadly defined in the United States) do not exist in Canada

and Internet lawsuits are becoming more common. According to Dr. Michael

Geist, the Canada research chair of Internet and e-commerce law at the Uni­

versity of Ottawa, "Under current Canadian law, intermediaries can face poten­

tialliability for failing to remove allegedly defamatory content once they have

received notification of such a claim, even without court oversight."45 On the

other hand, U.S. intermediaries are not required to remove defamatory ma­

terial,even after receiving notice. While U.S. law protects bloggers and web­

sites from comments left by outside parties on their sites, in a recent suit, the

Canadian-based P2Pnet.net is being sued for defamatory comments posted by

readers; the issues raised by suits of this nature raise are relevant to any site that

allows for posting of user comments or reviews. In two other Canadian cases,

several companies are accused of defaming an individual by allowing posts to

link to sites that include defamatory commentary!46 Finally, Canadian libel law is

44 David Ardia, 'English Libel Low's Pernicious Impact on First Amendment Speech,' Citizen
Media Low Project, hIIp:/Iwww.cilmedialow.orglbl0gJ2OO81english-libeHows-pemicious­
impad-first-amendment-speech, April 30, 2008 (accessed August 25, 2008); David Ardia,
'Revisiting Foreign Libel Low's Pemldous Impact on First Amendment Speech,' Citizen Media
Low Project, htlp:/Iwww.cilmedialOW.orQIbI0gJ2OO81revisiling-foreign-libel-laws-pemicious­
impact-first-amendment-speech, July 15, 2008 (accessed August 25,2008); GovIrock.us, 'S.
2977: Free Speech ProIecIion kt Of 2008: GovIrock.us, htlp:llwww.govlrack.usfcongresslbill.
xpd?bill=s110-2977 (accessed August 25, 2008); Jennifer Howard, 'Libel Tourism Puts British
and American Defamation standards in 1he Spotlight,' The Chronicle ofHigherEducation, Volume
L1V, Number 43, July 4, 2008; and UnivelSiIy Of son Frondsca Protessor Of Low SUsan Freiwald,
conversation with author, August 14, 2008. see also carl S. Kaplan, 'Was the French Ruling
on Yahoo Such a Victory After All?" The New York Times, hIIp:llwww.nylimes.c0rnf2oo1l111161
technologyl16CYBERLAW.html?ex=1220328OOO&en=CC63oe1125e3d1fd&ei=5070, November
16, 2001 (accessed August 30, 2008); and Troy Wolverlon, "Court shields Yahoo from French
lows: CNET News.com, hIIp:l/news.cnet.c0rnf21 00-1 017-275564.hfml, November 8, 2001
(accessed August 30, 2008).

45 Dr. Michael Geist, 'canadian Libel Low Raises Net Free Speech Chill,• Michael Geist, hIIp:l/
www.mlchaelgeist.calcontentIviewl13431159. July 31, 2006 (accessed JanUOlY 25, 2008)-­
article also appeared in the Toronto Starand on BBC News.

46 If linking to other siles from its websi1e or b1og, publishers may want to indude disdaimer
language lhat states lhe opinions expressed on lhe linked siles ore those Of lhe authors and
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more stringent than U.S. libel law in that Canadian law requires those accused

of libel to prove their innocence; in the U.S., those accusing others of being

libelous are required to prove the guilt of the other party.47

Statutory Defenses Against Defamatory Lawsuits: Authors and publishers of

online content in both the United States and Canada may have statutory de­

fenses against defamatory lawsuits.

In Canada, someone accused of making defamatory statements will not

be held liable if s;he proves that the statements were true; that the plain­

tiff consented to the statements; that absolute privilege is applicable due

to the official nature of the communications, such as discussions among

public officials, speeches in Parliament, and court communications; that

greater harm would result from the restriction of free speech than the dam­

age experienced by the plaintiff; that the statement was presented as an opin­

ion, rather than fact; or that the material was disseminated innocently with­

out knowledge of the defamatory statements. The innocent dissemination

defense only applies to those who participate in a purely mechanical way,

such as ISPs. (This defense has not been well developed in Canada, as it

has in the United States and other countries.)48

In the United States, there are a number of defenses against defamatory

allegations-these include statements of substantial truth; opinion or fair com·

ment on a matter of public interest; fair report privileges for those that rely

on public documents or statements by public officials to report information;

neutral reportage privileges, which cover reporting of unverified accusa­

tions made by a public figure about a matter of public interest; wire service

defense for those that rely on a reputable news source that provides false

information; and statute of limitations. In some states, legislation protects

individuals from lawsuits filed in retaliation for speaking out on a public issue

or controversy. Strategic lawsuits against public participation (SIAPPs) have

commentators and do not necessarily represent the opinions of the pUblisher, similar to the
language found on the website of the Canadian publisher Heritage House Publishing. See Heritage
House Publishing, 'Heritage Group Authors' 810gs,' hllp:/Jwww.heritogehouse.ca/blogs.hlml (ac­
cessed January 22, 2008).

47 Dr. Michael Geist, 'LaWSUits Put Online Free Speech At Risk: Michael Geist, hllp:/Jwww.
michaelgeisl.colcontentlviewl19031159, April 30, 2007 (accessed December 29, 2007); Dr.
Michael Geist, 'Free speech, libel and the Internet age,' BBC News, hllp:/Inews.bbc.ca.uk/2/hV
Iechnalagy/5230776.slm, July 31, 2006 (accessed January 25, 2008); and Citizen Media
Law Project, 'Immunity for Online Publishers Under the Communications Decency Act,' Citizen
Media Law Project, hllp:/Jwww.cilmedialaw.orgllegal-guidelimmunity-online-publishers-under­
communications-decency-act (accessed August 25, 2008).

48 Conadian Internet Policy and Public Interest Clinic, 'Defamation and SlAPPs,' Conadian
Internet Policy and Public Interest Clinic, hllp:/Jwww.cipplc.ca/defamation-and-slappsl (accessed
August 30, 2008).
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been pursued by corporations, developers, or government officials against

individuals or community organizations that disagree with their actions. The in­

tention ofSIAPPs is not to go to trial-most suitswould fail iffully litigated-but to

silence the target through the threat of an expensive lawsuit. Anti-SIAPP legisla­

tion may help those who are sued to dismiss the lawsuit at an early stage and

recover attorney fees. 49

Establishing Online Policies: It is prudent of publishers, particularly Canadian

publishers, to consider the potential legal liabilities of blogging and online

publishing. Canadian intermediaries may be liable for defamatory comments

published by or posted to their websites, even if not the original author of the

content. Both U.S. and Canadian publishers could face consequences for con­

tent that infringes copyright. The use of copyrighted material may be protected

if considered to be fair use or fair dealing; however, Canada's fair dealing excep­

tions only apply to particular uses ofcopyrighted material and neither fair use or

fair dealing protects in all cases.

In addition to determining whether there will be areview process ofonline mate­

rial created by employees or book authors, all publishers need to take time to con­

sider whether they will monitor comments left byoutside parties on blogs, social

networking sites, peer review systems, or other online platforms, and if so, how

this process will occur. If they decide to monitor comments, companies must de­

cide whether they will edit or remove comments and under what circumstances.

Will a publisher review all comments before they are posted? Remove inappro­

priate material after it is posted? What will be considered inappropriate? Material

that is offensive? Is libelous? Infringes copyright? For those publishers that have

the funds, consulting a legal team when establishing online policies is a sound

practice. Apublisher may also want to create blog guidelines that oudine appro­

priate online behavior and establish the role of the author and publisher in the

review process and maintenance of blog material; these guidelines can be shared

with authors who are featured on company blogs or write blogs that are hosted

on the publisher's websites. An example ofblog guidelines adopted by Heritage

House Publishing, a book publisher located in British Columbia that special­

izes in local history, recreation, nature, and special-interest tides, is provided in

Appendix One.

49 Citizen Media Law Project, 'Defamation Privileges and Defenses: Cilizell Media Law Project,
hl1p:llwww.citmedialaw.orgllegal-guideldefamation-privileges-and-defenses (accessed August 30,
2008); and Cilizen Media Law Project, 'Responding to Strategic Lawsuils Against Public Partici­
pation (SLAPPs),' Citizen Media Law Project hl1p:llwww.clhnedialaw.orgllegal-gulde/responding­
strategic-Iawsuits-against-public-participation-slapps (accessed August 30, 2008).
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While publishers should be alert to potential legal liabilities when develop­

ing online policies and procedures, they also need to consider how protective

measures will affect publisher employees and authors. A strict blog policy

may seem important from a publisher's perspective, but such measures could

negatively affect the author-publisher relationship. Further, strategies that rely

heavily on the use of internal policing of blog content may drain publishing

resources and make the content less appealing to readers. A publisher must

weigh the pros and cons of each situation and consider a number of questions.

Even if lawsuits are increasing, how likely is it that one will be brought against

the publisher? Are the potential consequences of a lawsuit worth upsetting in­

ternal relations or relationships with authors? Is it likely that blog policy will

affect blog content and the blogger's relationship with readers? Publishers will

answer these questions differently depending on the level of concern that exists

internally about potential legal liabilities; the focus of the publisher, personality

of the publishing brand, and feeling or tone ofbooks published; and the type of

author-publisher relationships fostered in the company.50

Closing Comments

The Internet has completely changed how people approach their personal and

profeSSional lives. Although it may seem daunting, the constantly changing

landscape of the Internet provides increasing opportunities for publishers to

enhance communication with readers and reach out to new audiences. Online

marketing is beneficial due to the broad reach of the Internet, the diversity of

web platforms, the low cost of most online tools, and the ability to easily and

cost-effectively modify online campaigns.

As reviewed in this chapter, companies should plan how to best use online

tools to meet their objectives. To develop effective online marketing strategies,

publishers need to understand their target audience, build unified branding

messages, create benchmarks to evaluate success, and consider legal liabilities.

However, while it is important to assess legal risks when developing an online

marketing strategy, publishers also need to consider whether strict web policies

50 For more information on online marketing legalities, please see !he Citizen Media Law Projecrs
Legal GUide (htlp:/Iwww.cilmedialaw.org!legal-guide). stanford Publishing Courses Archived
Virtual Sessions (htlp://publishingcourses.stanford.edulvirtuallarchived.hlml), Legal Blog Walch
from Law.com (htlp://Iegalblogwatch.lypepad.coml), Electronic Frontier Foundation's Legal GUide
for Bloggers (htlp:/!W2.eff.org/bloggersllgl), Canadian Intemet Policy and Public Interest Clinic
(hltp:/Iwww.cippic.ca/enl), Podcasting Legal Guide for Conada (htlp:/!WWW.michaelgeist.cal
contentlview/2066/1251), and o!her useful information specific to Canadian Internet law from Dr.
Michael Geist (htlp://mlchaelgeist.cal).
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that address concerns will drain publishing resources, make online content less

appealing to readers, or negatively affect the author-publisher relationship.

A large number of online tools are available for marketing efforts, such as

websites, social networking sites, and blogs-these tools can be used in

cross-promotional efforts to improve online marketing results. In the following

chapter, I consider the online marketing strategy of Arsenal Pulp Press, examin­

ing how social networking sites have been utilized to increase the publishing

company's online presence.
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CHAPTER TWO
Online Marketing at .4rsenal Pulp Press

Introduction to Arsenal Pulp Press

Arsenal Pulp Press ("Arsenal"), located in British Columbia, Canada, publishes

between 12 and 18 titles per year. Arsenal publishes literary fiction and non­

fiction books exploring a variety of genres, though the publishing house is par­

ticularly well known for its counterculture focus, vegan cookbooks, and empha­

sis on gay lit and gender studies. Titles are distributed byJaguar Books in Canada

and by Consortium in the United States.51 Presently, one member of the compa­

ny's five person staff is dedicated to marketing: Marketing DirectorJanice Beley.

Beley manages marketing at Arsenal, while the publisher and associate publisher

provide additional direction. Although Arsenal has a strong belief in the useful·

ness and necessity of online marketing, the broad responsibilities carried by the

marketing director and a lack ofadditional resources hinder the development of

an extensive online marketing campaign at this time. However, Arsenal is imple­

menting an incremental plan to establish a stronger online presence appropri­

ate for the publishing house. To assist in this process, Arsenal regularly utilizes

interns who in the recent past have been primarily focused on online marketing

effortsY (My time as an intern was devoted to a variety of marketing efforts,

some ofwhich were web related.)

51 Janice Beley, email newsletter 'Arsenal Pulp Press: News and Views: March 4, 2008; Arsenal
Pulp Press, 'Arsenal Pulp Press About Us: Arsenal Pulp Press, hltp://www.arsenalpulp.com/
aboutus.php (accessed October 15, 2007); and Arsenal Pulp Press, 'Arsenal Pulp Press
Order Info Page: Arsenal Pulp Press, hltp:/Iwww.arsenalpulp.comlordering.php (accessed
February 18, 2008).

52 Janice Beley, phone interview with author, March 21, 2007.

CHAPTER TWO: Online Marketing at ArsenalPulp Press 25



The company believes that online marketing plays an important role in the

overall campaign to sell books and maintains that a strong web presence is

key. In line with this thinking, Beley contends that online marketing is eclips­

ing traditional marketing. She feels that we are entering a generation where

people go to the Internet for everything, and that individuals are spend­

ing an increasing amount of time online. Statistics suggest that Beley is cor­

rect-according to ZDNet Research, 35.5% of web users over 18 years of

age spend three or more hours per day on the Internet, and of those in the

18-34 year old age group, 40% exceed three hours daily. 5~ Compete (http://

www.compete.com).asite that provides statistics regarding traffic and web

use for different websites, calculates that Internet usage rose by 24.3% in just

one year! 54,55

Arsenal's online marketing strategy has been to focus on a variety of tools that

will drive traffic to the company's website (http://www.arsenalpulppress.com)

and increase reader loyalty and sales over time. As explained by Beley, the

first step of Arsenal's plan was to improve its crumbling website, and the next

logical step has been to develop other web-marketing tools to draw people to

the updated site.56 This chapter will continue to discuss Arsenal's incremental

plan to establish a stronger online presence, providing an overview of the online

marketing practices that have been implemented thus far. In particular, I will

explore Arsenal's development of social networking tools and discuss some is­

sues for publishers to consider if they are interested in utilizing this type of

marketing platform.

Online Marketing Strategy and Practices

Beley views the relaunching of the Arsenal website, which occurred in early

2007, as the starting point for developing a stronger web presence (see a

53 ZONe! Research, '35.5% of Web users spent 3+ hours aday-online,' hltp://blogs.zdnet.com/
ITFactsnp=13518, ZONet Research, December 22, 2007 (accessed January 2008).

54 Compete calculates that the total time spent online Increased by 24.3% from October 2006
to october 2007. See Jay Meame, 'Total Time Spent Online Is Up 24.3%.' Compete, hltp:l/blog.
compete.coml2007l11129Itotal-time-spent-online-ls-up-243, November 29, 2007 (accessed
January 2008).

55 Further, indicators suggest that traditional marketing vehicles are becoming less effective at
reaching desired audiences. AMarch 2006 study by the Association of Natianal Advertisers and
Forrester Research reports that 78% of surveyed notional advertisers believe traditional advertising
methods have become less effective In the last two years. See Holly Berkley, Marketing in the New
Media, 4.

5& There are several advantages to this approach; publishers that encourage readers to visit their
websltes, whether through paid advertisements, social networking sites, or Independently hosted
blags, have adirect way to track which marketing channel Is most effective at Increasing site traf­
fic-ollowing for media and messages to be refined as needed. Furthermore, having a variety af
sites that link back to the publishers website will help increase search engine ranking. See Hally
Berkley, Marketing in the New Media, 7.
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screenshot of the redesigned Arsenal website in Appendix Two). Because the

website was falling apart, Arsenal made the choice to focus a significant amount

of energy on the relaunch of the website, rather than the development of other

online marketing tools. Arsenal was losing information after it was posted to the

website and experiencing other formatting problems. In addition to resolving

these issues, Arsenal's new website is easier to update and presents information

more attractively. And now that the updated website is in place, sporting a new

look and logo, Beley feels the next step is to more seriously consider other on­

line marketing tools, like podcasts, blogs, and video. Beley hopes that as these

other networking tools are established, they will drive more people to the web·

site, and to purchase Arsenal books.57 Arguably, online marketing tools such as

blogs, posting videos on YouThbe, and utilizing social networking sites are use­

ful not only to generate additional awareness and create interest in publishers'

books, but as a way to increase traffic to their websites. The links that connect

users to the Arsenal website through outside sites help search engine page rank­

ing. (One of the major criteria for search engines such as Google in determining

page rank is the number of links to a web page.)5B

Another aspect of the new website is a shopping cart, which was not avail­

able on the older Arsenal website. This is a great way to reach an audience

that does not have access to Arsenal books from a local retailer or prefers to

buy direcdy from the publisher. However, Beley also expresses concern about

upsetting traditional booksellers, recognizing that they are extremely impor­

tant to the success of Arsenal. While Arsenal wants to increase accessibility, the

company does not want to take business away from its brick-and-mortar allies.

Beley feels that Arsenal needs to "figure out the best way to make sure everyone

is happy," and that the company has "a whole bunch of things to work on." S9

Driven by the blogging success of Sarah Kramer, the author of La Dolce

Vegan! and a number of other bestselling vegan cookbooks published by Arse­

nal, Beley continues to encourage authors to put up their own websites and use

the web as a tool to promote their books. Beley recognizes that an increasing

number of authors are also utilizing MySpace and other web tools to network

and reach their communities. Arsenal occasionally will direct interested parties

to the personal web pages of authors via press releases, and perhaps most im­

portandy,when an author starts a blog or a MySpace page, or posts a video on

YouThbe, Arsenal announces this in the company's email newsletter. Further, the

57 Janice Beley, phone InteIView with author, March 21, 2007.

68 Google Help, 'Webmaster Guidelines - Webmasler Help center,• Goagle, hffp:llwww.google.
com/supportlwebmasterslbin/answer.py?answer=35769 (accessed January 30, 2008).

59 Janice Beley, phone intelView with author; March 21, 2007.
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present website includes separate description pages for Arsenal authors; these

pages generally provide a picture of the author, an author write-up, and a

description of the books that the author has written. Arsenal often links to the

personal websites and blogs of authors from the author description pages.

As of July 2007, approximately 60 author description pages provided links

to author-related blogs and/or websites, including five links to Wikipedia (http://

en.wikipedia.org) listings and two links to MySpace pages.60,61,62

Arsenal's online newsletter is one of the publishing house's most important

online marketing tools. Arsenal made the move from text email newsletters to

newsletters that include images in 2006. Switching to a user-friendly email news­

letter service called Constant Contact made it easier to format newsletters with

images and incorporate more design. (To accompany this move, Arsenal did a

fairly comprehensive database cleaning to create astronger, more up-to.date and

accurate distribution list.) As ofjuly 2008, prices for utilizing Constant Contact

ranged from $15 to $150 per month, depending on the size of the distribu­

tion list. Constant Contact clients may use already formatted email templates,

or create their own templates using html. In addition to standard newsletter

templates, templates exist for promotions, event invitations, and greeting cards,

which are available with holiday, seasonal, or industry themes. Arsenal has also

been utilizing Constant Contact for other announcements (e.g., author tours).63

Although Arsenal recognizes that more could be done to increase the efficacy

of the email newsletters, like utilizing statistics provided by Constant Contact

to evaluate the success of campaigns, Arsenal already notices a response to its

newsletters and announcements.64 After sending newsletters, Beley has observed

60 Wikipedia is an online encyclopedia that is maintained collaboralively by volunteers around
the world. Anyone with an Internet connection is allowed to edit, as long as Wikipedia's editing
procedures are followed. see Wikipedia, 'Wikipedla: About: Wikipedia, hl1p://en.wikipedia.
orglwiki/Wikipedia:About (accessed August 30, 2008).

61 An additional way to reach audiences online is by capturing the interest of blogs run by outside
parties (rather than publisher- or author-run blags). There are a number of book-related blags,
such as Bookninja (hl1p:/Iwww.bookninja.coml).Boakslut(hl1p://bookslut.coml). seen Reading
(hl1p:/lseenreading.blogspot.coml), the L1tBlog Co-op (hl1p://Ibc.typepad.coml), which teatured
the Arsenal book Manbug, and So Misguided (hl1p:/Iwww.somisguided.com). which featured the
Arsenal book Soucouyanf. Beley recognizes the importance of finding the blags that people ore
reading, and attempting to position themselves on these blags. However, the publishing compony
has had difficulty catching the attention of most blaggers.

62 Arsenal Pulp Press, 'Arsenal Pulp Press All Contributors Page: Arsenal Pulp Press, hl1p:/Iwww.
arsenalpulp.comlallcontributors.php (accessed Juty 2007).

63 Constant Contact, 'Atfordable Pricing from Constant Contact,' Constant Contact, hl1p:/IWww.
canstantcontact.comlprlcing (accessed July 17, 2007); Constant Contact 'HTML Email and
Survey Templates,' Constant Contact, hl1p:/Iwww.constantcontact.comllemplatesl (accessed July
17, 2007); and Janice Beley, phone interview with author March 21, 2007.

64 Constant Contact allows email newsletter and announcement creators to find out how many
peaple actually view newsletters or announcements, or click through to links within newslet­
ters or announcements. One can also track the number of subscribers who remove themselves
fram a newsletter distribution list, or thase that request to be Included, and furiher the number of
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an increase in book requests from reviewers and other correspondence.

And though newsletters created with Constant Contact take more effort than

the previous text email newsletters, sometimes taking up to a day to prepare,

Beley recognizes the importance of creating a more visually appealing product

to reach Arsenal's audience. In particular, she recommends the use of Constant

Contact for other publishers that may not have the technological expertise to

create agraphically appealing product on their own, as it is fairly easy to use and,

in the case of Arsenal, results in higher-quality newsletters.65

Arsenal has also participated in a limited amount of targeted online advertising,

on asite geared to a San Francisco audience (in relation to an Arsenal guidebook

on San Francisco) and also with The Tyee (http://thetyee.ca), an online British

Columbia periodical. (Arsenal's involvement with advertising on The Tyee, like

that of Heritage House Publishing and a number of other British Columbia pub­

lishers, was tied to grant support available from the ABPBC.) Although Arsenal

will continue to participate in some traditional advertising, such as Be Book­

World, Beley believes that most advertising should be online. However, available

marketing dollars are limited and Arsenal does not intend to spend significandy

in this area. To save money, Arsenal has considered alternative measures, such

as button switches with compatible sites (meaning that a button linking to the

other organization's website would be posted on Arsenal's site, in exchange for a

button linking back to Arsenal on the other organization's website). This method

ofonline advertising could potentiallydrive appropriate audiences to the Arsenal

website, without creating additional costs for Arsenal. When it comes to online

advertising, Beley states that the publishing house would like to locate readers

online and "then hopefully be able to reach them [here]," whether through a

button exchange or paid advertising.66

While Arsenal does not feel that the groundwork established thus far amounts to

a complete marketing strategy, the publishing house has taken big steps toward

its long-term objectives by building a better website and developing a more

prominent online presence through the use of social networking and other on·

line tools. Notably, Arsenal started MySpace and Facebook accounts in 2007,

which will be discussed in greater detail in the following section.67

subscribers who forward the newsletter onlo their friends. Dala is available to find out how many
emails bounce, and the reasons thai they bounce, providing direction for clients who would like to
fine tune their distribution list. see COnstant COntact, .Email campaign Tracking and Reporting,'
COnstant COntact, hltp:/lwww.constanlcontact.comlemail-marketinglemall-compalgn-reportingl
Index.jsp (accessed July 17, 2007).

65 Janice Beley, phone Interview with author, March 21,2007.

66 Ibid.

67 Janice Beley, phone Interview with author, March 21, 2007; and Janice Beley, email cor­
respondence with author, December 19, 2007.
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An Examination of Social Networking

Social Networking as Online Marketing: How can social networking be utilized

as a marketing or publicity tool for publishers? Social networking presents an

opportunity for publishers and authors to interact with readers on a personal

level. For those publishers with strong brand recognition, it may also give inter­

ested readers an opportunity to connect with people behind the scenes. Social

networking may include a whole host of services that enable publishers or art­

ists to market themselves, including instant messaging, blogging, or participat­

ing in a virtual world. This section will look closely at social networking sites­

sites in which users create profiles, which act as a sort of home page and al­

low for interactions with other participants-and Arsenal's utilization of these

marketing platforms.

Publishers and authors may tap into already established communities by par­

ticipating in social networking sites, which allow for people to gather around

similar interests. Users have the opportunity to find friends through commonali­

ties and also establish and join groups. For example, Arsenal's Facebook group

alerts members to Arsenal events and book releases. Further, the social network·

ing sites that are presently most favored reach an enormous number of users.

The statistical site Compete estimates the number of monthly unique visitors to

Facebook at 29.2 million and to MySpace at 65.9 million. According to ComScore

Media Metrix, on a global level these numbers reached 60 million and over 100

million, respectively, as oOuly 2007.68.69

How Social Networking Relates to Arsenal's OverallMarketing Strategy: Social

networking is one of many goals that Arsenal has established in relation to on­

line marketing. While there are many tools that Arsenal would like to explore

more fully, the company made the decision not to undertake substantial online

marketing efforts until the relaunch of the. website. This decision was made be­

cause the company sees social networking and other online promotional tools

as a way to increase traffic to Arsenal's site, and there were many problems with

the website before the relaunch. With the relaunch of the website in early 2007,

68 Compete, 'Snopshot of myspace.com (rank #6), facebook..com (rank #16),' Compete,
http://siteanalytics.campete.com/myspace.com+facebook.coml(accessed December 2007);
Will Morgan, 'Beyond MySpace: Social Networking as Online Marketing,' West Coast Performer
(March 2007): 53; David Kirkpatrick, '/os Facebaok takes off, MySpace strikes back,' Fortune!
cnnmoney.com, hlfp:llmaney.cnn.com/2007109118/technology/myspace_strikes.fortunelindex.
him (accessed on December 19, 2007).

69 While MySpace is still the leading social networking site and reaches the largest number of
people, Facebaak is presently growing at a faster rate than MySpace. See David Kirkpatrick, '/os
Facebook takes Off, MySpace strikes back,' Fortune!cnnmoney.com http://money.cnn.coml
2007109118Itechnology/myspace_strikes.forfunelindeX.hfm (accessed on December 19, 2007).
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Arsenal felt ready to move forward with additional online marketing. Social

networking through a MySpage page was chosen as a first step, though Facebook

entered the picture soon after (see http://www.myspace.com/arsenalpulppress

and Appendix Three for Arsenal's MySpace and Facebook profiles).

Developing a MySpace page was a natural starting point for Arsenal because

MySpace is fairly easy to implement and receives more traffic than any other

social networking tool. In addition, Arsenal had an intern to help create and

maintain the profile in the beginningstages. The intern was familiarwith MySpace,

which made it simple for her to jump in and begin; in turn, the idea of regularly

checking in and updating the profile seemed less daunting for Arsenal. After the

intern left, the responsibility of checking the MySpace and Facebook accounts

fell to Beley, Arsenal's marketing director.7o

Social Networking Considerations: The first consideration for a publisher in

regard to social networking sites is whether to become involved, and if so, with

which social network(s). Social networking tends to reach a younger audience,

though this is changing, and social networking is increasingly appropriate to

reach tech-savvy middle-aged readers. Taking into account the time required

to regularly update each platform and the scope of the target audience, a

publisher may decide to join several social networking sites, including smaller,

more focused platforms, or to participate in just one or two larger social net­

works. Because of their wide reach, Arsenal chose to create profiles on MySpace

and Facebook.

A publisher should also consider how the chosen social network site reflects

the publishing brand or title(s) being promoted. Ideally, a publisher will choose

a social networking site that is fitting in subject matter and/or tone (keeping

in mind the type of comments typically posted on that site and ads that might

appear on the same page). Social networking features and ease of use may be

additional considerations when deciding which social networking platfonns to

use. For example, Beley found that she does not spend her time updating infor­

mation on MySpace because she is not sure where to do it. She finds it easier

to change information on Facebook, but more limited in the amount of content

that can be posted.71

When a publisher decides to create a profile on a social networking site, oth·

er decisions need to be made regarding how the site will be maintained. To

70 Janice Beley, phone interview with author, March 21, 2007.

71 Holly Ber1<ley, Marketing in the New Media, 25; and Janice Beley, email correspondence with
author, December 19, 2007.
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increase the likelihood of developing interest and traffic, Arsenal regularly

updates and checks on its social networking profiles. A publisher must

also decide who will update the profile and how regularly this will occur.

Having someone that is familiar with the chosen social networking site(s) is help­

ful, and it will make the initial setup process easier, although the basic functions

of most social networking sites are fairly self-explanatory.

Finally, keeping up with trends is an important aspect of making social network­

ing decisions. An online marketing article in West Coast Performer suggests that

"the trick here is determining, firstly, which networks will peak next and, sec­

ondly, which ones will generate the most value for your intentions. "72 Being on

top of the next fad is an important part ofany marketing campaign. In the recent

past, the landscape has changed significantly-in 2008 Friendster (http://www.

friendster.com) was no longer one of the more important players in the social

networking game, and Facebook was the new face on the field. It is likely that

shifts will occur again in the future, and publishers must be ready to refocus at­

tention as needed.

Social Networking Risks: For those publishers interested in social networking

there exist opportunities for exposure and media attention; however, there

are some risks to consider, such as the inability to control content and the

possibility that users may shape the publishing brand in a negative way.

To minimize these risks, it is important for publishers to regularly moni­

tor communications, as is the practice of Arsenal, in a timely fashion and

a manner that reinforces the publishing house's desired image. Publishers

should be ready to respond to posts, especially those that are negative.73 Publish­

ers may also want to be selective when establishing friends on social networking

sites. When considering whether to add friends on MySpace, Beley checks the

person's MySpace profile to determine whether this association makes sense.

Although Beley did not make a practice of checking with the publisher and

associate publisher prior to adding friends in 2007, she has decided to be more

selective in the future and plans to discuss friendship criteria with other

Arsenal employees.74,75

72 Will Morgan, 'Beyond MySpace: Social Nelworking as Online Marketing,' West Coast Performer
(March 2007), 53.

73 Holly Berkley, Marketing in the New Media, 25.

74 Janice Beley, email correspondence with author, December 19, 2007.

75 Beley indicated via email correspondence (December 19, 2007) that she has nat seen any
negafive posts or felt it necessary to delete posts from Arsenal's social nelworklng profiles;
however, she receives comments from people who would like Arsenal to check out their profiles,
especially if they are authors looking for a publisher.
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To remain in the good graces of other social networking participants, publish­

ers need to respect the community by not forcing their marketing message on

people. For example, Arsenal does not post comments on random user pages

or intrude on conversations that do not relate to book publishing or a topic

explored by the publisher. Further, profiles should include content that is "use­

ful, interesting, or entertaining to the audience," and not focus exclusively on

pushing products.76 If publishers take an alternative approach, like adopting the

identity of a book character or creating a profile that explores a topic in depth,

they should be honest about their intentions by not hiding the fact that they are

simultaneously promoting an author or book. Providing benefits to those who

visit the publishing house's profile and rewarding friends will likely result in in­

creased loyalty and interest in the publishing brand, book, or author being pro­

moted.77 Some ideas include offering a free book to a randomly selected friend,

hosting acontest that users can participate in by posting comments, or providing

recordings of author readings or interviews for users to download.

Legal considerations may also come into play with certain social networking

decisions. Publishers may choose to eliminate comments on social networking

platforms to prevent users from leaving libelous or derogatory posts. Although

eliminating comments on user profile pages is not a straightforward option on

MySpace, the site does allow users to modify pages using htrnl, and comment

posting may be prevented in this manner. The new version ofFacebook, released

in mid-ZOOS, allows users to selectwho can postcomments on their profile pages.

Users may allow comments from no one; from friends, friends offriends, or net­

works and friends; or from a customized groUp.78 Individual comments may be

deleted on both MySpace and Facebook after they are posted, which is another

option for monitoring comments for slander, libel, or threats. Obviously, there is

adownside in eliminating aspace for comments on asocial networking platform,

as it decreases social interactions. Consequently, Arsenal has made the decision

not to eliminate a space for comments on either of its social networking profiles,

but recognizes additional monitoring and discussion regarding user comments

may be required in the future.

76 Holly Berkley, Marketing in the New Media, 25.

77 Ibid., 25.

78 MySpace, 'How do I add color, graphics & sound 10 my Profile page?' MySpace, hllp:/Iwww.
myspace.comlModuleslHelplPageslHelpCenter.aspx?Category=4&Ouestion=7 (accessed August
30, 2008); and Facebook, 'Privacy,~Facebook, hllp:llwww.facebook.comlhelp.php?page=419
(accessed August 30, 2008).
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Closing Comments

As discussed in this chapter, Arsenal is implementing an incremental plan to

strengthen its online presence. Toward this goal, Arsenal initially focused on

improving the company website; the second phase of the company's strategy has

been to develop online tools that will increase interest in the company and drive

new and old audiences to the updated website.

Aprimary focus since the website redesign has been to improve the company's

online presence through social networking sites. Arsenal created MySpace and

Facebook accounts in 2007 to increase website traffic and communicate with con­

sumers. This focus has been fairly successful-Arsenal has gained many friends

and established a space for individuals to learn about titles and connect with au­

thors online; visitors to Arsenal's social networking profiles will find that many of

the publishing house's authors are listed as friends. Further, participation in so­

cial networking may have increased Arsenal's website traffic; the web traffic mea­

suring site Compete indicates that the number of monthly unique visitors to the

Arsenal website increased 13.1% between October 2007 and October 2008,79,80

Arsenal chose to create profiles on MySpace and Facebook because, presently,

they are the social networking sites that receive the most traffic. The profiles

were originally established by an intern; however, after the intern stopped work­

ing with Arsenal, the responsibility of checking the MySpace and Facebook ac­

counts fell to Marketing Director Beley.

Arsenal understands that social networking presents some risks due to their in­

ability to control content posted by other users. To minimize risks, BeIey regu­

larly monitors comments left by other users on Arsenal's MySpace and Face­

book profiles. Further, to remain in the good graces of other social networking

participants, Arsenal does not post comments on random user pages or intrude

on conversations that do not relate to book publishing or a topiC explored by

the publisher.

In the following chapter, I explore the breadth ofonline marketing tools utilized

by Chronicle Books. I focus particularly on the publisher's development of a

blog and website database for online marketing purposes.

79 Compete, 'SnapShot of arsenalpulp.com,· Compete, hlfp://siteanalytics.compete.com/
arsenalpulp.com (accessed November 18, 2008).

80 In line with the company's web strategy, after establishing MySpace and Facebook accounts,
Arsenal began blogging in mid-2008. The company blog (hlfp:/Iwww.arsenalia.com) was
developed In an effort to increase publisher website traffic and interest in the Arsenal brand and its
prodUCts. The blog is intended to introduce readers to life in the publishers office, to author activi­
ties and Ideas, and to industry events and news. See Arsenal Pulp Press, 'Archive for June 2008:
Arsenalia, hltp:/Iwww.arsenalia.com!?m=200806. June 9, 2008 (accessed October 21, 2008).
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CHAPTER THREE
Online Marketing at Chronicle Books

Introduction to Chronicle Books

Chronicle Books ("Chronicle") is a U.S.·based publishing house that employs

approximately 160 people and publishes about 300 books annually.8! Chronicle

publishes books on a wide range of subjects; however, there is an emphasis on

and strong brand recognition of art, design, crafts, cooking, and pop culture

books. Chronicle distributes its own titles, as well as the tides of a number of

other publishers.82 In addition to a sizable marketing department, as oflate 2007

there were four people in the web department, including the director of Internet

sales and marketing, two people to work on production aspects of the website

and maintenance of the blog, plus an interactive designer and coder. The depart­

ment also regularly utilizes interns to work on special projects and help lessen

the workload of the regular employees. The web department is responsible for

the overall maintenance of the website, web·marketing support to Chronicle

tides, development ofnumerous online features, and other web·related duties.83

81 Sarah Williams, executive director of business development at Chronicle Books, discussion
with author, January 3, 2008.

82 Though a few of its client publishers are from ather countries or larger in size, Chronicle mostly
distributes books of smaller U.S.-based publishers, including Blue Apple Books, Smart lab,
Handprint Books, Princeton Architectural Press, Quirk Books, Architectural Associa"tion Publica­
tions, Balcony Press, and laurence King Publishing. The sales department at Chronicle pushes
distributed books, but marketing does not promote these titles with the exception of publications
from laurence King Publishing (based in the United Kingdom). Information collected during dis­
cussions with Vivian Tang, member of the web team at Chronicle Books, on September 6, 2007,
and September 13, 2007.

83 While the web department works collaboratively with the marketing department to create
online marketing for particular titles, the development of book campaigns and the vision for web
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As is common among publishing houses, some web responsibilities are con­

tracted to an outside development firm. 84 In addition to departments, Chronicle

is organized into publishing groups for operational and marketing purposes.

These divisions allow for greater collaboration and sharing of resources for

similar tides.

Abroader range of online marketing practices is implemented at Chronicle than

at Arsenal; however, a single, focused strategy is not as apparent through discus­

sions with the director of Internet sales and marketing, Joseph Ternes. Chronicle

instead gives attention to a large number of projects in support of the company's

greater goal: creating as much exposure on the Internet as possible. Chronicle

explores almost all online promotional opportunities to generate buzz-in most

instances, sooner rather than later.85 In line with this approach, Chronicle imple­

ments smaller strategies, like advertising to promote specific titlesor targeted blog

outreach to foster seasonal sales, to increase its overall web presence. Online ef­

forts are ultimatelypursued in hopesofincreasingsales, althoughChronicle recog­

nizes the long·term benefits ofonline marketing and feels that investing time and

resources is worthwhile, even when immediate results are not obvious.

Alarge part of what Chronicle hopes to accomplish through online marketing

efforts, and what gives value to efforts that do not result in immediate sales,

is brand recognition. Chronicle already has significant brand recognition in a

number ofgenres, and comments left on various blogs that I came across while

interning suggest that Chronicle titles have large product appeal simply by virtue

ofbeing published by Chronicle. This type of exposure, and other forms of posi­

tive exposure that might occur through various online marketing tools, will help

generate brand recognition among potential customers and fuel loyalty among

established repeat customers. Contributing to branding, Chronicle's tides also

have a distinct style that make them desirable and recognizable to their target

audience-design and art books are aesthetically appealing, with a modem look

and feel; pop culture tides are infused with tongue-in-cheek humor; and craft

books abound with content to reach a young, countercultural audience.

features relating to a book or series of books falls largely outside the responsibilities of the web
department and on the marketing managers or pUblicists. Marketing managers and pUblicists
fypically decide which blogs to contact whether to pursue advertising, etc. However, in some
instances the marketing department will request assistance from web staff when making online
decisions. Amarketing manager might ask the web department to suggest online ad placements,
10 secure an online ad campaign with a particular vendor, or to design a landing page on the
webslle for a book contest.

Il4 Chronicle Books, 'About Us : Publishing Partners : Chronicl$ Books,' Chronicle Books,
hllp:/Iwww.ChronicleBooksbooks.comlindex.-mp.info.-s.books/!-iuid.about.partners.-ip,7_12/
(accessed February 18, 2008); and Joseph Temes, discussion -Arith author, september 6, 2007.

85 When scheduling and/or available resources prevent large-scale projects from occurring
immediately, long-term plans are established to pursue objectives as quickly as possible.
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There are some potential downsides of attempting to utilize a vast collec­

tion of online marketing tools and strategies. More dispersed efforts create a

greater risk of not conveying a consistent brand image across all tools, espe­

cially if these tools are being pursued by several different people within the

company, and require extra diligence and oversight to ensure exposure is fit­

ting for the brand. Utilizing a vast collection of tools also raises the question

of whether each approach is the best match for the audience. This question is

of less significance to Chronicle, since the company's broad online marketing

practices complement the audiences of its books, who are generally younger to

middle-aged, tech- and web-savvy, and in tune with pop culture.86•S7

This chapter will provide a further examination of the wide array of online

marketing tools utilized by Chronicle, as well as additional insight into how

Chronicle's approach to sales, emphasis on branding, and product appeal each

play into the publishing house's marketing campaigns and overall strategy.

The chapter will also include an in-depth examination of the use of statistical

sites to measure web traffic trends, and how this information can be used to

shape online marketing campaigns.

Online Marketing Strategy and Practices

Due to the strong belief in online marketing and the dedicated staff committed

to this effort, Chronicle has developed a wide array of online marketing tools.

As of March 2008, the Chronicle website had a video library, gift finder, peer

review forum, shopping cart, search function, and blog, and also featured new

releases, podcasts, and e-postcards. The website keeps business and retail clients

updated with the opportunity to sign up for e-newsletters, a news section, and a

schedule of upcoming events, such as author readings and trade shows. Videos

feature authors discussing some aspect of their book, whether the story behind

the book's development or information about the book content. Some books are

particularly well suited for marketing via video format because they provide an

opportunity to demonstrate the books' content in action (e.g., a video cooking

demonstration to promote a cookbook), though many videos draw attention by

simply entertaining. The gift finder spotlights pre-designed gift packs that marry

titles with additional Chronicle products at discounted rates. The Chronicle

blog is hosted by the Chronicle website, maintained by the web department,

and written by various Chronicle employees. E-postcards allow users to send

86 Susan Sweeney, Andy Maclellan, and Ed Dorey, 3G Marketing on the Internet: Third Generotion
Marketing Strategies for Online Success,26.

87 Ibid., 28.
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postcard images over the web, featuring pictures from Chronicle titles. These

images link back to the book description on the Chronicle website, providing

interesting visual images for those who send and receive the postcards while

offering a marketing opportunity for Chronicle.s8

While direct marketing efforts in relation to particular titles remain an impor­

tant part of the web team's daily tasks, Ternes recognized the need to more

strongly develop the core features of the website in 2007. The web depart­

ment found that they were spending approximately 60-70% of their time

working on marketing requests to highlight specific titles and other Chronicle

promotions. In mid·2007, Chronicle shifted more attention to core features

of website development: Integrating customer reviews, adding RSS feeds, ex­

panding look-inside book imagery, and other features serve to keep the site

competitive with other e·tailers and meet the needs of the growing online audi­

ence. At the close of 2007, Ternes felt that Chronicle was approximately halfway

to a fully established online marketing strategy, and he maintained a clear sense

ofwhat features still need to be developed.89,90

In accordance with Ternes focus on core features, many additional features of

the website have recently been added or improved; Ternes considers these fea­

tures essential, basic components of an effective online marketing campaign.

The shopping cart, which was in poor shape and barely meeting Chronicle's

needs, has been reconfigured with the assistance of an outside development

firm. In addition to redesigning the website template, Chronicle launched its

blog in May 2007, and also recently launched the video library. Since then, the

blog has already been redesigned to have aclean and simplified look. The afore­

mentioned peer review system, established in late 2007, allows Chronicle read·

ers to post reviews of books on the Chronicle website. Other core features de­

veloped in late 2007 include online gift certificates (which were released when

the site migrated to a new content management system in 2008), search-engine

optimization (for higher placement of the Chronicle website on outside search

engines), and Chronicle widgets. In early 2008, Chronicle started regularly

utilizing widgets as promotional tools for new titles (the decision whether to

create widgets is presently being made on a title.by-title basis); the use of

88 Chronicle Books, 'Chronicle Books,' Chronicle Books, h11p:/twww.chronlclebooks.com (ac­
cessed september 1B, 2007, and March 6, 2008); Joseph Temes, phone interview with author,
December 20, 2007; and Joseph Ternes, conversation with author, March 26, 2008.

89 Joseph Ternes, discussion with author, September 6, 2007; and Joseph Ternes, phone inter­
view with author, December 20, 2007.

90 To keep track of deportment goals, Ternes utilizes a design and development schedule, which
Is updated regularly as goals are achieved and new goals are set. The schedule Indicates four
phases-strategy/content development, interface design, developmenVlesting, and launch-and
the dote on which each phase is expected to occur.
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widgets is appealing as Internet users can spread them across blogs, social net­

works, and other web platforms.9l,n

The accomplishments of the web team are significant, as demonstrated by the

vast number of online tools that have been developed and the positive results

of outreach efforts. Yet, there are a few shortfalls in the publishing house's

online marketing campaign. There is presently no author guide on the publishing

house's website, a shortcoming that Chronicle recognizes and plans to remedy.

(Chronicle features limited author information on book profile pages-the same

information that is included in the catalogue.)93 Surprisingly, although Chronicle

has implemented a considerable amount of online marketing initiatives, until

recently it has lacked apresence in the social networking world. Perhaps because

marketing and publicity staff are dedicated to the promotion of specific titles,

and theweb department's focus had been to develop core features ofthe company

website, Chronicle had not placed as much priority on developing a company­

wide presence on the major social networking sites. MySpace was utilized for the

promotion of specific books with limited success; however, as of December 2007

there was no general profile page for Chronicle on MySpace or Facebook, and a

YouThbe account had only recently been created.94

An additional reason Chronicle is still in the process of strengthening its so­

cial networking presence is because there is discussion of a more ambitious

project: creating a community platform on the Chronicle website. Further,

Chronicle has considered using MySpace not only to create a profile for the

publisher or for a particular title, but also as a brand-building promotional

91 Joseph Ternes, discusSion with author, September 6, 2007; Joseph Temes, phone interview
with author, December 20, 2007.

92 The Increased use of Widgets at Chronicle corresponds with the release of Sprout Builder, an
Interface that enables faster and easier creation of these online tools. See Sprout Beta, 'What Are
Sprouts? I Sprout Builder: Sprout Builder, http://sproutbuilder.comlwhataresprouts (accessed
April 2, 2008).

93 Chronicle plans to update the website with an extensive authors' section in 2009. The company
mlghllook to other publishers, such as Arsenal Pulp Press or HarperCollins, for author prafile
Ideas. HarperCollins has launched a pilol web-based toolset called Author Asslstanl that enables
select authors to easily communicate with fans. Authors who participate create a set of web
pages that include blog posts, links to other articles, photos, biographical information, coming
attractions, question-and-answer sessions, Widgets for browsing inside books, and a map of
other HarperColiins authors that fans have in common. see Publishers Markefplace, 'Harper Puts
Authors Online,' hffp:llwww.publishersmarkefplace.comllunch/archiveslweek_20Q7_09_23.php,
Publishers Lunch, September 24, 2007 (accessed December 2007).

94 In the fall of 2007, with my assistance as an intern, Chronicle created a YouTube profile. I
uploaded numerous videos (that were already featured in Chronicle's video library) and linked ta
other YouTube videos that featured employees. In addition, I helped create shopping lists with gift
recommendations on ThisNexf, a smaller social networking site that Chronicle has used in the
past. In 2008, Chronicle had its first major foray into social networking when It began utilizing
Facebaok. Now, Chronicle regularly updates its Facebook profile, using the platform to cammuni­
cate with other users, host discussions, and hold contests.
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tool by encouraging Chronicle employees to create profiles. The strong brand

and product appeal of Chronicle titles has led the publishing house to explore

marketing tactics that introduce what happens behind the scenes at Chronicle

to interested consumers. In the long run, Chronicle expects to build on these

ties with consumers, whether with a self-created community application that is

an extension of the publishing house's own website or by increasing their par­

ticipation on other social networking sites.95

Chronicle also takes advantage of the online marketing opportunities built in

to titles that already have a strong web following due to well-known authors or

contributors. For example, Chronicle publishes various books, calendars, and

stationery products tied to the website Stuff on My Cat (http://stuffonmycat.

com). When Chronicle began publishing pictures of the cats featured on Stuff on

My Cat, the website already had an established following. Further attention has

been drawn to Chronicle's Stuffon My Cat publications, which are available for

sale on stuffonmycat.com, by holding contests. In these contests, contributors

(the general audience regularly submits photos of their cats, and then selected

photos are published on the site) vie for the opportunity to have their image

published in a Stuff on My Cat book. The contests not only increase interest

in the titles, they create new content.96,97 Interestingly, the online catalogue on

Chronicle's website does not feature a link to the Stuffon My Cat website, and as

ageneral rule, the catalogue does not link to other authors or contributors. This

choice has been made from a management perspective given the large number

of titles that can be linked to numerous sites (multiple author sites, blogs, etc.)

and the potential for alienating book contributors if oversight occurred.

like Arsenal, Chronicle is concerned about upsetting bookseller allies. Wishing

to be sensitive to its online and brick-and-mortar retailer partners, Chronicle

has made the decision not to discount widely on its website. The company has

two or three friends-and-family sales each year, but otherwise sells books at

95 Joseph Ternes, discussion with outhor, september 6, 2007; Joseph Ternes, discussion with
author, September 20, 2007; and Joseph Ternes, phone interview with author, December 20,
2007.

96 Sluff on My Cat, 'Stuff on My Contest: Ends 4/20/07,' Sluff on My cat, http://www.
sluffonmycal.com/contesl.php?itemid=3555, April 13, 2007 (accessed March 7, 2008);
Sluff on My Cat, 'Stuff on My Contest: Voting polls now open!' stuff on My Cat, http://www.
sluffonmycal.com/index.php?itemid=3891&catid=19, June 1, 2007 (accessed March 7, 2008);
and Stuff on My Cat, 'Sluff on My Cat Store,' Sluff on My Cat, http://'NWW.sluffonmycat.com/store.
him (accessed March 7, 2008).

97 Other examples of contributors with built-in web audiences include the designer cath Kidston,
the artist Rex Ray, and the chef Michael Chiarello. Chiarello is almost a brand by himself with
his own product lines and television shaws. In addition ta websites tied to Chiarello's endeavors,
such as The Food Network and NapaStyle, discussions ranging from entertaining to Chiarello's
emphasis on eating locally can be found on Wikipedia, Armchair Cook, TreeHugger, and a
plethora of other websites.
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full price. Through online marketing efforts, Chronicle supports the sales of

its titles in all venues, whether on the company's own website or elsewhere.

In addition to the web features presently in place and those being planned for

the Chronicle website in the future, Chronicle continues to pursue web advertis­

ing for numerous titles, and also approaches bloggers for publicity. Although

these tasks have been a large part of the marketing managers' and publicists'

campaigns, the web department played a significant role in researching these

opportunities when I interned at Chronicle. As will be discussed in the next

section, I utilized a number of statistical sites to assess the audience and reach

ofdifferent blogs and websites, information that might be useful when assessing

online advertising and promotional options.

An Examination of Blog and Website Research

Web Research and Chronicle's Overall Marketing Strategy: With my assistance

as an intern, Chronicle began developing a database of blogs and other types of

websites to catalogue promotional and advertising opportunities (see Appendix

Four). Although blog and website research is not an online marketing tool in

and of itself, the information collected through this research is now available

for future promotional projects. The purpose of creating the database of blogs

and websites was to have an easily accessible list of sites that relate to particular

genres or specific titles. This information may be used to help shape online

marketing campaigns that involve blog outreach or online advertising. (While I

was an intern, Chronicle purchased graphical advertisements from various web­

sites; advertising decisions were regularly shaped by information collected for

the database.) By using blogs or websites to promote titles, Chronicle hopes to

increase reader exposure to books in an affordable and effective manner, con­

tributing to increased brand awareness and growth in sales.

While looking for sites that might be appropriate for the database, Chronicle

considers how popular a blog or website is, whether readership is growing, what

type of readers use the site and whether they are a good match for the book(s}

being promoted, and whether the site's overall tone is appropriate for the pub·

lishing brand and/or subject matter of a specific title. The database provides

information on the content of the blog or website, statistics about traffic and visi­

tor demographics, and, in some instances, advertising rates and notes on how to

contact bloggers or website managers. The database also has a section to track

online discussion of Chronicle, or Chronicle's books or authors. This informa­

tion will be utilized to track the success of ad placements in the future.
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As an intern, I assisted marketing managers in making online advertising deci­

sions by researching and evaluating a number of blogs and websites, which I

simultaneously catalogued in the database. There are a number of resources

available for researching advertising opportunities, such as Blogads (http://

blogads.com), which manages low-cost online advertising for various blogs;

CrispAds (http://www.crispads.com). which specializes in text and graphical

advertisements; and Federated Media Publishing (http://www.federatedmedia.

net). These ad networks allow one to search and select sites within genres in an

effort to reach a particular audience, or to advertise across entire categories (e.g.,

all parenting blogs, rather than select parenting blogs).98 A number of larger

websites, blogs, and social networking sites manage their own advertising, but

the advertising is generally expensive. For example, to advertise on the iVillage

and Sugar networks the minimum advertising budget is $20,000 per month,

which is a large amount for publishers the size of Chronicle (even when pooling

budgets from numerous titles), and completely unthinkable for smaller publish­

ers like Arsenal.99

Another purpose of the blog and website research was to find appropriate sites

for online publicity. Due to the low cost and potential payoff, publishers of all

sizes should consider how to attract editorial attention. Websites and blogs may

be used for various promotional opportunities-such as publicizing tides or

special events (e.g., online sales, author readings, book clubs, book giveaways,

or other contests). Publishers may also approach bloggers for book reviews or

guest-blogging opportunities or to suggest interviews with authors. Publicists at

Chronicle regularly utilize blogs for word-of-mouth publicity for their tides.

Details Regarding Research and Database Contents: Much of the information

reported in the database is collected from sites that provide statistical informa­

tion about other websites' traffic. As the information reported on stltistical sites

is often contradictory, the sites are not looked to as precise measurements,

but rather indicators of general trends. Initially, Chronicle utilized three differ­

ent statistical sites, including Quantcast (http://www.quantcast.com). Compete,

(http://www.compete.com), and Alexa (http://alexa.com). Each of these ~ites al­

lows users to enter a URi and receive data about the blog or website queried.

Quantcast and Compete provide data on U.S. Internet users, while Alexa pro­

vides global statistics. Since its inception, the database created at Chronicle has

99 Blogads, 'Blog advertising makes opinions - Blogads stir opinion makers: Blogads, htlp:/1
www.blogads.com(accessedDecember26.2oo7);CrispAds.·CrispAds - Blog Advertising
Network,' CrispAds, htlp://www.crispads.com (accessed December 26, 2007); Federated
Media Publishing, 'Federated Media Publishing: Federated Media Publishing, http://www.
federatedmedia.net (accessed December 26, 2007).

99 According to an iVillage rate card and Sugar rate card provided on September 20, 2007.
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been simplified and presently relies only on data from Quantcast and Compete.

While other statistical sites provide more sophisticated and detailed information,

Quantcast, Compete, and Alexa are free (though may require registration for full

access to features) and offer a fairly detailed analysis ofsite traffic.

Quantcast provides info on the monthly uniques of awebsite (an estimate of the

number of unique visitors to a website in a month), lists websites with similar au­

diences, and supplies demographic data of a website's readers, such as income

levels, gender, age, etc. (see Appendix Five, "Quantcast Statistics"). When reo

searching websites for the database, Chronicle records some of the information

available through Quantcast in the database and provides a link for further in­

formation. Since my internship ended in December 2007, Quantcast has started

offering services to measure videos, widgets, and other Flash·based media.

Compete is also utilized by Chronicle for statistics regarding the unique visits

made to a website on a monthly basis, the monthly and yearly change in the

number ofvisitors, the average number of minutes visitors spend at the site duro

ing each visit, and the monthly and yearly change in the average stay of visitors.

Other engagement statistics, such as the time spent on a domain as a percent·

age of the total time spent online, and daily growth in attention, are available

through Compete, though not catalogued in the database.lOo,lOl

Although understanding a site's web traffic is important, Chronicle is concerned

with more than traffic measurements, and wants to find websites that fit the

feel of the publishing house's books. Notes in the database provide insight into

the tone of catalogued sites. In an ideal world, the database would be regularly

purged of sites that are not a good fit, in an effort to create a more useful and

100 Quantcast and Compete approach data collection slightly differently, and while they prOVide
some of the same statistics, they olso provide unique traffic statistics. Quontcast attempts to
understand U.S. Internet audiences by analyzing billions of websites and interpreting patterns
to pravide reports on Internet usage, Quantcast partially relies on information about the Internet
prOVided by the U.S. Census Bureau and a range of mathematical formulas that are used to
adjust observations. Data is collected through affiliations with partners, including advertisers
and advertising ne!works, pUblishers, and Internet service prOViders; the data collected does not
contain any personally identifiable information. For Compete, the methodology utilized to estimate
site traffic and engagement metrics is founded an the daily browsing activity of aver!wa million
U.S. Internet users. As outlined on Compete's website, a normalization methodology is applied,
'leveraging scientific multi-dimensional scaling (by age, income, gender and geography)' to
attempt to create metrics representative of the user popUlation. The test group is faund through
muttiple sources to ensure a diverse distribution of user types. See Quantcast, 'Quantcast - Open
Internet Ratings Service' Quantcast, http://www.quantcast.com/(accessed November 2007);
Quantcast, 'Frequently Asked Questions,' Quantcast, http://www.quantcast.camlfaq.jsp (accessed
November 2007); Compete, 'Compete,' Compete, http://www.compete.com (accessed November
2007); and Compete, 'Compete: FAQ,' Compete, http://www.compete.comlhelp#snpl (accessed
November 2007).

101 Quantcast, 'Quantcast - Open Internet Ratings Service,' Quantcast, http://www.quantcast.
cam/ (accessed October 2007, November 2007, and March 2008); and Compete, 'Compete,'
Compete, http://www.compete.com (accessed October 2007 and November 2007).
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targeted database. Space is also provided in the database to list advertising con­

tacts and rates, which can assist marketing managers who want to further investi­

gate a potential ad placement. Additionally, the database can record data regard­

ing placed ads, such as c1ick·through rates (CTRs), an important measurement

that pertains to how many users clicked on an online ad and visited the landing

page or website of the advertiser. 102 This information is important for tracking

the success of campaigns and modifying them as necessary. It is also important

as a reference of which sites and tactics worked best when making online adver­

tising decisions in the future.

Blog and Website Research Considerations: There are a number offactors a pub­

lisher should consider before diving into a significant amount ofblog or website

research. Collecting the data is a time sink; therefore, it is important to consider

how beneficial the practice will be and how the collected data will be utilized.

While I was an intern at Chronicle, I dedicated a significant amount of time to

blog and website research, whether in response to a specific request from a mar­

keting manager, or independently in my attempts to strengthen the database. It

is unclear whether maintaining and continuing the development of the database

is something the web department at Chronicle will be able to accomplish with·

out additional assistance from an intern or a new hire. Finding the resources to

develop and regularly update a database, including someone versed enough in

how to use a database or spreadsheet program, may not be a useful practice for

all publishers. Decisions on whether this is a practical objective should take into

account the size of the publisher and amount of resources available, how often

the collected information will be used and what it will be used for, and whether

other projects should take priority.

Chronicle originally recorded substantially more information in the database,

but eventually created a leaner version that was easier to maintain and more

user friendly. If a publisher decides to systematically record information about

blogs and websites in a database, a trial-and-error process may be required to

determine which types of information are most useful. Publishers should also be

mindful of the type of books they are looking to promote and the appropriate­

ness of sites when recording data. Chronicle did not attempt to create a com­

prehensive overview of all that exists on the web, recognizing that this would be

an impossible feat. Instead, Chronicle focused on the websites and blogs that

were most relevant to the publisher, keeping in mind the genres that Chronicle

publishes and the needs ofspecific titles.

102 Additional metrics that are commonly available to measure the effectiveness of online advertis­
Ing include post-click conversions, view-through conversions, interaction times, cost per conver­
sion, and frequency-to-conversion ratio. For more infannation, see 3G Marketing on the Internet by
Susan Sweeney, Andy Maclellan, and Ed Dorey, 50-51, 143.
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Finally, a question worth considering-how does a publisher go about ap­

proaching blogs for non-advertising promotional opportunities without

upsetting a blogger with an overly sales-oriented approach? As will be discussed

in the next section, publishers need to be sensitive to the fact that a number of

bloggers view themselves as being non-typical sources of information outside

the influence of corporate sponsors and mainstream media, even those blogs

that accept some level of advertising.

Best Practices for Blog Outreach and Online Advertising: As practiced by

Chronicle, approaching bloggers with potential editorial content should be

done with some amount of sensitivity, and only when the blog is suitable for

the content being proposed. Similarly, comments on blogs should only be made

in relevant threads, and publishers should shy away from making remarks to

promote tides, sales, or other matters that may not be of interest to a good

portion of the readers of the blog, or risk turning off a number of people and

making possible enemies in the blogging community. Although I would not

recommend the distribution of a promised code of conduct to the bloggers

(establishing appropriate behavior for publishers in their outreach efforts),

which might come off as too corporate or mainstream, creating an unofficial

internal code of conduct to be followed when contacting websites and bloggers

can be useful to ensure that employees involved in such practices are coming

from the same direction and with similar objectives. 103

Anumber of established tactics and strategies may be used to improve the ef·

fectiveness of online ad campaigns. In the article "Best Practices for Optimizing

Web Advertising Effectiveness," Rick E. Burner and Marissa Gluck recommend

adopting a disciplined framework for managing campaigns. As with the use

of other online marketing tools, it is important to set clear objectives, identify

an audience and target with appropriate content, and reassess and optimize

practices using new information.104 Chronicle follows these suggestions by ad·

vertising to appropriate audiences, in addition to tracking CTRs and other

data to evaluate advertising campaigns. To track branding, Chronicle and other

publishers can measure view-throughs by using cookies. If someone exposed to

103 For a discussion ot how those seeking publicity should approach bloggers and what might be
included in a code ot conduct, see the public relation firm Ogilvy PR's blog postings on the mat­
ter: http://blag.ogilvypr.comnp=243 and http://blog.ogilvypr.comnp=244.

104 Holly Berkley, the author ot Marketing in the New Media, recognizes the importance ot targeting
a company's message to the appropriate audience to ensure effective online advertising cam­
paigns. She never recommends that clients purchase run-ot-site ads, but instead suggests plac­
ing ads on a page that complements their product. Of course, smaller blogs or sites with a clearer
focus may be appropriate tor ads on multiple pages, but the message is clear: make sure that the
placement ot your ad is appropriate tor what you are trying to promote. Further, studies Indicate
the importance of publishers choosing sites with a strong following by their target aUdience, since
placing ads on already trusted websites creates trust in the advertised brand. See Holly Berkley,
Marketing in the New Media, 58-59.
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an ad later visits the advertiser's site, the person can be recognized by the cookie

and the time of visit can be determined through ad serving logS.105 Publishers

that advertise should also consider the reach of their campaign (the number of

different people that view the ad) and the exposure of the campaign (the num­

ber of exposures to the advertisement per person). Conventional wisdom is that

four to seven exposures are optimal, and the effectiveness ofadvertising declines

with excessive exposure. For further discussion on reach and exposure, please

see the aforementioned article by Burner and Gluck. 106

Closing Comments

The online marketing achievements of Chronicle are substantial and the publish­

er's web features are impressive. Chronicle's website is easy to navigate, visually

appealing, and content-filled, providing readers with a number of ways to learn

about Chronicle titles; the website features a video library, podcasts, company

blog, and peer review forum. Further, marketing managers regularly advertise

online, and publicists promote titles via blogs and web tie-ins to their titles.

Abroad range of online practices are implemented at Chronicle in an attempt to

create significant online exposure. In support of this larger goal, Chron­

icle focuses on a number of sub-strategies, such as building brand and title

recognition with advertising efforts, increasing holiday sales through blog

outreach, and publishing titles with existing web followings. Chronicle is con·

stantly evaluating and reassessing present and long-term strategies.

In line with the scope of Chronicle's marketing objectives and long-term goals,

the company developed a database to record advertising and promotional

opportunities. Chronicle uses the web traffic measuring sites Quantcast and

Compete to better understand the audiences of sites being considered for ad­

vertising or publicity outreach. As discussed in this chapter, the database records

various traffic numbers and assesses websites' overall tone; in some instances,

the database records advertising rates and notes on how to contact bloggers or

website managers. Chronicle may utilize this information when making advertis­

ing decisions or developing blog contact lists for particular titles or genres.

105 Amore basic method of tracking branding Is by evaluating website 1raffic reports. Direct
request indicates when a person types in a URL directly into a web browser. Ahigh percentage of
people visiting a website by direct request con be evidence of strong brand recognition. Another
method to measure branding is to look at keyword searches that leod visitors to a publishers
site-if the name of the publisher is included in the keyword search it also suggests strong brand
awareness. Finally, evaluating the number of retum visitors and repeat customers is a goad tool to
measure brand loyalty. See Holly Berkley, Marketing in the New Media, 147.

106 Rick E. Burner and Marissa Gluck, 'Best Practices for Optimizing Web Advertising Effective­
ness, DoubleClick, http://WWW.doubleclick.com. May 2006 (accessed March 2008).
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CONCLUSION

The Internet has changed how we find information, communicate with peers,

and perform our jobs. Given the major role the Internet plays in our lives, it is

important for publishers to contemplate the use of online marketing tools in

their efforts to reach consumers. The process ofdeciding whether these tools are

appropriate, and if so, which tools are most suitable, should include a consid·

eration of the unique needs of individual companies and the audience they are

trying to reach. Arsenal and Chronicle have both taken the time to consider how

to best reach their audiences online, and both are in the process of developing

online marketing plans appropriate for companies of their size.

Although the number of online marketing tools being used by Arsenal at this

time is somewhat limited, the company believes that online marketing plays an

important role in the publisher's overall campaign to sell books. To establish a

stronger online presence, Arsenal focused on the relaunch of its website before

developing other tools that would drive people to the website. Since the website

redesign, the company has utilized a variety of web-marketing tools to increase

website traffic and generate interest in the company, including email newslet·

ters, online advertising, social networking, and, most recently, blogging.

Social networking sites; a primary focus of Arsenal in 2007, are an im­

portant aspect of marketing online given the immense number of people

that participate. "Today, hundreds of millions of people worldwide belong to

at least one social network," according to Marina Krakovsky, author of "It's
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Who You Know <Or Don't>."107 And as social networking platforms branch

out to become more intricately involved in Internet users' lives, their impor­

tance as a marketing tool will continue to grow. lOS Blake Discher, photographer

and website guru, argues that if you don't have a presence on these sites, "you

can't really say you're doing everything you can to get your name out." 109 At

the same time, simply creating a profile on a social networking site does not

translate to instant success. Publishers that choose to participate in social

networking sites should consider how they are going to use the platform to

reach their target audience, evaluate their success periodically, and partici­

pate often. Arsenal needs to remain dedicated to regular socializing on both

MySpace and Facebook to maintain the company's social networking presence.

There are some aspects of Arsenal's online marketing practices that could be

improved. Beley acknowledges that although there has been general encour­

agement for authors to self-promote through the use of their own web pages

(whether personal websites, social networking profiles, or blogs), greater dis­

cussion could take place on ways for Arsenal to work more closely with au­

thors as they build their web presence, as well as reflection on how to best

use all available web tools together. Another shortfall that came up in my dis­

cussions with Beley is the lack of conversation regarding potential liabilities in

the development of social networking and website policies. Only initial discus­

sions have occurred concerning monitoring social networking. platforms and

practices,u° Finally, while the development of a social networking presence

was great as an initial step, the publisher should swiftly consider how to build

on new connections to establish an online presence and reach target audiences,

and determine how to gauge the success offuture programs and present activities.

Arsenal has started this process with the development of the company blog.

Appropriately, given the sizes of their companies, Chronicle has a more vis­

ible web presence and different approach to online marketing than Arsenal.

Chronicle implements a number of smaller online strategies in support of its

larger goal-to increase exposure to the company via the web in as many ways

107 Morino Krokovsky, 'Irs Who You Know <Or Don't>,' Stanford (July/August 2008).

lOS The partnering of social networking sites with cell phone technology is evidence of the increas­
ing significance of social networking among consumers. See Olga Kharif, 'Social Networking
Goes Mobile,' Business Week, hltp:/Iwww.buslnessweek.comltechnology/contentlmay2oo61
tc20060530_170086.hfm, May 31,2006 (accessed March 8, 2008); and Victoria Shannon,
'Social Networking Moves to the Cellphone,' The New York Times, hltp:llwww.nytimescom/
2008/03l06Itechnology/06wireless.hfml?_r=1&ref=technology&oref=slogin, March 6, 2008
(accessed March 8, 2008).

109 Thorn O'Connor, 'Social Networking: New business Tools to Help Connect to Clients,' ASMP
Bulletin (Spring 2008).

110 Janice Beley, phone interview with author, March 21, 2007; and Janice Beley, email cor­
respondence with author, December 19, 2007.
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as possible. In the past two years, the main objective of the web department has

been to develop company website features, though, presumably, the department

will expend more energy and resources on other web objectives in the future.

Chronicle's website is easy to navigate, visually appealing, and content-filled,

providing readers with a number of ways to learn about Chronicle titles; the

website features a video library, podcasts, a company blog, and peer review fo­

rums. 111 Further, marketing managers regularly advertise online, and publicists

promote tides via blogs and web tie-ins to their titles.

While the online marketing achievements of Chronicle are substantial and

the publisher's web features are sophisticated, Arsenal has a stronger online

author guide. Further, in 2006 and 2007, Arsenal dedicated more attention to

social networking than Chronicle. Arguably, Arsenal and Chronicle have focused

their marketing strategies differently because of company structure and

resources. Rather than create a publisher-wide presence on major social

networking sites, Chronicle's web department initially focused on developing

multimedia website features and providing web-marketing support, while

marketing managers and publicists at Chronicle have focused on promoting

specific tides.

The implementation of a wide variety of online marketing practices raises the

question of whether all efforts are appropriate for the target audience. In the

case of Chronicle, the tools utilized are directed to suitable audiences. For exam­

ple, children's titles are advertised on sites that will reach children or their par­

ents, craft tides are promoted on craft blogs, etc. 112 Moreover, keeping in mind

how large publishers are reaching out to audiences via online marketing and the

typically younger and web-savvy audience that Chronicle's tides appeal to,

Chronicle's participation in a wide variety ofonline platforms is justified. In fact,

in some instances Chronicle should consider broadening the online tools that

are utilized. Given the importance of social networking sites and the appropri­

ateness of using these sites to reach Chronicle's target audiences, the publishing

house should playa more active social networking role in the future. Another

concern is that dispersed efforts can compromise the goal of conveying a con­

sistent brand image across all tools, especially if several different people are

involved in marketing efforts.

111 Chronicle's website features were developed by staff with assistance from outside development
firms. While Arsenal hired assistance when revamping the website, limited funds are available for
outside contractors and Arsenal does not employ in-house web developers.

112 According to Ralph Hancox, an emeritus professional fellow at the Canadian Centre for Studies
In Publishing, strategies that are not directed to appropriate audiences are largely wasted, as they
will likely only reach 'the incidental secondary prospects that are found largely scattered in other
groups and communities.' See Ralph Hancox's Topics in Publishing Management 19.
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Given the scope of Chronicle's marketing objectives and long-term goals, the

development of a database to record advertising and promotional opportuni­

ties appears to be worth the required resources, assuming it is widely used by

marketing and web staff Although the use of Quantcast, Compete, and other

statistical measuring sites may not provide entirely precise outlooks, these sites

may give a general sense of the composition and patterns ofwebsite audiences.

Though smaller publishers may not have the resources to create a database of

blogs and websites, using statistical sites to get abetter sense of traffic and demo­

graphics can still be a beneficial practice in making advertising decisions, or in

researching sites for other promotional opportunities. The difficulties that even

established publishers like Chronicle will face if they choose to maintain and

update adatabase of blogs and websites relate to time and resources. Substantial

research is needed to create a database of significant size, and updating traffic

data could easily fall to the bottom of a list for a person who has other duties. A

publisher may find it makes sense to periodically update the entire database only

once or twice a year, and more regularly update selected websites and blogs that

are being considered for particular promotional opportunities. As with all mar­

keting and publicity considerations, publishers need to constantly re-evaluate,

prioritize, and determine where to dedicate energy and resources.

One purpose of Chronicle's database was to collect information on sites that

would be suitable for online advertising. Publishers may use online ads to

generate interest in a particular title, series of titles, or genre, and to increase

brand awareness. However, while online advertising is still a viable option for

branding efforts, statistics demonstrate that CTRs of standard graphical online

advertisements are declining. When Chronicle has a campaign with low CTRs,

the situation calls for re-evaluation to determine if changes need to be made to

the advertising campaign. Would advertisements be more effective on another

site? Can the ad be modified to draw more interest from readers? Is the expo­

sure for the title or publishing brand worth the costs? Would a less expensive

or free promotional opportunity be as effective? Chronicle may also consider

pooling resources for titles of the same genre to advertise on sites that may

be more expensive but reach the titles' target audiences more effectively.

Online advertising, whether graphical or video based, may present limited

opportunities for smaller publishers due to high costs.

Perhaps most importantly, Chronicle's approach to online marketing is marked

by adaptability, innovation, and constant change. To remain up to date when

new technologies and modes of online communication are regularly appear­

ing, a publisher needs to be constantly moving forward. Both Arsenal and

CONCLUSION

Substantial research
is needed to create
a database of sig­
nificant size, and
updating traffic data
could easily fall to
the bottom of a list
for a person who has
other duties.

50



Chronicle have quickly adopted new technologies and embraced online mar­

keting. While the emphasis of each publisher's online presence will continue

to be influenced by company size, structure, and resources, their openness to

the online medium will assist them as readers' lives become more centered on

technology. Online marketing tools will continue to evolve, and new tools and

practices are bound to appear, probably in the not-too-distant future. As stated

by Terry Brock, columnist for Biz]ournals, the Internet is like "an on-going act,

not something that is stuck and unmovable. It is the ability to connect with

others immediately from anywhere...It is spontaneous and ever-changing."l1l

Remaining open to new ideas, considering the long-term benefits of employees'

efforts, and quickly shifting as new tools become available may be the most

important practices a publisher can adopt to stay current in an ever-changing

online world.

113 Terry Brock, 'Social netwarking and boltom-line business,' BlzJoumals, htlp:/lwww.
bizjoumals.comlbuslness_resourcesltech_andJnnovalion/buslness_advicelsucceeding_
lodayl2oo8/061l6/column518.hlml, June 16, 2008 (accessed July 30, 2008).
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Created by Heritage House Publishing with input from Carolyn Boyd, Included with permission of Heritage House Publishing, 114

114 In addition to interning at Arsenal and Chronicle, I interned at Heritage House Publishing in the summer of 2006. where I helped
establish author blogs and performed editorial duties,
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APPENDIX TWO
Design ojRelmmclJed flt'senal Pilip Press Website
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Included with permission of Arsenal Pulp Press. I IS

115 Arsenal Pulp Press, 'Arsenal Pulp Press Home Page: Arsenal Pulp Press, http://Www.arsenalpulppress,cam (accessed January
22,2008).
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APPENDIX THREE
A.rsel1al Pulp Press Facebook Profile

Ar5cenal Pulp Press
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Included with permission of Facebook and Arsenal Pulp Press,ll6

116 Arsenal Pulp Press, 'Facebaak I Arsenal Pulp Press: Facebook, http://www.faceboak.carnJgraup,php?gid=2353427989 (accessed
January, 22, 2008),
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Site
Type Description

APPENDIX FOUR
Sample of Chronicle Books' Database
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APPENDICES
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-continued from previous page-

QuantCilst Stats Compete Stats

Site Statistics
Summer 2007 Stats

Additional Information

Monthly
UnlQues URL of Slats PaCie

ViSitors

M....M6

109,172 http://lWI'W.quentCilSt.com/151,567
apartmenttherapy.com

121% 48% 2:35
minutes

28''\' -15% Ihttp://www.ap.rtmenttherapy.com/ny/$links/from·"t­
san·franciscoour-other-slte-th.t-covers-the·bay-.re.­
'025960 - feature on new bUilding Chronicle Books 1$
housed In .
http://nursery.apartmenttherapy.com/nurseryIbooks­
guldes·resources/O!'9MiC·b.by·slmpl....steps·for.healthy·
Iiving.025381 • This is the second time apartment
therapy postell about chronicle books, this time It was in
the nursery seetlon. It links to the pollcas! and the
Chronicle Books webs.ite,

3,an http://www.quantcast.Cortl/
eraftlog,org

10,238 169°,4> 224% 1:11
minutes

80% -32% Ice contacted regaollng advertising opportunities on
10/30.

180,185 • hltp:llwww.quantcast.coml 57.191 .-4% 268% 1:50 0.4% -4% IAdvertlslng Inform.tlon aV.ilable ot:
glol>al: craftllne.com minutes http://craftzine.com/advert;se/onIIne~ pees,

245,043
Advertising available through Federated Medl.:
300 x 250 (rectangle) • $lB.OOCP~', 60,000 Impressions
- $1,080
L..,dNboard - U9.00CPM, 60,000 Impressions' $1,140
Leaderboard • $l9.00CPM. 100,000 Impressions·
$l.~O~

AdvertisIng also avall.able 0" the craft zlne newsletter.
For advertising saies inform.tion, cont.ct:
Dan WoodS
AS$OCiate PUblisher

I
37.915 http://www.quantcast.col'll/ 33,266 23% -34010 9:15 -5% 65%

janome.com minute;

I
Created by Carolyn Boyd for Chronicle Books.
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APPENDIX FIVE
Quantcast Statistics

HOME OURaLOG WHAT IS QllANTCAST? LOGIN

Ichlen cl~buo $ cern -=:=J -0 11 ..

chronjcl~books,cofl.1 (rank 40,977)

~==~~ Art. ar¢hltectura, and photography, fiction, travel, pop cullure. and childrens books publisher.
[Description from dmoz]

This site reaches approxima~ly 55;588 U,S. monthly uniques. The site attracts a more educated, more
female audience.The typical visitor shops at Barnes & Noble and reads Woman's Day.
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Affinity
1.1x

Toys
Parent,s"C-hlJd
Toys OR" Us

Books
~8.1\Ioble

Wornel1
Womail'sDay
MUage
U1d1es Momo Journal

Similar A~d.iOnc~

Site
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·b~UlY'Usa.com
I([litljilg~,~

nTOretlouscfarm:wm
lJS.pet'iguingroiJp:.oom
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ki1Jllii1iI~Jjxlm
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~mCi!!rltratoom
magllill/S.COfll
~ijir"oom

~llSlder:CXlm
kniUlSlXQm
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toYt!ii'eo!o!y',oom
~"l .
jeW{aq;~
kn/tW;eoln

f00 = !Memet'Average

r--*--'
c~

Gender
Tl.ena e .ut:: ( 111~

csll/mm!!
Get·duaotifoed tosee.~
accurate'resu~s

Monthly U.S.Uniques

, • 1

~J
!

l~-'"
I.-­

~t~

fE:>!,mat~dM~n1h!y:Ul'ilqUes. J
IU.S. 5S.588I

Included with permission of Quontcost. 117

117 Quantcasl, 'chrofliclebooks.com, ° Quantcast, http://www.quantcast.com/chroniclebooks.com (accessed January 22, 2008).
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