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Unit 1

Principles and Theories of Publishing Industry

| Text A C'—Commitment, Consistency, Credibility'

Before a publishing company can begin, three critical tenets must be accepted. If

you adhere to all three, you will be well on your way to success. Without any one, your

39

publishing effort will most likely fail. These three critical factors are what I call “C™—cubed

because credibility, which results from merging the attributes of commitment with those of

consistency, is significantly more meaningful and important to a publisher than simply being

a product of the first two. When a publisher is credible it can do and achieve infinitely more

than if it is just consistent in its activities or committed to a goal. Yet without consistency or
commitment, credibility is impossible.
Let’s look at these tenets individually.

Commitment
Before beginning any publishing venture, you must be committed to seeing it through

some very rough time, from start-up through continual daily crises. You must initially be
committed to:
e funding the enterprise yourself or through loans;
e developing your editorial concept and niche’ or fulfilling your organizational mission;
e progressing on a regular schedule;
e producing quality products that your target audience wants at a price it can afford;
e marketing your product and getting the word out about it;

e excellent fulfillment and customer service.
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Commitment applies to many factors you will face. And many will probably think you

should be committed as well!

Consistency
Whether you plan on being a trade, professional, direct response, academic, or religious

publisher, whether for profit or not-for-profit, consistency is critical. Each type of publishing

runs on a seasonal basis, which you as a publisher must recognize and adhere to if you want

to be a successful member of that community. It does no good to try to bring out books at a

time when they are not needed or when they are least likely to succeed. This is true whether
you are a trade publisher getting books out in time for the coming Christmas or an academic
publishing house getting books out in time for the coming school year.

Whatever your market, you must make sure your program runs on a consistent schedule
so everyone involved knows what is coming and when it is coming. Your company must
acquire books consistently, and they must be produced on a regular schedule that meets the
needs of your vendors and your customers. There must be a consistency to the commitment,
especially on the part of management, who is responsible for funding the program. Without
consistency, chaos results too easily.

Many publishers ask how many books are necessary to ensure their success in the
marketplace. They wonder, “Is there a critical mass of books that must be published to ensure
their recognition and sale within the market?” The answer to this question is simple. It’s not
the number of new books you publish that’s important, but the quality and consistency with
which they are published. That’s the key! If your budget limits you to only two books per
year, that’s fine, as long as you continue to publish at least that number each year. That way
your reps, distributors, wholesale buyers, and retail buyers begin to know you—and begin
to understand your publishing program. If you can publish two books a year well, and do so
on time, providing all the support needed to make each book visible and achieve solid sell-

through via your chosen sales channel, then you will, through consistency, become credible.

Credibility
This trait is the result of successfully coalescing the first two factors. Credibility is the

necessary ingredient large and small publishers strive for, but it is highly elusive. It can be

defined concisely as doing what you say you’re going to do, when you say you’re going to

do it. It implies being honest, open, and just in your dealings with people.
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One reason credibility is so elusive in the publishing process is because events always
seem to comspire to prevent completing projects on time. You may, if you are under-
capitalized (i.e., if you haven’t made a great enough financial commitment), be unable to
produce your book because the printer wants money up front. You may find your authors
don’t deliver their manuscripts on time, jeopardizing your entire program. You may well
find that your printer puts you on press last, because you are a new account, and a small one
at that. You may have an interview or autographing party set up and the author’s plane may
be delayed. These are only a few of the reasons that your credibility can be hurt, and over
which you have little or no control.

Credibility is a fragile trait that is built over time but it is one you ultimately must have
to be successful. To be credible, you must focus on commitment and consistency. With these
two under your belt, credibility will be achieved.

| Notes

1. &K SC¥EH Publishing for Profit — 5.
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| Vocabulary

tenetn. fR45; S RN

. credibility n. f5fE; MfE; FE

. commitment n. BikE; A

. consistency n. Aijfg—%8(; —BH
.niche n. ( Bk ) A FIAT BT
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6. adhere vi. W4F; #E5F

7. vendor n. ( JUFETE LAY ) BEWR; /N

8. trait n. ( JU¥FE AR ) FffE, Frid

9. coalesce v. #:5, 4if; A, AIF

10. elusive adj. MELIHEHEET s MELIRBIM; RS0
11. conspire vi. ( 455 ) 1545, H[FEFE

12. jeopardize ve. {4k T-fafGit; ik, #HFE

13. autograph vt. (4 N\ ) %44

14. fragile adj. M55, MES9H0; ZAEITIER

Translation Exercises: Translate the underlined
sentences in the text into Chinese.

. These three critical factors are what I call “C—cubed because credibility, which results
from merging the attributes of commitment with those of consistency, is significantly more
meaningful and important to a publisher than simply being a product of the first two.

. Whether you plan on being a trade, professional, direct response, academic, or religious
publisher, whether for profit or not-for-profit, consistency is critical. Each type of
publishing runs on a seasonal basis, which you as a publisher must recognize and adhere
to if you want to be a successful member of that community.

. This trait is the result of successfully coalescing the first two factors. Credibility is the
necessary ingredient large and small publishers strive for, but it is highly elusive. It can be
defined concisely as doing what you say you’re going to do, when you say you’re going to

do it. It implies being honest, open, and just in your dealings with people.

| Topics for Discussion

1. According to the author, why are the three tenets (commitment, consistency and credibility)
cubed?
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2. Please briefly explain the three tenets put forward by the author.
3. Do you agree to the author’s point of view that the three tenets are critical to a publishing
company? What other tenets do you think a publishing company must adhere to?

| Text B Book Publishing Industry Theories’

A review of the published literature on the U.S. book industry reveals an intriguing

dichotomy regarding the diverse and often contradictory cultural and commercial mission

of book publishers. Is book publishing solely an intellectual and cultural endeavor? Or is it

intrinsically a business enterprise? This debate has splintered the U.S. book community

ever since the first book” appeared in this nation in 1641.

If questioned, many readers (and perhaps a clear majority) would maintain that the book
is a cultural object, the means by which knowledge is passed from author to reader, from one
generation to the next. Books played a pivotal role and, in many instances, a crucial one in
the intellectual, cultural, and educational life of the human race, and they are not perceived
as a commodity the way coffee, orange juice, and television sets are.

Following this line of thought, books are deemed to be “special” because they allow the
reader to deal intimately with a complex array of ideas and issues, from the highly charged
“beauty and truth” variety that frequently fragments the academic community to vital
information about business or home life. Books also respond to the eclectic entertainment
needs of the U.S. population.

Defenders of the “cultural mission” theory maintain strenuously that society has an

obligation, often bordering on the “sacred,” to ensure that books are published and preserved.

Books and information must be made available to all citizens through the existing channels

of distribution (i.e., bookstores, online, book racks at convenience stores and terminals, etc.)

and the highly prized library system.

A small minority of individuals have insisted that books and all forms of information
should be free (or at least sold at inexpensive prices) and readily available, especially to
individuals in developing or emerging nations (often called “newly industrializing countries,”
NICs) adversely affected by the direct or indirect poisons of prejudice and cultural,

educational, or information “colonialism.” Anthony Smith® pointed out that:
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The Third World has accused the West of cultural domination through its control of the
major news-collecting resources of the world, through the unstinted flow of its cultural
products across the world, and through the financial power of its advertising agencies...
The swamping effect of this vast machinery has transformed the social fabric of the

Third World as it repressed its traditional cultures.

The cultural mission school of thought perceives publishers and editors as gatekeepers,
ascertaining what is important enough to see the light of day as a book and legitimizing
ideas and theories. Publishers and editors “anoint” individuals with a mystical “holy oil” that
transforms writers into published authors. This role is noble and should be (perhaps must be)
free from the binding, and often ignorant, constraints of the world of commerce.

All of these sentiments are inherently true, although somewhat romantic. No one can
deny the significance of an idea (perhaps capitalism or democracy) or a book. Yet should
books and information be “free” (or available at subsidized or below-market prices) while
oil, computers, and finished clothing garments (many of which are produced in NICs) are

v 4
S

available at prices determined by Adam Smith’s” “invisible hand” of the marketplace?

Although publishers and editors are deeply involved in the transmission of knowledge

and perform invaluable gatekeeping functions, publishing has been, is, and is likely to remain

a business, albeit a business that supplies readers with printed or electronic books that

educate, inform, and entertain. Publishers and editors have a fiduciary responsibility to the

owner(s) of the publishing house and to their readers and society. A publisher or editor who
neglects any of these three distinct constituencies fails his or her responsibilities. After all,
the bottom line is that there is a bottom line. However, in reality the debate on the cultural
and commercial nature of book publishing is best served in other more detailed studies.

The study of the book publishing industry is, clearly, an interdisciplinary field, a

marvelous blend of theories developed by historians, literary critics, economists, sociologists,

marketers, and a small but growing number of individuals interested in “the history of the

book.” Two economists, whose primary task was an econometric study of the motion picture
industry, crafted an exceptionally important theory that also enriches our understanding about
publishing. De Vany and Walls, in “Bose-Einstein Dynamic and Adaptive Contracting in the
Motion Picture Industry,” analyzed films; however, they realized that:

Even though the motion picture industry exhibits profoundly the properties we have

modeled, there are many other industries for which the model and statistical methods
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would seem to be appropriate: other entertainment industries such as television, music,

and book publishing might be usefully modeled in the framework we develop here.

Taking the basic concepts and theories of De Vany and Walls and applying them to book
publishing is not an easy task. Yet their essential theses are as follows.

Book publishing is a complex, adaptive, semi-chaotic industry with Bose-Einstein

distribution dynamics, dual-sided uncertainty, and Pareto’ power law characteristics.

Publishing is a business, and its business is the publication of content that entertains,

educates, and informs.

The business’s basic goal is to satisfy the wants and needs of readers, end-users to our
colleagues in economics. If these goals are fulfilled, ideas circulate in the market-place of
ideas, profits are made, taxes are rendered, and editors and publishers (and indeed everyone
else in this rather complex value chain) are paid a decent wage.

Books are fragile products. Although some titles have an exceptionally long backlist
life, far too many books have lives that are unpredictable and brief. The Association of
American Publishers’ (AAP) collects monthly and annual data on book returns. Their
datasets for 2012 revealed that return rates were abominably high. These books failed
to find an audience, and, in all likelihood, they were returned to the publisher to be
pulped.

Star authors and big-budget marketing campaigns guarantee only that a frontlist book
will be placed in a significant number of bookstores, perhaps in window displays, on tables,
on end-caps’, and hopefully face out (rather than spine out) on a shelf. From that point
onward, a new book’s life is like a parachute jump: If the book does not generate sales
quickly, it is dead, pulled from the shelves in perhaps six weeks.

There is stark uncertainty in the book business. Every book is in a tournament fighting
for sales and attention against every other new and backlist book. So book publishing is
geared to adapt, and adapt rather quickly. If a title falters, if exceptional efforts fail to trigger
the sought-after “buzz,” then it is likely that another book garners the attention of sales
representatives and marketing executives, and in this business there is a veritable flood of
new books.

Every book is a new product. Readers discover their preferences and spread information,
both positive and negative, via the “information cascade.” There is dual-sided uncertainty
about every book. An author or editor does not know with any real precision prior to the

publication date whether readers will find and enjoy a specific book, and readers do not know
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