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The Problem: 
FAILURE RATE IS  

TOO HIGH  



Our	  market	  is	  being	  

flooded	  with	  too	  many	  

carelessly	  published	  
books	  



Can	  we	  op>mize	  each	  book?	  	  
•  Minimize	  its	  risk	  of	  failure	  

•  Maximize	  ROI	  



data-driven 
decision-making 



more efficiently build what 
your readers (users)  

actually want 



Dozens	  of	  crucial	  decisions	  	  

Title	  	  

Cover	  	  

Posi>oning	  	  

Price	  

Pub	  	  
Date	  	  	  Promo>ons	  



Licensing	  &	  
Administra;on	  

Content	  
Development	  

Copyedit	  and	  
Proofread	  

Trademark/	  
Copyright	  protec;on	  

Accoun;ng;	  
Royal;es	  

Physical	  &	  Digital	  
Warehousing	  

Physical	  Distribu;on	  

Prin;ng/	  
Manufacturing	  

Trade	  Shows	  

Retail	  Marke;ng	  
and	  Sales	  

Crea;on	  of	  content	  
portable	  files	  

Posi;oning	  

Content	  Design	  

Digital	  Distribu;on	  

Author	  branding	  &	  	  
career	  development	  

eCommerce	  
Administra;on	  

PR,	  Marke;ng	  
and	  Adver;sing	  

Niche	  community	  
building	  

Crea;ve	  Partner	  

what  
book publishers do 

	  
Cultural	  Filter	  

	  



100’s	  of	  smaller	  ones	  	  



Comps	  	  





inexpensive	  tools—	  
available	  to	  every	  

publisher	  



data	  is	  beKer	  than	  
your	  gut.	  



1.	  Development	  	  

2.	  Produc>on	  and	  Distribu>on	  	  

3.	  Sales	  and	  Marke>ng	  	  

	  

data-‐driven	  decision-‐making	  



[1.	  Development]	  	  



A.	  GeTng	  the	  right	  Title	  	  



Crea%ng	  Your	  Own	  Future	  	  





1.	  The	  Invisible	  Truth	  of	  Being	  Me	  

2.	  My	  Own	  Worst	  Enemy	  

3.	  Flir>ng	  is	  a	  Superpower	  

4.	  Love	  in	  the	  Time	  of	  Supervillains	  

5.	  Don’t	  Mess	  With	  Geek	  Girls	  

6.	  Geek	  Girls	  Rule	  	  





3.	  Buy	  Google	  ads	  	  



B.	  Posi>oning	  the	  book	  to	  

reach	  its	  readers	  	  







What’s	  the	  data?	  
1.   Blog	  post	  
2.   Surveys	  
3.   Adver>sing	  
4.   &	  more	  



[2.	  Produc>on	  and	  Distribu>on]	  	  



A.	  Providing	  a	  great	  COVER	  



Average	  #	  of	  covers	  
designed	  per	  book=	  17	  



So	  how	  do	  we	  decide…	  







data	  needs	  skilled	  
interpreta>on	  











We	  can	  even	  advance	  
sell	  books	  with	  
different	  covers	  	  



Other	  decisions	  that	  we	  can	  now	  
obtain	  data	  about:	  	  

B.	  Format—	  p-‐book	  formats	  and	  e-‐book	  
formats	  	  

C.	  Timing—	  when	  is	  the	  best	  >me	  to	  release	  
this	  book?	  	  



College Success Sales Cycle 
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S…



[3.	  Sales	  and	  
Marke>ng]	  	  



Providing	  customer	  feedback	  
trade	  shows	  now	  have	  add’l	  purpose…	  





Hot	  spots	  	  





Pricing	  	  



Promo>ons	  	  



Metadata	  	  



Retail	  partners	  	  



From	  the	  weekly	  top	  50	  sales	  report:	  

•  Sleepers	  	  	  	  	  	  	  
•  Customer	  misses	  
•  Trends	  
•  POS	  
•  Marke>ng/publicity	  results	  	  
	  	  
	  



[data-‐driven	  book	  publishing]	  



Dozens	  of	  crucial	  decisions	  	  

Title	  	  

Cover	  	  

Posi>oning	  	  

Price	  

Pub	  	  
Date	  	  	  Promo>ons	  



New	  kinds	  of	  skill	  sets	  
for	  book	  publishers	  



From The Lean Startup 

evolu>on	  from	  our	  agile	  model	  



more efficiently build what 
your readers (users)  

actually want 



BeKer	  author	  experience?	  



Support	  authors:	  	  
By	  crea>ng	  beKer	  work	  	  



Support	  authors:	  	  
Providing	  marke>ng	  &	  sales	  	  

in	  addi>on	  to	  their	  own/beyond	  their	  
own	  scope	  



data-driven publishing can 
become a critical advantage 

for publisher of the future 



Thank	  YOU!	  

dominique.raccah@sourcebooks.com	  	  
@draccah	  


