
  
 

Your Turn: Niche Publishing  
By Kim Pettit  

 

Niche is a word derived from French 

(nicher, to nest) and, before that, Latin 

(nidus, nest). Among the definitions listed at 

Merriam-Webster’s Online Dictionary lists 

http://www.merriam-

webster.com/dictionary/niche the following 

definitions are used in this issue to apply to 

the work we do as publishers: “a place, 

employment, status, or activity for which a 

person or thing is best fitted” and “a 

specialized market.” 

Are you the publisher best fitted for your 

niche? How do you reach niche markets? 

The questions below may help you think 

more deeply about niches and what they 

mean to your company.  

 

FOR GROUP DISCUSSION 

1. Shatzkin argues that “some information 

formerly housed in books is now better 

delivered through electronic media.” Do you 

think this is true for any of the titles or 

genres you publish? What can you offer that 

can help these products better compete 

against new formats?  

2. Shatzkin says “the web … is shifting 

brand power vertically, organizing 

audiences by subject.”  What score would 

you assign to your brand power for each of 

the subjects of the books you list in your 

catalog? Why? 

3. “Push authors to be web-active,” says 

Shatzkin. What strategies do you have in 

place to make this happen?  How do your 

authors market their books? Are there any 

changes you should make to help them be 

more effective promoters?  

4. Fleischner describes Anderson’s “long 

tail” concept as “an inversion in the logic of 

sales graphics, which are based on large 

sales volumes of new products.” But 

publishers do not depend on large sales 

volumes of new products—i.e., the sales of 

new releases. Long-term sustainability 

comes from a strong backlist. How much of 

your inventory is in the long tail?  

5. Mundo Cristao offered free downloads of 

books in the public domain. Is this a 

possibility in your language? What Christian 

works might you be able to use legally, 

without having to spend money on royalties?  

6. Amos argues, “You cannot ignore the 

Majority World, which still depends on 

conventional book trade methodologies.” 

How can you strengthen your relationships 

with the vendors that reach the majority of 

your readers? 

7. Darmani writes, “Sometimes we find 

ourselves involved in niche marketing 

without knowing it,” and gives the example 

of promoting books for youth ministry to 

future pastors. Review your sales efforts in 

the past year. Which ones could be 

characterized as niche marketing? Which 

were most effective?  

8. “In today’s world of networking and 

partnerships,” adds Darmani, “a person 

wears many hats, and those hats can provide 

the niches.” What hats do you wear? Take a 

moment to consider the different niche 

markets you and others on your staff 



represent.  Which of those niches are you 

equipped to reach?   

9. In response to the “avalanche of books 

from the United States and Spain,” Buono 

asks “What will be Certeza Argentina’s 

distinctive contribution to the kingdom?” 

What do you consider your publishing 

houses contribution to be? What is your 

criteria for this assessment? 

10. Pettit cites an article that states 

publishers with high operating margins 

“focus on two key competitive dimensions 

… the ultimate use of content and the 

publisher’s proximity to content.” Discuss 

how your company compares to its 

competitors in these areas.  
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