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There’s a lot of talk about creating apps, enhanced eBooks, or ‘transmedia’, on mobile devices.  But what’s got me up at night is not how we can create new versions of our content or how we can develop the next new shiny thing.   My insomnia is caused by a distinct lack of discoverability. 
It’s my job to keep track of all of these mobile innovations, their business models, file formatting, price points, operating systems…and I confess:  I can’t even keep them straight half the time – you guys saw the dozens of devices coming out of CES.  So how do we expect a reader to keep track, and more importantly FIND OUR PRODUCT?

Today, I would like to use my time here to talk about the marketing aspect of our mobile products.  Do me a favor and everyone put on your imaginary reader hat.  

Just imagine a reader sitting in her favorite comfy chair thinking:  “I need a good read.”  She picks up her laptop or phone, opens a browser, and sees:

· iPad, Nook, Kindle, Skiff, Plastic Logic, Sony eReader, Copia, Cool-ER

· iPhone, Android, Blackberry, Nokia

· Blio, Zinio, Kobo, Stanza, Fictionwise, Adobe, Google 

· Subscription Model, Pay with Points, DRM

· $9.99, $129.99, FREE

· ePub, PDF, Mobi, XML

· Download, Share, Tweet, Post, Highlight, Resize Text, Text-to-Speech

· Read with your kids, Read to your kids, Record for your grandkids, Tap the app and give it to your kid in the grocery line to keep them happy and quiet.
Well, now of course she’s overwhelmed.  She picks up her phone, not to read, but to text her best friend: ‘What’re you reading?  Can I just borrow it when you’re done?’  That’s a lost opportunity.
This is an important exercise for all of us in the content business to perform.  We’ve all heard the quip:  ‘If you build it, they won’t come.’  I know I’ve said it myself.  But what’s not so funny is that many content creators say it, but we don’t do anything to change it.

Every app, every book, every blurb on a device is a product and whether we like it or not, each of us has to work just as hard to market our mobile product as we have done with our traditional print offerings.

I’m going to share two stories of two mobile content applications.  The first is a tale of an app that had all the promise to succeed.  

In December 2008, iPhone apps were officially hitting the mainstream and traditional publishers were just starting to experiment.  This app was based on a backlist book of tens of thousands of cocktail recipes.

Based on the very successful slot-machine styled utilities, like Urbanspoon, this app was an interactive recipe finder.  Lock in your liquor, mixer, and drink style; shake to receive a random drink recipe, hand it to your bartender, and watch them spit in your drink.

Price point for this app was over the $2.99 mark, but at that point, so was everything else.  It was a utility, it was interactive, and it had more recipes than anything on the market.  And it made an ice shaker noise!
In its first year, the drink app sold less than 750 units.

Maybe it was price point, maybe the competition was too heavy.  Sure.  But I believe 100% that the lack of a long term marketing strategy, to cut through all that app noise, was the reason it didn’t sell.  The publisher simply believed if they put it out there, it would sell.

The second story I’ll share is from a recent experience I had at a trade show.  Up on stage, there was a very polished presenter.  She showed us a reading platform that boasted ‘anytime, anywhere’ flexibility.  This had my attention right from the get go.  It also featured audio/video elements and the ability for instructional demos to be interwoven with educational text.  Wow.  I was amazed.  It was available on desktops, laptops, phones, you name it.  And they were courting publishers to sign off on providing their content for this new platform.

But what killed me is that it seems they have no marketing strategy.  None.  Beyond a few trade mentions and a press release…that went to trade publications…I’ve seen nothing.  Their own website doesn’t feature this NEW AMAZING THING as a default image on their homepage.  You can wait for it, as the flash refreshes to image number two.

How on Earth do they expect to get discovered??  How is ‘Anytime, Anywhere’ a possibility without putting it in front of the reader?

I also believe we sometimes forget about some essential questions that need answering before promoting our next mobile product:  

1. What’s the strategy behind bringing your new product to your community? Is it supplemental to the print project?  Can you leverage the print publicity to boost your digital version?  How is your website a part of your promotion?

2. How are you going to measure your success? Is it breaking even?  Is it in the number of downloads?  Is it in the amount of ‘buzz’ your product has created?  

3. And the hardest question, which actually should be asked before you even begin creating your product….Is your audience even there?!  Do they want it?!  Or are we putting it out there because we can?  There’s a danger of ‘me too’ publishing, even in the mobile space.

Don’t let my criticisms cloud the fact that I am so incredibly excited to live in a time where so much innovation is happening to one of the oldest forms of communication in history.  And for the record, I believe there’s room for both print and digital formats – it’s never that black and white.  But, my message is this:  if you’re going to put all this effort and money into putting your content on all of these devices, you need to create an aggressive, long term marketing plan to let your reader discover their next read.  If we do it for print, we must do it for mobile.
