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AuthorNet

AuthorNet is an online facility where Cambridge authors can view their
royalty statements; access information about all stages of the publishing
process, including guidelines for initial submission; and order books online
— at discounts of 40% off their own books, 30% off any other Cambridge
books and 20% off journals subscriptions. We are also using AuthorNet to
provide you with simple tools and resources that help you get more involved
with the promotion of your book.

Log in at www.cambridge.org/authornet
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Engineering publishing

Cambridge University Press advances learning, knowledge and research
worldwide; it is one of the largest and most prestigious academic and
professional publishers in the world.

Engineering publishing at Cambridge University Press blends academic rigour
and expertise with long experience of college and practitioner publishing in
the context of a stable, ethical, global organization. The editorial programme
is built around a carefully-chosen, coherent set of disciplines, focused on such
areas as communications, signal processing, device technology, biomedical
engineering, and aerospace engineering. Our list of authors, drawn from
around the world, includes many fellows of the IEEE, members of the US
National Academy and fellows of the Royal Academy of Engineering.



Our authors benefit from our careful process of peer review, the engagement
of respected academic and professional editorial advisors, and our seamlessly-
integrated editorial, production and marketing team.

Cambridge University Press is always swift to embrace new publishing
technology. In our printing operations this means we can keep books
available through short-run digital printing, and at the same time minimize our
environmental impact by making them accessible electronically. In the area

of electronic publishing, we offer major journals such as the Journal of Fluid
Mechanics, (together with an archive of all back issues, comprising 200,000
pages) and Robotica, as part of our Cambridge Journals Online platform, while
making our new books available in electronic form alongside print.

As a not-for-profit publisher, we use any financial surplus to develop our future
publishing. Because Cambridge markets and distributes books worldwide,
Cambridge engineering titles can be found in classrooms, research institutions
and engineering companies around the globe.
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Cambridge sales and marketing

The sales and marketing team in Cambridge promotes your book to customers
throughout the United Kingdom, Europe, the Middle East and Africa.

Our extensive, dedicated and professional sales network ensures that your
book is represented to every appropriate bookstore in the region, is readily
available to order online and is extensively profiled to academic, research
and corporate libraries. Our multi-lingual team makes regular personal calls
on key accounts, specialist distributors and smaller academic retailers. They
have an unparalleled reputation for excellence and service and were recently
voted the most supportive sales team in the industry by the Academic,
Professional and Specialist Booksellers Group of the Booksellers Association
of the UK and Ireland.
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Targeted campus sales calls are a core part of the promotional strategy for
our key textbooks. Our Higher Education sales team promotes appropriate
titles by making focused personal contact with course leaders and lecturers
in order to help with their teaching requirements and to influence their
adoption decisions.

Traditionally, the most effective ways to market academic books have been
direct mail, academic exhibitions and reviews; today, we are making ever-
increasing use of electronic media, not just to reach our existing customers
as effectively as possible, but to bring your book to the attention of a wider
community of prospective buyers.



Direct marketing

Your book will be included in all appropriate direct mail activity, including
relevant subject catalogues. All of our direct mail is sent to a wide range
of focused prospects — academics and professionals in relevant disciplines,
librarians, agents, booksellers and media contacts. We have our own
database of several hundred thousand people across all subjects in the
UK and Europe alone, and we make use of relevant third-party address
lists. Such third-party lists include appropriate associations, societies and
technical magazines, as well as list providers. We use direct e-marketing
activity such as e-mail campaigns, postings on relevant sites and listservs
and announcements in appropriate e-newsletters.

Publication will also be announced in our regular new title e-alerts service
(www.cambridge.org/alerts). This is proving a popular service and will

help drive sales and awareness of your book.
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Web marketing

The ability for people to find your book on the web has rapidly become

one of the most important factors in determining its success. Cambridge
University Press regularly attracts more visitors to its websites than any other
academic publisher, and our online shop routinely sells more than £ 1million
of academic books directly to customers each year.

We work closely with internet retailers and search engines to promote the
titles on our lists. As part of the promotion of your book, a sample extract
will be posted on Cambridge's websites (www.cambridge.org). To improve
the visibility of the books we publish, we are also actively participating in

5 www.cambridge.org/authornet

the most important new search initiatives, namely Google Book Search and
Amazon Search Inside the Book. We are already developing content for the
Microsoft Windows Live Academic application. No other publishers’ books
are so well represented on the web.



Reviews

The UK and Europe marketing team will send your book for review to the
most appropriate academic journals and publications.

In the UK and Europe, reviews often do not appear until some time after
publication. We find that this can in fact help with the continuing promotion
and sale of books. If we receive review offprints, we aim to use relevant
positive comments and quotes on our website and elsewhere as part of the
continuing marketing of your book. Please send us any reviews you see.

We work very hard on our relationship with journal review editors in the
UK and Europe: we regularly send them catalogues of new books; many
subscribe to our monthly new title e-mail alert; and we have developed

a dedicated secure website where they can order new books directly for
review. We work closely with the national media to promote titles of topical
general interest in the UK and Europe. We receive very many requests from
them for titles, and we find that such requests are those most likely to result
in a printed review. We always work directly with those journal editors
responsible for commissioning reviews rather than with individual potential
reviewers.
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