REPORT FROM THE ABA DIGITAL CATALOG TASK FORCE MEETING

AUGUST 22 –23, 2008

SAN FRANCISCO, CA

Booksellers in attendance:

· Joe Foster, Maria’s Bookshop, Durango, CO

· Carole Horne, Harvard Book Store, Cambridge, MA 

· Arsen Kashkashian, Boulder Book Store, Boulder, CO

· Cathy Langer, Tattered Cover, Denver, CO  (ABA Board Member)

· Barry Rossnick, Books Inc., San Francisco, CA

· Gayle Shanks, Changing Hands Bookstore, Tempe, AZ  (ABA President)

· Michael Tucker, Books Inc., San Francisco, CA  (ABA Vice President)

· Ken White, San Francisco State University Bookstore, San Francisco, CA (ABA Board Member)

· Ty Wilson, Copperfield’s Books, Healdsburg, CA

· Paul Yamazaki, City Lights Bookstore, San Francisco, CA

ABA Staff in attendance:

· Avin Mark Domnitz, CEO

· Mark Nichols, Senior Director, Publisher Initiatives

· Jamie Rogers, Education Coordinator

Goals of the Task Force:

1. To determine what core functions a publisher's digital catalog must perform to be useful to independent booksellers.

2. To discuss flexibility and customization based on individual buyer's needs, accommodating diversity to the maximum degree possible 
3. To identify what additional "bells and whistles" might be added at some point in the future.
Goal 1: Core Functionalities

1. The presentation of data should be simple and clean so that the systems in place do not slow down the process of the buy.  This should take into consideration those systems that are on “dial-up”, in which case a text-only option should be available.  Additionally, the option of receiving a printed catalog should remain on a print-to-order basis.

2. Certain areas of the catalog should be accessible by log-in code with the buyer/administrator able to control who sees what data and when; “read only” format vs. the ability to annotate. 

3. A “shopping cart” function should be included for buyers to enter order quantity, with accommodations for multiple store locations.  Publishers should also provide a physical order form (8 – 12 titles per page) with basic information for data entry and sufficient room for multiple quantities and notes.

4. The following data for each book should be included and be able to be copied, not simply presented as a pdf:
a. Title, subtitle
b. Author(s), illustrator(s), with short biography, previous titles with ISBNs, home information
c. Both ISBN-10 and ISBN-13 notations
d. Imprint, editor
e. Price (preferably U.S. price only, eliminating Canadian price information)
f. Page count, trim size, illustrations, carton quantity
g. Format, especially as pertains to children’s titles: picture book, board book, novelty 
h. Publication date, special laydown information
i. Jacket image
j. BISAC code(s)
k. Keynote description of contents
6.   The buyer should have the ability to select particular fields from the above list to produce specific reports in some sortable format for print out and/or to be able to share electronically with other store personnel.  These reports should be able to be saved and stored as templates to carry information from season to season, publisher to publisher.

7.   By accessing some form of notes field, the buyer should be able to make annotations with particular marketing ideas, product codes, section codes and other information specific to his or her store(s).  Buyers should be able to “mark up” the catalog pages just as they would a paper catalog.  These notes should be immediately visible when viewing the catalog page, as well as searchable.

8.   Updates to any catalog information should be “flagged” by alerts from the publisher:  “Changes since you last logged in”, with access controlled by the buyer/administrator.

9. Digital catalogs should be accessible through a link from the publisher’s page on the ABA Book Buyers Handbook

10. A sort function is key.  Buyers should be able to sort through the catalog by category, pub date, author, and imprint, along with any specific marketing or other notes they have added (store placement, display plans, potential author requests, etc..)

11. A clickable “read more” option should be available to eliminate scrolling.  This section could include a more thorough description of contents, plot description, and any endorsements received to date. 

Goal 2:  Flexibility and Customization  
1. The full catalog should be presentable in “thumbnail” format with multiple titles per page to facilitate primary choice, with searchable features by category and publication date.

2. Scanable bar code for integration into POS system

3. A clickable marketing tab should include: 

a. Announced 1st print and marketing budget 

b. Confirmed tour and media coverage

c. Link to Above the Treeline sales data on author’s previous titles

d. Available in-store marketing materials (with ability to request directly), and any other pertinent marketing information

e. Available co-op advertising: newsletter, incremental, or other
f. “Rep Pick” or other special notation with additional discount information
g. Available displays with representative photo
4. Subtotals in both units and dollars should be available as the buyer enters quantities, with notification when minimums have been reached.  Total number of units and net cost of the order should also be sortable by month of delivery.

5. Option to print certain pages of the catalog with several (8 – 12) titles per page along with basic title information

Goal 3: “Wish List”Items

1. Using the ONIX feed, development of a single catalog across all publishers, presented by publication month (while maintaining the ability to view data by individual publishers)

2. Downloadable marketing support through the catalog:

a. Author photograph

b. High-resolution images of book jacket and/or a link to a URL on the publisher’s website for images

c. Videos

d. Audio

e. Point-of-purchase materials

f. Links to other media coverage

3. Publisher-developed store profiles based on sales history for use in budget analysis and possible suggested buys

4. The ability to request events through the catalog interface

5. The ability for the bookseller to share feedback with publisher using the catalog interface

6. Publisher’s rep notes on the catalog “homepage”, highlighting specific titles of interest to that store before the sales call takes place

7. Uploadable format capable of use with all POS systems

