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Abstract:
Traditionally, researching readers has been an elusive process. But a combination
of the political economy of the publishing industry and new digital technologies establish
online collaborative communities around reading in which the construct of Iser’s (1974)
largely invisible “implied reader” is replaced by a visible and vocal reading audience.
Using case studies of two popular fiction series for young readers: The Twilight Saga by
Stephenie Meyer (2005, 2006, 2007, 2008) and The Drake Chronicles by Alyxandra
Harvey (2010) as evidence of such visible audiences, this paper exposes how teens
engage in participatory reading experiences via publishers’ and authors’ interactive
websites and use of social media.
Previously, teachers, librarians, or parents were the primary gatekeepers
responsible for getting literature into the hands of young people. But new interactive
online environments provide publishers with disintermediated spaces in which they can
communicate directly with their target reading audience. Such technologies provide
publishers with transparency on a population that previously was ephemeral and difficult
to reach. In this context, the publishers’ economic model changes and a new political
economy of publishing emerges. In return for access to authors and book-related content
on publishers’ sites, teens contribute their immaterial and affective labor around the
books they love in the forms of peer-to-peer reviewing and marketing, and user-generated
content. Publishers can solicit focus-group-style feedback via online quizzes and Q&A
sessions, which demonstrate evidence of young readers’ likes and dislikes. In addition,
teens’ affective and immaterial labor guides their participation across such corporate sites
creating a loyal, branded readership, which in turn can be used by publishers to market
commodified cultural products back at this population.
Teens’ participation provides rich evidence of reader preferences, engagement,
and a record of activity. In contributing, young people construct themselves as a visible,
participatory audience, leaving written evidence of their reading via a detritus of content
across publishers’ websites.
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Introduction
Robert McChesney (2013) describes how the political economy of
communication transforms the media industries, and this chapter will address how one
such media industry, publishing, is increasingly using digital technologies to engage
readers in constructing bestsellers. According to John B. Thompson (2010), in the
transnational conglomerate model, in order to remain competitive, publishers must focus
resources on books that could become bestselling cultural commodities. As a result, the
combination of digital technologies and the political economy of the publishing industry,
shifts reader response theory by providing visible examples of young peoples’ reading
experiences.
Traditionally, researching reading has been an elusive process, and reader
response theory helps to uncover some of the perceived relationships between readers and
texts in the print environment. New digital technologies enable online book-related
environments in which readers provide concrete evidence of their taste—while building
virtual communities of visible reading audiences. Three such communities will be
explored herein: 1. peer-to-peer reviewers on Random House’s proprietary Random
Buzzers.com (Randombuzzers.com 2013); 2. An online community of brand readers
centered around TwilightSaga.com (Hachette 2013), a bestselling transmedia
phenomenon; and 3. publisher-created digital extensions of book characters from
Alyxandra Harvey’s (2010) series The Drake Chronicles that seek to engage readers via
the social media platforms which they occupy.
In exploring these sites, this paper attempts to demonstrate how we have moved
from communities of “implied readers” (Iser 1974) to online communities of
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participating reading audiences that cross geographic boundaries, unite readers around
common reading interests, and display concrete evidence of how readers (and authors and
publishers) engage with texts.
Reader response theorists who tackled reading in print formats include Wolfgang
Iser, whose “implied reader” (1974) is the reader that an author expects to encounter: a
reader who is pure, unbiased, uninfluenced, unlike the actual (and mostly invisible)
reader who encounters a text. Louise Rosenblatt (1978) considered reading to be a
transaction between the reader and the text, and saw reading as a continuum residing
between aesthetic texts (those written for pleasure or beauty) and efferent texts (those
written as informational texts). Digital formats shift these definitions, as now, aesthetic
texts blur with efferent texts, as hyperlinks allow a reader of a novel to seek information
(for example, Alyxandra Harvey includes pronunciation guides to character names in
electronic versions of The Drake Chronicles). Stanley Fish (1980) who studied
professional, academic readers, described how readers’ own background, beliefs, and
experiences cohere with their own understanding and interpretation of texts. Interpretive
communities (which were not necessarily physical communities) are directly related to
what a reader brings to a text.
Janice Radway’s (1984) work Reading the Romance provides an interesting
analog counterpart to studies of online reading communities. Using questionnaires and
interviews, Radway conducted an in-depth study of sixteen women customers of a
particular bookstore owned by “Dot,” in “Smithtown.” In an attempt to understand their
reading preferences for the lowbrow literature of romance novels, Radway interviewed
the women about their reading histories—from their favorite childhood books, to their
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knowledge of romance novels, to information about their leisure patterns. Arguably,
Dot’s newsletters served as an ur blog for her readers, informing them about the latest
developments in the genre. Publishers (of romance novels) would send her galleys to
review, and her recommendations would lead to purchases by customers who trusted her
opinions. This model was laborious on part of publishers: they would have to seek out
those key booksellers like Dot, send them Advance Review Copies (ARCs) of books
ahead of publication, and hope for favorable reviews that would translate into sales of
books. Now publishers use online services such as NetGalley (NetGalley 2013) to
distribute texts electronically to professional readers ahead of publication, and materials
are reviewed on peer-to-peer sites as will be discussed below.
While the subjects all bought books at Dot’s bookstore, and presumably used her
newsletter for recommendations of new books, the women did not actually know each
other ahead of the study. As a bookseller making selections and recommendations for her
customers, Dot served as a mediator, much like adult gatekeepers including librarians,
teachers, parents, and booksellers have traditionally served as mediators in the case of
young adult literature prior to the age of digital reading technologies. The Internet,
however, allows for removal of a layer of gatekeeping, as will be discussed in the next
section.
Disintermediated reading spaces
Tiziana Terranova (2007) argues that the Internet is a site of “disintermediation”
(p. 34) that eliminates the middleman, who in the case of books is the librarian or
bookseller. Publisher-based websites for teens serve as such sites of disintermediation, as
they remove a layer of gatekeepers (librarians, teachers, parents, and booksellers) who
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have traditionally resided between books and the teens who read them, disrupting the
traditional means of dissemination of books to young people that have been in place since
the beginning of the 20th century.
In the case of publishers’ websites, teens’ affective labor creates an excellent
source of surplus labor comprised of free consumer research, peer-to-peer reviewing,
marketing, and even content creation. Maurizio Lazzarato (2012) describes such labor as
work which “involves a series of activities that are not normally recognized as ‘work’—
in other words, the kinds of activities involved in defining and fixing cultural and artistic
standards, fashions, tastes, consumer norms, and, more strategically, public opinion”
(132). Coté & Pybus (2007) describe affective labor as being that which manipulates “a
feeling of ease, well-being, satisfaction, excitement or passion . . .” and write that
“historically this labour has been unpaid and has been commonly regarded as ‘women’s
work’” (90). This might explain why the 2007 Pew Institute study found girls to be more
active in creating content than boys, and explains why girls (and women) are the most
dominant participants in online content creation. But perhaps it also connects to
essentialist views on women: Coté and Pybus write about immaterial labor on MySpace
and other social networks as a form of identity-building, and they write about affective
immaterial labor in the context of caring for Neopets, equating this type of labor
involving “caring and well-being” (para. 7) which connects to the traditional realm of
women’s work as care takers. Terranova (2007) calls those participating in free labor in
the social factory “NetSlaves” (33). If we accept that such labor is being done in the
context of making books, then teens participating on publisher-based sites are performing
the same type of affective, immaterial labor (meaning labor that is done on an unpaid and
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voluntary basis out of a feeling of goodwill), done in this case on the Internet and feeding
into products published through other media channels.
While this type of participation is relatively new in the realm of books and
literature, this type of solicitation of consumer participation has long existed in other
media channels. For example, Mark Andrejevic (2008) describes the Television Without
Pity (TWoP) website where viewer/participants feel empowered, first by having a
creative voice in the direction of the programs, and second by impressing fellow
members of the TWoP community with snarky or pithy comments demonstrating their indepth criticism of particular shows, while the producers benefit from free market
research. The difference here is that solicitation of consumer participation is now
occurring in what has always been considered as what Bourdieu (1984) calls an
inalienable field of cultural production: literature.
Research on audiences argues that the interactivity of “new media” serves to
“disaggregate audiences” (Butsch 2011, 162), but in the case of online sites centered
around books, the reverse is true. An active audience is aggregated via its visible
evidence of participation, as members leave comments, contribute content, and otherwise
leave tangible evidence of its presence. An audience is constructed in part via the detritus
of comments and user-generated content left behind by the participants. One such
disintermediated site is Random House’s Random Buzzers.com site, which will be
described in the next section.
Random Buzzers.com: Disintermediated reviews
Around 2007, most of what was then the Big Seven transnational
conglomerates—which when Penguin and Random House merged in 2013 became the
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Big Six (Bosman 2013) including HarperCollins, Hachette, Macmillan, Penguin Putnam,
Random House, Scholastic Corporation, and Simon & Schuster, had created teen-specific
participatory sites (Martens 2012), enabling a convergence of readers and critics,
supplementing, or even replacing the role of reviewers like Radway’s Dot. The Random
Buzzers (2013) web site was especially sophisticated, as members called “Random
Buzzers” could earn “Buzz Bucks” by posting pictures, answering surveys, taking
quizzes, writing essays, voting, posting comments to a message board, clicking on links
and sending them to friends, emailing and sending instant messages directly from the site,
and ‘recruiting’ friends. A social networking component allows participants to ‘friend’
other reviewers in order to follow their recommendations” (Martens 2012, p. 178).
By spring 2009, a direct discourse between publishers, authors, and teen
consumers had been established on the Random Buzzers and the Twilight Saga websites
(Twilight Saga will be discussed next). Publishers were able to communicate directly
with their readers by building websites which used affect to attract teens by providing
them with access to their favorite books and authors, and provided participants with
agency by soliciting their feedback, advice, and user-generated-content related to books
released by those publishers.
In exchange for their labor, on the Random Buzzers.com site, participants could
earn Buzzbucks, a form of virtual currency, and while this money has no value anywhere
beyond the site’s walls, within the site, it could be exchanged for other Random House
products, including posters, ARCs, and published books, all at a low cost to the publisher.
As a result of the convergence of technology, labor, and the new disintermediated
relationships between publishers and young readers, teens’ book-related labor in online
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environments has become a rich source of information for publishers; and for the last few
years, publishers have been carefully monitoring the web for users’ opinions, feedback,
and content related to the books they publish. By creating proprietary online sites that
emulate and link to what the teens are doing independently on blogs and fan sites,
publishers can create and exploit a venue for affective peer-to-peer marketing, all within
a proprietary digital enclosure (Andrejevic 2007) governed by the site’s rules for
participation. The community of peer-to-peer reviewing that exists on the Random
Buzzers.com site extends the types of book recommendations found in Dot’s newsletter
(Radway 1984) across geographically-distributed communities. Reviews are no longer
limited to literary experts, but are in the hands of the readers, as they build connections
with other readers and create a venue for a visible reading audience in which members
interact with their favorite authors, and with each other via peer-to-peer recommendations
and other activities. Reading participants displayed elite levels of cultural capital within
the overarching genre of young adult literature by posting badges next to their names, and
by the number of reviews submitted (those who post more receive higher-ranked badges),
which in turn redefines our notion of what constitutes a “reading expert.” Now it is not
just a traditional gatekeeper, from a parent, to a trained librarian, to an expert reader
bookseller (like Janice Radway’s “Dot”) who recommends reading material, but instead,
a peer who is certified and validated by the number and rank of badges he or she has
earned. In addition, readers’ contributions and feedback on publishers’ book-related
websites can theoretically be channeled by publishers to create and sell books that are
tailored to readers’ displayed expressions of taste.
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In the print model of romance readers, depending their geographic proximity, fans
could perhaps attend part of a favorite author’s book tour, but in an online community,
readers have access to their favorite authors via interactions such as online question and
answer sessions, thereby not only building a personal connection to their favorite authors,
but also to what Pattee (2006) describes as the literary mode of production, bringing the
readers closer to the production of the books. These online interactions between readers
and authors provide publishers with clear snapshots of readers’ taste. On Random
Buzzers.com, readers are able to get close to their favorite authors as well, via activities
such as “Question of the week” (Random Buzzers 2013). Participants submit questions to
a selected author, and if featured, a reader’s question is highlighted at the front page of
the site. Most likely, the membership on Random Buzzers is far larger than the
subscribers/readers of Dot’s newsletter, and certainly the geographic reach is far wider.
As of April 5, 2012, there were 67,524 Random Buzzers (Martens 2012).1
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  As of 2013, Random Buzzers membership has been extended across social media sites like
Facebook and Pinterest, and a new analysis should be undertaken to see if participation via social media
has exceeded or replaced participation within the original website.
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Figure 1: Random Buzzers Reader-Author Interaction

As shown in Figure 1, author Page Morgan answers a question posted by Pabkins,
and she expresses surprise and delight at having her question picked: “OH My Goodness!
I didn’t even realize my question got picked! Woohoo!” (Pabkins 2013). In addition,
Pabkins earned 25 Buzz Bucks for posting this question. The virtual space provides a
type of proximity to a favorite author, allowing readers to form affective relationships
with the author, the site, and the publisher who enables this contact. Similar goals are
evident in the next site discussed herein: The TwilightSaga.com.
TwilightSaga.com
User input has proven invaluable to publishers in shaping literature produced for
young adults. Websites and blogs are effective vehicles for getting feedback from these
consumers, and publishers are co-opting these models on their own proprietary sites
where teens are actively involved with the books they love. The sites serve to foster an
affective relationship between publishers, who appreciate free consumer research, and
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their reading consumers, who become participating fans of particular books and authors.
Publishers can use the input from their sites to attract and market to other teenagers—
exploiting affect and co-opting teens’ online activity for marketing purposes. According
to the End-User-Licensing-Agreements governing use of the sites, such content can be
used as the site-owners wish, including to create new content.
Online interaction arose broadly around the bestselling Twilight series, in which
the readers themselves initially established a bottom-up, organically constructed, textual
community of fan sites, blogs, and other content that started around what was initially a
monolithic book. As the first book quickly became a bestselling series and acquired an
online community of brand reader fans, it eventually spawned an entire genre of so-called
“teen paranormal romance.” This community was initially comprised not only of readers
of print editions of the books, but also participants in social interaction that extended
from the books onto the web, where readers shared opinions, news, gossip, fan fiction,
and more. In the case of Twilight, the publisher expanded upon this naturally occurring
genre creation, and used the associated textual communities for financial gain. Emulating
material already on the web, Twilight Saga.com was launched in 2007, and gained a
strong following by billing itself as the official site for news and information related to
books and films in the Twilight Saga, and in doing so, channeled individuals’ fan sites
onto its proprietary site.
By 2013, after publication of all four books and the release of all five movies in
the Twilight series, there are still 70 groups within Hachette’s Twilight Saga Site
(Hachette 2013). When Janice Radway conducted her research on Reading the Romance,
Dot, the bookstore owner, was at the center of a community of more-or-less anonymous
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readers who were united around a taste for romance novels, a bookstore, and Dot’s
newsletter. Overall, feedback from readers was limited to conversations Dot had with her
customers, which may or may not have influenced her reviews for publishers. In contrast,
today, feedback can now be received almost effortlessly from globally-distributed fans
who are united around a common fandom and a common language (English), as they
contribute their opinions and content across online participatory sites. As on Random
Buzzers, participants serve as peer-to-peer reviewers (albeit without free ARCs), peer-topeer marketers, providers of free consumer research, and even content—as they
voluntarily upload material ranging from fan fiction, to songs based on the series. Of
course any content that is uploaded by users onto Hachette’s proprietary site is governed
by the site’s End-User Licensing Agreement, which in turn means that site owners
maintain certain rights over user-generated content posted on the site.
The four books in the Twilight series (Amazon.com 2013) appeared between 2005
and 2009 [23], and the five movies between 2008 and 2012 (IMDB.com 2013). The
Twilight series maintained block-buster status for several years. In 2011, Diane Roback
wrote in the trade journal Publishers Weekly that “sales of Twilight books, while still
significant, cooled somewhat last year—just over 8.5 million books sold in 2010 vs. 26.5
million in 2009 and 27.5 million in 2008” (Roback 2011).2 The height of activity on the
site occurred in 2009, with several question and answer (Q&A) sessions in which readers
could post questions that the author, Stephenie Meyer, selected from to answer.3 Despite
the fact that sales of the books, movies and related merchandise are shrinking, site
membership continues to grow. As evidence of the series’ continued popularity, as of
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May 15, 2013, there are 500,276 members on TwilightSaga.com (Hachette 2013), and 70
groups, which represents a slight increase from May of 2012 when there were 499,355
members (Martens 2012).
When the TwilightSaga.com site was created, groups within were modeled after
existing fan sites on the web, and the OlderWomanGroup emulated the online website
TwilightMOMS.com (TwilightMOMS.com 2013) which has since become a commercial
site with sponsored advertising. The OlderWomanGroup (Twilight Saga Older Woman
Group 2013) remains active (posts appeared daily in May 2013), and its 2,339 members
have close parallels to Janice Radway’s romance readers. The group describes itself as
follows:
“It’s more than an obsession . . . It’s a sisterhood” (Twilight Saga Older Woman
Group 2013).
About readers of romance novels, Radway (1984) wrote:
“The romance community then, is not an actual group functioning at the
local level. Rather, it is a huge, ill-defined network composed of readers on the
one hand and authors on the other. Although it performs some of the same
functions carried out by older neighborhood groups, this female community is
mediated by the distances of modern mass publishing. Despite the distance, the
Smithton women feel personally connected to their favorite authors because they
are convinced that these writers know how to make them happy.” (97)
[emphasis by author].
While the “sisterhood” of OlderWomanGroup may feel an affective, personal
relationship with author Stephenie Meyer, in part because of her presence (direct and
indirect) on the site, the real sisterhood is between the group’s members, who are united
as brand readers of Twilight. “Goodwill towards brands. . . has arguably become even
more important in contemporary times” (Jarrett 2003, 344), and exploiting the affective
labor of the consumer is quickly becoming a new strategy for producers. A study of the
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conversations on the group reveals themes of friendship, Twilight fandom, and shared
confessions, as evidenced in Table 1 below.

Table 1. Twilight fandom [NB: spelling and grammar rendered faithfully as on site]. All
comments are from February 13, 2009.
“Name” of
Friendship
Fandom
poster
Dark Star
“Look forward “wonderful Twilight”
to joining in
with
discussions
about the
wonderful
Twilight with
my new friends
in the
OlderWomanG
roup :o)
Bridget

Joanne

Tina

	
  
	
  

“Hope to get to
know lots of
you ladies and
share in the
love that we
have for the
Twilight
Saga!!!”

Confessions
“I’ve never been a part
of a forum or anything
like this before so I’m
a bit nervous”

“…what do you now,
within the first chapter
I was hooked.”

“I am 27 and a mother
of 3 great kids that
keep me busy but I
still find time to get
my Edward and Bella
fix, lol!!”

“I bought a copy of
Teen magazine last
night at the grocery
story . . . Edward and
Bella were on the
cover”

“So nice to know I’m
not the only crazy
older woman around”

“I’m excited to “I just couldn’t get
be among
enough then and still
others who find can’t.”
themselves
obsessed.. and
just plain nuts
over this whole

“I ignored my family
and stayed up till all
hours of the night . . . I
think [my husband]
sees me eyeing the 22
year old hot young
guys. Oh my god what
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series.”

did I admit to……I am
certifiable.”
“My husband rolls his
eyes when he walks by
the computer and sees
my wallpaper.”

tracey
engdahl

“I am so happy
to have these
outlets to
discuss the
phenom that is
Twilight.”

“Saw the movie [for
the fifth time] last
night at the cheap seat
theater . . . I have read
the saga four times.”

Sagamom
ma

“I am glad to
read that I am
not alone!”

I have read the
Twilight Saga (all 4
books) more than 20
times . . . I feel that I
know the characters
personally, and they
are a part of my life.”

“I feel really silly with
the amount of energy I
put towards Twilight.
Everytime my husband
sees me on the
computer or reading a
Twilight book (which
is all the time) he just
smiles and rolls his
eyes . . . I feel like a
teenager again.”

Joi

“Isn’t this
fun!”

“I’ve seen the movie
14 times and I’m
reading the books for
the 2nd time . . . I
spend all my spare
time . . . searching the
internet for updates
about anything
Twilight.”

“OK, were all nuts but
I’m proud of it.”

Participants clearly enjoy identifying with a community of similar tastes, and
sharing in the guilty pleasure of reading (and viewing) Twilight. As seen in Table 1,
women demonstrate a shared sense of community and friendship, from comments like
“were [sic] all nuts but I’m proud of it,” to “So nice to know I’m not the only crazy older
woman around.” In comparison to these posts from the height of the series’ popularity in
2009, today in 2013, aside from the occasional posted picture of the main characters
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“Edward,” “Bella,” and “Jacob,” the conversations on the site have very little to do with
Twilight, and are much more representative of a community of friends catching up with
each other. In between a barrage of Mother’s Day greetings to each other, one such
example, posted by WhyCantEdwardBeReal? (2013), describes returning from a vacation
to Barcelona:
“Hello everyone, doing a quick drive by. Will come back to cmment
later. Barcelona was great w great weather -we are so exhausted tho. Still on
whacked out time. The flight coming home was cancelled so we came home a
day late. Trying to catch up.”4
Clearly, this kind of affective support experienced by a community of brand readers, is
not only possible, but also visible in online communities like Twilight Saga.com. Aside
from the allusion to the lead character Edward in the poster’s username, her [assuming
poster is female] post has absolutely nothing to do with the series. The virtual friendships
that started around the Twilight fan community have grown into real friendships. While
Radway’s romance readers were not part of an actual, tangible community of readers
(physical or digital), she writes:
“… that through romance reading the Smithton women are providing themselves
with another kind of female community capable of rendering the so desperately
needed affective support. This community seems not to operate on an immediate
local level although there are signs, both in Smithton and nationally, that romance
readers are learning the pleasures of regular discussions of books with other
women.” (96).
The affective and immaterial labor by visible readers, which so far has been explored
herein around Random Buzzers.com and The Twilight Saga.com, in the form of peer-topeer reviews, marketing, focus-group research, and user-generated content is expanded
upon by authors and publishers as well. Publishers and authors must also engage in new
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forms of labor, and one such example will be explored in the next section, in which The
Drake Chronicles by Alyxandra Harvey is supported via the author’s own social media
and web presence, but also via the publisher’s social media efforts.

Digital Character Extensions via The Drake Chronicles
Before the Internet, authors of books for young people helped to promote their
own books by going on book tours, school visits, and attending author signings, and this
continues to be a major way of marketing books—especially those by top-selling authors.
But in the new political economy of the publishing industry, technological innovations
mean that marketing has moved beyond being directed mainly by the publishing
company, and is now considered a collaborative, community effort between marketers,
authors, and readers. In terms of authors, social media enables a larger than ever focus on
Do-It-Yourself (DIY) marketing. Alyxandra Harvey, author of the Drake Chronicles
series, is one such engaged author, maintaining an extensive web presence via her
website, Alyxandra Harvey.com. Readers are able to post questions to her in different
places on the site, and she 5 answers many of them. Questions on the Frequently Asked
Questions (FAQ) portion often have formulaic answers that defer to her publisher:
Table #2: Alyxandra Harvey’s Q&A (Harvey Appearances 2013)
Questions

Answers

Q: Will you come to my
town/school?

A: I can only go where I am invited and where my
awesome publishers can send me… but let them
know where you are, it never hurts to ask!”

Q: Will there be a Haunting

A: Haunting Violet is currently a standalone novel.
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That said, I wrote a sequel for my own enjoyment, so
the possibility is there. It depends on publishers and
reader demand, I suppose. So if you want it, let
Bloomsbury/ Walker &Co know! and make sure to
let your local bookshops know you want to read
more.

Other questions, such as those posted under the “Appearances” tab (Harvey
Appearances, 2013) have a more personal tone, featuring informal language and grinning
emoticons, such as the response in Figure 2 below:

Figure 2: In response to a reader asking if she will come to Scotland, Harvey writes:

In addition to Harvey’s own efforts in connecting with fans via her website, in
2011, her publisher’s marketing department (Martens 2012), worked in collaboration
with the author to develop digital extensions of characters via the social media sites
inhabited by readers, such as Facebook and Twitter, and having the characters interact
with each other via status updates and Twitter feeds. Staying in the right voice was a
challenge for the marketers, which they did by keeping books on their desks, and doublechecking how characters’ voices might sound. Recently, a group of MLIS students read
the series. When they analyzed corresponding social media content, they found that often
the voice did not remain consistent. One such example that was criticized was the
character of Solange, who was born into an old vampire family. While her speech is
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formal and old-worldly in the series, the students noticed that on social media, she
suddenly spoke like a contemporary American teenager (Martens 2012).
As evidenced by her enthusiasm, the marketer describing digital campaigns had
enjoyed the creativity of coming up with this supportive storyline, enjoyed assuming the
identities of the fictional characters from The Drake Chronicles and continuing their
storylines via Twitter feeds, and she especially enjoyed watching the teens’ reactions. In
these cases, social media is redefining the workday for marketers, as this work has no
clearly defined schedule or boundary. Twitter feeds and Facebook statuses have to be
updated, and frequently censored for plot “spoilers” or bad language almost around the
clock. While social media sites such as YouTube rely on Amazon Mechanical Turk
(2013) to monitor content, publishers do not appear to be using the same, which means
that the monitoring remains a combination of algorithms that can eliminate bad language,
and constant policing by publishers’ staff.
In creating such online character extensions, the publisher blends fiction with
reality as people become book characters, and book characters come to (virtual) life. The
collaborative community marketing effort, involving publishers’ marketing staff, authors,
and the participating young readers, explicates the new configuration of the field.
In addition to the important participatory elements of marketing with technology,
technology also provides evidence of consumers’ tastes. Whereas teens have traditionally
been an ephemeral and unpredictable market, web analytics allow book marketers to find
out what young readers liked most, including which part of the website most engaged
them (Martens 2012). Surveillance gathered from users via sophisticated web analytic
tools then informs about the content of the books, and also what sorts of activities will be
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developed to promote the books online. By revealing what they are most interested in
(based on information gathered from web analytics), teens become co-creators of the
cultural products made for them.
Publishers have made significant financial investments in digital formats,6 and
there is an assumption on the part of the publishers, that young people enjoy—and even
expect—these multiplatform/transmedia formats.7 The publishers’ and authors’ views
represent the construction of new ideologies on young people’s reading through
technological innovations, compared to the construct of the largely invisible and “implied
reader” (Iser 1974) who existed before.
Conclusion:
This paper has described visible reading audiences within online communities of
readers, from Random Buzzers.com, to the TwilightSaga.com, and the Drake Chronicles,
and demonstrated how technology has allowed a progression from Iser’s (1974) “implied
readers,” blurred the relationship between aesthetic and efferent texts described by
Rosenblatt (1978) and redefined Fish’s (1980) “interpretive communities” to visible
evidence of active audiences of readers who demonstrate their tastes and form
communities around shared interests in books: from laboring as peer-to-peer reviewers, to
brand reading (even in the case of adults sharing embarrassment over reading books
created, ostensibly, for teens). And while such communities of affect benefit readers by
providing them with agency and a personal relationship with the authors, publishers
might benefit most of all, as the large amounts of focus-group-style research, supplied by
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According to the Pew Internet and the American Life Project, as of May 2011, 12 % of adults [over 18] in
US own e-book reader, which is double the number (6%) who owned one six months earlier, in November
2010. Holiday 2010 was the tipping point for e-books and digital readers [41]
7
The fact that adults are buying ebook versions of young adult novels is another reason for publishers to
commit to this format.
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readers completely free-of-charge, theoretically allows them to create the products that
teens want to read (and of course buy). The sites considered here enable much scrutiny of
readers. Beyond the websites and social media platforms of this chapter, the amount of
data about readers that is available via e-reading platforms provides even more visibility
on consumers’ reading habits, and is an important area for future research on reading.
Writing for Digital Book World, Brandhorst (2013) writes: “We’ll be able to tell what a
reader of an e-book is reading at any given instant; how many pages she’s read; where
she dropped off; where, geographically, she’s reading; and what factors influenced her
purchase in the first place. And on and on” Clearly, eReaders present even more visibility
on reading, allowing for a staggering amount of data to be collected about readers, and
pointing to a loss of privacy that would have been unacceptable in the era of print.
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