


advance. Selling on-line adver-

ple buy advertsing space.”

At the. University of :
Alabama, systems program-
mer Darren Evans-Young got |
around university red tape with
a simple decision: He chose
not to charge a rental fee !

for ads posted on his IBM |

mainframe list. When Sift
approached him, he was ini-

tially skeptical about running
ads. Butafter polling his mem- !
bership, he discovered that :
“most of them feel short

5 _ nes . Will universities
tising space is not within our

current framework of possi- 500n bC SCHjllg

bility, but I den’t want to rule i access to on-line

it out. After all, we publish

print magazines inwhichpeo- | discussion lists?

as long as they’re not too fre-

quent.” There’s one more
restriction. “If the ad doesnot :
pertain directly to IBM main- :
frames, I will not allow it,” !
says Evans-Young. “That |
: would just get the readership :
: madat me. ] don’twant twelve :
hundred subscribers sending

me personal e-mail.”
Even as the rules for e-mail

advertising sort themselves

i our, academic publishers are |
. bypassing middlemen like Sift
. and attempting to reach dis- ©
. cussion-list
: directly. The MIT Press began
i experimenting with the :
i medium abour three years
advertisements are reasonable,

subscribers

on-line humanities and social
sciences network H-Net. But,
he says, he cuts out “classic
advertising materials, testi-
monials, Blurbs, and so forth.”

MIT Press publicists now
post e-promotions by the hun-

! ago, according to promo- | dreds. And most lists accepr
: tion manager Gita Manakrala. |
“It tends to be useful in i
research areas thatare newor :
not fully formed so that you :
can’t advertise in a profes- ;
sicnal journal or at a meet-
ing,” she says. University press
notices are one kind of ad that
strikes list owners as benign.
{ “We want people to know :
i when books are published,” :
says Seth Wigderson of the :

them withour charging a fee,
though that may change. For
now, at least, the press prefers
not to call what it does adver-
tising. “It’s written as an
announcement,” explains a
publicity assistant. “It’s more
matter-of-fact in tone. People
on listservs. are just not
attracted to something that

: sounds really sales-y.”
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