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Background
	At the beginning of the nineteenth century, a printing press and publishing house was established by the Romm family in Vilna, Lithuania. At its outset, the printing press was intended to serve the needs of the Jewish population on both the local and national level, as with other Jewish presses active in Europe and the Middle East. The press focused first and foremost on printing and selling basic religious literature (prayer books, editions of the Pentateuch, Yom Kippur prayer books, Passover haggadot, and collections of selihot, qinot, and tehinot); scholarly religious literature (the Babylonian Talmud, halakhic literature, interpretiveexegetical and ethical texts); and, to a highly limited extent, belles-lettres (poetry, philosophy, popular science, folk medicine, and history books in Hebrew and Yiddish) and books in other languages, mainly Polish, some of which even included Christian religious content. The press quickly became a leader in its field within the eastern European Jewish sphere. Its success can be attributed to a number of factors, among them the managerial and professional skill of its founders; the fact that, beginning in 1836, it constituted one-half of a duopoly responsible for publishing “Jewish” literature throughout the Russian Empire; and a decree banning the importation of “Jewish” literature into the Empire’s domains. Following the death of David Romm in 1860, the owners and manager of the press selected his young widow, Deborah Romm, to assume management. Deborah Romm was born in 1831 to the Harkavy family in Novogrodek, to the southwest of Vilna. Her mother, Cherna Itta, was the sister of the maskil Matityahu Strashun, and the daughter of one of the most well-knownrenowned scholars in Vilna, Shmuel Strashun. Upon coming of age, she married David Romm, the son of the Vilna publisher and printer Joseph Reuven Romm, and so found herself situated, by dint of marriage, among the economic-social elite of Jewish Vilna. Nevertheless, her position did not necessarily prepare her for the great challenges she would face following the unexpected death of her husband. First and foremost, transferring the administration of a publishing house and press to a woman was hardly a customary or self-evidenceevident procedure, especially not in the social reality of the second half of the nineteenth century – —even though the phenomenon of widows administering publishing houses was not unheard of in the Jewish world.
	As statedmentioned, at the time it was handed over to Deborah Romm, the publishing house was already a business with a relatively broad in scope. Even so, the young window quickly transformed the publishing house and press into one of the largest and most significant Jewish economic initiatives in Europe, and, in fact, the world at large. Soon after positioning herself as headprimary manager of the publishing house, Deborah Romm began to consolidate a business management model according to her own notions. This model was influenced, first and foremost, by the difficult and competitive business environment with which she was forced to contend. In 1863, for example, within a short span of time, several Jewish presses were established, a number in Vilna itself. Moreover, the first two years of the decade were characterized by an economic downtown throughout the Russian Empire, a phenomenon made even worse in the northwest regions in the wake of the 1863 Polish rebellion and the local authorities’ efforts at Russification. In an effort to contend with this complex reality, Romm adopted several processesstrategies, the most significant and decisive of which was the appointment of business advisersadvisors in the commercial-financial and professional realms. With an administrative and professional staff in place, Deborah Romm turned to the formulation of her business strategy, first and foremost by expanding activity through the location of new market segments. I shall elaborate on two of them. The first was the Jewish population belonging to the Hasidic segment. Thus, even though the nearby business and cultural environment was chiefly identified with the anti-Hasidic mitnagdim of eastern European Jewish society, the press printed Hasidic literature, prayer books in the Hasidic SfardSefard and Ha-Ari liturgies, and more. Romm discovered another potential segmentsector in her own backyard – the Jewish community of Vilna. In the second half of the nineteenth century, Jewish society in eastern Europe was undergoing accelerating processes of cultural transformation, the most significant of which was the adoption of the perspective of the Enlightenment by an ever-growing number of population sectors. One of the focal points of the Enlightenment world was the interest in literature in all its forms – belles-lettres, popular science, history, poetry, philosophy, and others. In this light, Romm initiated policies of significant expansion in the printing and sale of non-canonical books, adding to her product line such genres as Maskilic literaturemaskilic and popular literature. This process was carried via, among other things,implemented, through the “adoption” of popular authors, such as Isaac Mayer Dick, Abraham Mapu, and later, Kalman Schulman, Nahum Meir Shaikewitz, and others. As part of this process, and much in the same way it operated in the field of canonical literature, the press located titles with high potential for profit, such as selected essays of the Vilna maskil Mordechai Aaron Ginzburg, and acquired their printing and distribution rights. Furthermore, Romm also responded to the growing demand for books translated from other languages, offering to the reading public a wide selection of the finest world literature in Yiddish and Hebrew translations. In parallel to this, one of the first business processes Rommmoves initiated by Romm was the decision to continue with the printing of the Babylonian Talmud, a project that had begun while the press was still under her husband’s management, only now in two different versions: an “Enhanced Shas” meant for customers who could afford it, and a “Simple Shas” for those of lesser financial means. In the background ofA motivating factor behind this process stoodmove was the need to offer the product at an attractive price, due to the fact that, at the time, ten different editions of the Babylonian Talmud were being produced by the Jewish presses of Europe. This large and varied stock was based not only on the publishing house’s own books, but also the sale of books printed by other presses, and the publishing houses who took advantage of Romm’s broad distribution network in order to sell them.
	One of the central aspects emphasized bymain emphases of the publishing house during the period under Deborah Romm’s management was product quality. Romm instituted policies of meticulousness concerning both the content-related and various graphical aspects of published texts. This policy had three practical aims:
 a) to expand the canonical framework of Talmudic exegetes by integrating a greater number of exegetes into the text, up to “a hundred and three additions [tosafot”; ]”;
b) to print a text free of errors by usingconsulting manuscripts. For this purpose, efforts were made to locate manuscripts in libraries and archives across Europe. ;
c) to be uncompromisingly meticulous viac) to achieve uncompromising levels of precision through repeated proofreading of the printed text.
 To this end, Romm retained the services of the best local scholars, book experts, and Hebrew-language experts, at times by approaching those employed at other presses and offering them higher compensation. Much attention was also devoted to graphical aspects as part of the process of “product design.” A basic comparison of the design of Romm’s edition of the Babylonian Talmud, as well as other canonical works, to that of similar works published by other European presses testifies to this approach. Indeed, it is apparent that Deborah Romm and her staff endeavored to impart a measure of prestige to a select group of their books. The impressive leather binding, the white paper, the large format, the elaborate title pages, and the content-elucidating eye-catching fonts all served to position the volumes of the Babylonian Talmud, the Midrash Rabba, the Shulhan Arukh, and the rest of the standard-bearers of Torah literature in a place of honor within contemporary Jewish book shops. These volumes quickly found a place on the shelves of Jewish study halls and in the homes of the eastern and central European Jewish elite, serving as a testament to the financial and social status of their owners. Against this backdrop, Deborah Romm succeeded in branding the books she printed, especially the “Vilna Shas,” as belonging to a select and unique category without any competition.	Comment by Avraham Kallenbach: מאירות עיניים
	In all things related to her business management, Deborah Romm’s guideline was the preservation of the financial stability of the press and publishing house. In this context, attention should be paid to a number of aspects.business moves. The first is the attempt to limit production costs to the greatest extent possible. Thus, for example, the press was among the first in all of eastern Europe to implement use of the Stereotypestereotype method, which avoided the need for the repeated dismantlement and reinstallation of the press’s forms, which allowedallowing Romm to flood the market with repeated printings of in-demand literature at lower-than-normal prices. Another aspect ofmethod for keeping production costs low was expressed by the concentrationconcentrating of the press’s activity in a single location. Deborah Romm conceived of book publishing as a comprehensive system, beginning with locating manuscripts with economic potential, continuing through the editing, proofreading, and printing stages, and concluding with binding and marketing. On the basis of this conception, sheShe, therefore, did not employ subcontractors, and just as the printing of the books was carried out in the family press, so too waswere all activities connected to binding and marketing. Her lack of dependence on subcontractors also allowed Romm to control the rate of production and adhere to the schedule promised to those who ordered books. And that was not all. In order to maximally exploit the facilities, the knowledge, and the means at its disposal, the publishing house also operated as an agency for the sale of books released by other publishers, thus expanding the scope of its revenues. The meticulousMeticulous financial management was quite evident in the financial agreements reached with the various authors who submitted their works to the “Romm Press.”  Thus, for example, those who had a smaller chance of selling their books were required to self-finance the entire cost of arrangingtype-setting and printing, and sometimes even cover the price of paper, proofreading, and binding.
	An examination of the business model designed by Romm testifies to, among other things, to a customer-oriented management style. Despite the economic power of the publishing house and the renown it garnered over the years, it was clear to Romm that in a competitive market of the kind that developed in the second half of the nineteenth century, it was incumbent upon her to consistently work to expand her customer base. Romm was aware of the fact that wide swathsswathes of eastern European Jewish society saw acquiringconsidered the acquisition of books as a luxury, an; this awareness expressed bywas reflected in the publishing house’s pricing policy. Thus, for example, because of the great distance separating Vilna, the home of the press, and the communities residing to the south of the realmregion, the price of a book sold in Odessa should have been higher than one sold in Vilna, due to shipping costs and local agents’ commissions. Yet the press’s management instructeddetermined that the price of books in Odessa, on the shore of the Black Sea, should be the same as it was in Vilna. Similarly, many potential customers were unable at any given moment to bear the costs of multiple volumes at once, and thus found themselves lacking a complete edition of the Babylonian Talmud. In order to address this issue, it was decided that describerssubscribers who had ordered the inexpensive version of the Talmud would not be asked to make a down payment, as was customary; instead, they would be required to pay for the volumes only upon their arrival. In this context, and as part of a policy of customer retention, the management of the press announced sales in which it was possible to acquire missing volumes at a reduced price. From time to time, the press would even announce “stock liquidations,” which featured, in addition to significant discounts, the opportunity to order books either bound or unbound. In all things related to potential buyers, particularly those who lived far away from the “Jerusalem of Lithuania,” there was a sort of unusual marketing process by which Deborah Romm successfully created an image of a publishing house attentive to the financial difficulties of the Jewish community in the peripheries, and willing to give up on a certain percentage of profits in order to meet its needs.
	Among the most prominent elements of Deborah Romm’s business outlook was her awareness of the great power of mass media, and the use she made of it in an effort to expand the circle of potential customers for the books she published. As part of the advertising policies she initiated, the release of various new volumes was widely advertised in Jewish newspapers. In parallel to newspaper advertising, detailed (and even illustrated) public brochures were sometimes produced to announce the release of a new book. In the case of books belonging to the genre of halakhic or rabbinic literature, certificates of approval from well-known rabbis were also appended. In general, Deborah Romm adopted one of the foundational principles in the modern world of advertising and marketing, namely the need for a constant presence in the media. Thus, during the 1870s, various notices and announcements from the “Widow and Brothers Romm Press” were frequently published atop the pages of the newspapers Hamagid, Hamelitz, Hacarmel, Halevanon, and Hatsfira. In certain instances, it is even possible to discern the precise planning of the advertising process, as, for example, when the same announcement was published multiple times in different newspapers. In this manner, Romm gained maximal exposure from the perspective of both geography and each newspaper’s unique readership. Similarly, Deborah Romm made clever use of media to warn her subscribers against the negative propaganda forwarded by her many competitors.
	Parallel to this, Deborah Romm took pains to preserve the image of her press as an institution attentive to the needs of Jewish society. Thus, for example, a short time after she took control of the press, members of the family funded the renovation of a Jewish study hall near the press’s location in the Jewish quarter of Vilna. Similarly, when, in the early 1870s, donations were being collected for hungry Jews in Persia, the family joined the circle of donors, and they also. In the 1880s the press supported the local poor in Vilna in the 1880s, making sure to advertise this fact in public. No less importantly, it should be remembered that for nearly half a century, Romm managed a large business firm that provided a livelihood, both directly and indirectly, for hundreds of Jewish families in Vilna and beyond.
[bookmark: _GoBack]	The sum of the efforts described above contributed to the rapid and impressive expansion of activity in the press and publishing house under Romm’s ownership. Thus, for example, while the number of copies printed by the press upon her assumption of managerial duties in 1860 stood at 107,000, by 1876, the press’s prayer book Keter Tefilla alone merited a run of 100,000 copies. Similarly, while the edition of the Babylonian Talmud printed towards the end of David Romm’s life sold roughly 2500 copies, the 1880 first volume of the “Vilna Shas” edition, the flagship project of the press that wasand the brainchild of Deborah Romm, sold 22,000 copies by the early 1880s, and in 1900 the publishing house had 1146 titles on offer, 489 of which were printed in-house. In addition to the aforementioned, it seems that there can be no understanding the impressive success of the “Widow and Brothers Romm Press” cannot be understood without appreciating an appreciation of the contours of Deborah Romm’s personality. Concerning the personal dimension, theThe impression that arisesof her character, arising from the few extant testimonies available today, is that of a purpose-driven woman, goal-oriented and even-tempered woman. In contrast to many of those engagedworked in the press and publishing business in Russia, including the founders of the Romm Press, who started out as typesetters in the press, Deborah Romm did not “start from the bottom.” The readinesswillingness of a young widow, engaged in rearing childrenchild-care, to assume management of a press upon her husband’s death testifies not only to her ability to withstand unexpected crises, but also to her impressive sense of self-assurance. This aspectquality was expressed, for example,exemplified in 1866, when her two brothers-in-law left the partnership and set out on their own as competitors. Everything described here creates the impression of a sober-minded, rational, and even tough businesswoman, a manager who knew how to set goals, formulate plans, and realize them. In light of all the aforementioned, there can be no doubtIt follows that the long path taken by the press and publishing house, from the day it passed into her hands and until it became the largest and most important of its kind in all Europe, was paved by the financial and commercial policies enacted by Deborah Romm. Indeed, while a skilled professional crew worked alongside her, it should be remembered that even by the late 1860s, following the deaths of her brother-in-law Hayim Yaakov in 1868 and her father in early 1874, the yokeburden of making business decisionsdecision-making fell largely on Romm’s shoulders. In practice, it was she who made it possible for the press’s professional manager, Shmuel Shraga Feigensohn,  to realize many of his initiatives; it was she who, upon embarking upon seemingly uncertainrisky business ventures, assumed the financial and commercial risks, the most prominent of which was theher willingness and ability to produce the publishing house’s flagship project, the “Vilna Shas.” The pursuit of this project, from initial planning through locating sources of funding, examining the market, allotting manpower and specialized printing presses, designing, ensuring an error-free manuscript, adding a long list of exegetes, product pricing, and keeping schedules despite the problems that sometimes arose (such hasas difficulties in examining manuscripts in libraries and archives, fires breaking out in the printerprinting press, and more), testifies more than anything to the existence of a guiding hand, determined and confident in its abilities – —that of the “widow,” Deborah Romm. Indeed, within a short time theRomm’s Vilna Shas, designed by Romm, became a model imitated by other Jewish publishers who printedprinters of the Babylonian Talmud, as well as an edition considered canonical in the world of scholars and religious seminaries. Thus, Deborah Romm was one of the figures who left her mark on the cultural world of Jewish society, both in her own time and in the years to come.

Purpose of the Research
	When it comes toThe details of the RomRomm family’s press and publishing house, including its financial, commercial, cultural and gender aspects, more isare virtually unknown than known. Thus, for example, we lack even one full and complete catalog of the books, journals, and newspapers published by the press. What was the relative proportion of the various genres published by the press [(prayer books, volumes of the Pentateuch, Talmud and legal authorities, response, philosophy, and belles-lettres]? Even more, we do not know, for example,)? We know even less about what considerations went into the decision to include one commentator or another in the prestige edition of the Vilna Shas; how Deborah Romm formed her network of relationships with local non-Jewish publishers; whether, and to what extent, the fact that the publishing house was managed by a woman contributed to, or alternately made more difficultalternatively challenged, the joint activity conducted within; how and why the Vilna Shas became the most widespread and widely accepted version of the Talmud in the Jewish world for roughly a century, and in what ways in was received by more conservative groups within Jewish society.? Only a precise and detailed examination of the extant documentation will allow us to understand the way in which Deborah Romm became not just a businesswoman of great vision, ingenuity, and initiative, but someone whose wide-ranging influence can be felt in various cultural spheres. Her advertising policies in the realm of scholarly and halakhic literature exert a profound influence on the composition of the bookshelves both for religious scholars, for those who desired belles-lettres and scientific literature in all forms, and for Jewish young people during the second half of the nineteenth century. Consequently, it seems difficult to overstate the importance of this research project, whose conclusions are likely to make a highly significant contribution to the understanding of the cultural and social processes characterizing Jewish society in eastern and western Europe during both this important institution’s period of activity and the years that followed.

Sources and Research Methods
	Everything written above is based on the exceedingly narrow array of sources, most of them secondary, examined up to this point. A preliminary survey of the collections of various archives [(the National Archive in Vilnius, Lithuania; the YIVO Archive in New York; the Archive for the History of the Jewish People, Jerusalem; The Division of Manuscripts and Archives, National Library, Jerusalem; other private collections]) indicates the existence of thousands of documents of various types [(commercial reports; certificates of censorship; financial reports; cataloguescatalogs; contracts with authors and various service and product providers; bank credit agreements; correspondence with other presses and publishing houses throughout the Russian Empire and beyond; documentation dealing with philanthropic efforts, and more].). In the first stage of the research, a precise examination of all documentation, primary and secondary, will be carried out to the fullest extent possible. This material, which will be sorted and catalogued, will constitute a basis for understanding the phenomenon, for analyzing its various aspects, and for the publication of the content of the documents. Because of the broad scope of the project, both from a documentary and geographical perspective, a working group has already been established that includes, alongside the chief researcher, one doctoral and two post-doctoral researchers [(in Israel],), as well as an independent researcher and research assistant [(in Lithuania].). The assistance of the latter two is exceedingly important, both because of their ability to carry out a precise survey of archival inventory and their knowledge of the various languages used in the documentary sources [(Hebrew, Yiddish, Polish, Russian, German].).
