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Rafa Cue-
vas and Ro-
berto Sán-
chez, dressed the Ni-
ño Dios in white underwear and a 
sheer sheath with many glass or plas-
tic transparent crosses hanging o! it. 
At a quick glance, the clothing looks 
like the combination of a chandelier 
and club kid’s outfit. 

 Another designer, José Luis 
González, dressed his Niño Dios like 
a mariachi band member in a little 
black pantsuit with silver trim and 
black boots. According to Labastida, 
González is one of the few  participat-
ing designers who remains a serious 
practicing Catholic. 

 Labastida spoke to the design-
ers about their religious beliefs and 

what the project meant 
to them. Many con-
tributors, though 
they might have 
grown up in Cath-

olic house-
h o l d s , 
said Ca-

tholicism 
didn’t play a 

prominent role 
in their lives. 
One design 
duo,  Mar-

vin y Quetzal, 
even said they 

were Buddhist.
 But regardless of 

their religious orien-
tation, the designers had 

a respect for 
the sacredness of the 

Niño Dios, said Labastida.  
“Everyone was kind of like Whoa!... 
having the figure of the Niño Di-
os in their workshops,” said 
Labastida. 

 The designers also felt an 
intrinsic connection to the im-
age: “They understand how 
the Mexican imagi-
nation is expressed 
through religions 
and traditions,” 
said Labastida.

  One of the most 
striking – shocking, 
perhaps – designs shows 
the Niño Dios with thick, 
shiny black oil dripping 
from the top of his head, 
adorned with a crown of 
quartz stones. Labasti-
da said that the designer, 
Andres Jimenez, whose la-
bel is called “Mancandy,” was 
inspired by the oil leak in the Gulf 
of Mexico in the past year. 

 That last design raised a few 
eyebrows. Others took umbrage at 
the outfit by Carla Fernández, which 
shows the Niño Dios dressed in ador-
able furry black fabric and looking 
like a bear cub. The material, accord-
ing to Labastida, is a raw wool made 
in Oaxaca. 

 In a recent article in Milenio, the 
Catholic Church complained that the 
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public in general had begun treating 
the Niño Dios like a toy. Priest José de 
Jesús Aguilar, who hosts his own radio 
show “En tu Camino” (“On your path”) 
on 1470 a.m., criticized the street mar-
ket tailors who dress Niños Dios, claim-
ing that they didn’t understand the true 
Día de la Virgen de la Candelaria tra-
ditions and had commercialized the 
holiday. 

 De Jesús Aguilar didn’t direct his 
comments specifically at Labastida’s 
designer-clothed Niños Dios. But the 
article appeared alongside images of 
the figures, discussed Labastida’s ex-
hibit and included quotes from the 
curator as well.  

 Given the context, Labastida felt 
that he needed to explain his philos-
ophy about the Niño Dios project and 
clarify that he meant no disrespect to 
the Catholic Church.  He approached 
José de Jesús Aguilar and asked if they 

could talk on his show, which 
they did on Monday Feb. 7. 

 The conversation 
seemed destined to be 
a spirited debate. But in 
the end, it was a polite 

back-and-forth. 
 “(The idea) 

was to bring 
our traditions 
to the great-
est number of 
people,” said 

Labastida. “What 
I saw this past De-

cember was that 
children are very 
familiar with tra-
ditions that don’t 
come from our 
people.”
 “They know about 

Santa Claus, but they know 
nothing of the posadas,” re-
sponded De Jesús Aguilar.
 Ultimately, Labastida said he 

was surprised by the designers’ sensi-
tivity about the religious iconogra-
phy. He hoped they would focus on 
fashion – and put aside the figure’s 
significance.

 “But, we are Mexicans. We are very 
rooted in our culture. Everyone put the 
project in a respectful context,” he said. 

BY JULIE BOSMAN
The New York Times

Sarah Wendell, blogger and co-au-
thor of “Beyond Heaving Bosoms,” 
is passionate about romance novels.

Fabio-esque locks or, as she put 
it, “the mullets and the man chests.”

“They are not always something 
that you are comfortable holding in 
your hand in public,” Wendell said.

So she began reading e-books, 
escaping the glances and the imag-
ined snickers from strangers on the 
subway, and joining the many read-
ers who have traded the racy covers 
of romance novels for the discretion 
of digital books.

If the e-reader is the digital 
equivalent of the brown-paper 
wrapper, the romance reader is a lit-
tle like the Asian carp: insatiable and 
unstoppable. Together, it turns out, 
they are a perfect couple. Romance 
is now the fastest-growing segment 
of the e-reading market, ahead of 
general fiction, mystery and sci-
ence fiction, according to data from 
Bowker, a research organization for 
the publishing industry.

Publishers and retailers, spying 
an opportunity, have begun pursu-
ing in earnest those enthusiastic ro-
mance readers who have abandoned 
print for digital.

“Romance,” said Matthew Shear, 
the executive vice president and 
publisher of St. Martin’s Press is “be-
coming as popular in e-books as it is 
in the print editions.”

At All Romance, an online retail-
er, sales have more than doubled this 
year, and the most sought-after titles 
are usually the raciest.

“It’s easier to check out some 
naughty little title online than in a 
brick-and-mortar store where your 
pastor could step up in line behind 
you,” said Barb Perfetti, chief finan-
cial o"cer of All Romance. “We’ve 
had lots of customers write to us 
and say, ‘Now I don’t always have to 

show my husband what I’m read-
ing.”’ Barnes & Noble is courting ro-
mance readers more aggressively 
than ever. William Lynch, the chief 
executive, said in an interview that 
until recently Barnes & Noble was a 
non-player in the huge romance cat-
egory, but that it now has captured 
more than 25 percent of the market 
in romance e-books.  

Dominique Raccah, publish-
er and chief executive of Source-
books, an independent publisher 
in Naperville, Illinois, said her ro-
mance e-book sales had grown ex-
ponentially this year, outpacing any 
other category. In the first quarter 
8 percent of total romance sales 
at Sourcebooks were from e-book 
sales. By the third quarter that num-
ber had gone up to 27 percent. (Ma-
jor trade publishers say e-books now 
make up about 9 percent to 10 per-
cent of overall sales.) “You’re seeing 
the real development of a market,” 
Raccah said.  

Romance readers tend to be 
women ages 31 to 49 who are – 
contrary to the popular image of 
Miss Lonelyhearts living vicarious-
ly through fictional tales of seduc-
tion – in a romantic relationship, ac-
cording to the writers group. 

Kelly Gallagher, vice president 
for publishing services for Bowker, 
said that e-book sales were “definite-
ly cannibalizing print,” a prospect 
that worries publishers. But some, 
like Random House, are rushing to 
convert their backlist books into dig-
ital form to the delight of romance 
readers, who tend to be fiercely loy-
al to authors. 

“Once a romance reader acquires 
an author they love, they will often 
go in and buy all the backlist,” said 
Allison Kelley, executive director of 
the Romance Writers of America. 

“When books were out of stock 
or out of print, they were hard to 
find. But e-books have changed all 
that.”

Sarah Wendell with her Kindle and several paperback romance novels.

Love e-books: 
sales thriving 
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