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A Day in the Pitch of . . . UK Rights Pros Talk Shop 
with Roger Tagholm

Harriet Sanders
Rights Director, Pan Macmillan

“What’s	 con-
stantly	 on	 my	
mind	 is	 how	
to	 maximise	
income	 from	
selling	 rights	
in	 a	 changing	

environment.	 I	 would	 say	 the	 pat-
tern	 right	now	 is	 that	we’re	putting	
through	 as	 many	 deals	 as	 ever	 but,	
as	has	been	the	case	for	some	years	
now,	 income	 from	 some	 areas,	 for	
example,	serial,	has	fallen.	

“We	 compensate	 for	 this	 short-
fall	 by	 always	 working	 on	 expand-
ing	 our	 contacts	 in	 all	 our	 markets	
in	 the	UK,	US	and	translation,	and	
by	 selling	 new	 kinds	 of	 rights.	 I’m	
negotiating	deals	for	the	sale	of	dif-
ferent	 digital	 rights	 in	 both	 the	 US	
and	UK	to	both	publishers	and	digi-
tal	companies.	Digital	publishing	 is	
changing	 the	 industry	 landscape	 at	
quite	a	pace,	so	the	challenge	is	to	be	
ahead	of	the	game.

“The	 LBF	 last	 year	 was	 such	 a	
washout	that	I’m	really	looking	for-
ward	to	it	this	year,	especially	as	we	
have	some	really	exciting	new	books	
to	sell.	It’ll	be	great	to	catch	up	with	
old	 friends	 and	 to	 make	 new	 busi-
ness	contacts.	With	so	much	change	
in	the	air	it’s	a	perfect	opportunity	to	
compare	notes	on	the	industry	in	all	
the	different	territories.”

And	 if	 she	 begins	 to	 flag?	 “The	
array	of	snacks	is	as	comprehensive	
and	 sugar	 laden	 as	 always,	 thanks	
to	our	terrific	reception	team.	With	
back-to-back	 meetings	 all	 day	 we	
need	them!”

Lisa Baker
Head of Rights, Faber

“Increasingly	
we’re	 getting	
requests	 for	 e-
book	 addenda.	
Our	 standard	
requirement	 is	
25%	 of	 net	 re-

ceipts,	but	 I	have	been	offered	15%	
by	a	French	publisher—which	was	a	
joke.	I	think	everything’s	going	to	be	
up	for	review	in	a	couple	of	years—
no	 one	 knows	 where	 it	 will	 end.	 It	
is	as	much	of	a	publishing	commit-
ment	 to	 produce	 an	 e-book	 as	 it	 is	
a	print	book.	You	have	to	market	it	
and	it	 is	effectively	another	edition.	
There’s	a	public	perception	that	that	
isn’t	the	case,	but	all	of	this	needs	to	
be	openly	discussed.

“It’s	 William	 Golding’s	 centena-
ry	 this	 year,	 so	 we’re	 talking	 about	
that	with	his	 foreign	publishers	 .	 .	 .	
There’s	a	lot	that	goes	into	maintain-
ing	 long-term	relationships.	 I	 listen	
to	what	other	people	have	to	say.	It	
should	never	be	a	one-way	conversa-
tion.	It’s	important	to	know	whether	
a	 historical	 thriller	 bombed	 or	 not,	
because	it	might	stop	you	from	tell-
ing	them	about	yours.	You	shouldn’t	
sit	 down	 and	 pitch	 your	 entire	 list.	
It’s	important	to	hear	what	they	have	
to	say,	and	then	pitch	the	one	thing	
that	 you	 really	 want	 to	 sell	 or	 that	
you	know	is	right	for	them.

“And	make	sure	you	have	plenty	
of	throat	sweets	and	coffee.”

Andrew Nurnberg
Andrew Nurnberg Associates

“Digital	 is	
obviously	highly	
important	 now	
and	 for	 the	 fu-
ture.	 It	 is,	 how-
ever,	 taking	 up	
an	 inordinate	

amount	 of	 time	 for,	 in	 the	 short	
term,	very	little	return.	We	have	just	
had	the	2010	royalty	reports	from	a	
Dutch	 publisher	 that	 is	 at	 the	 fore-
front	of	e-books	in	Holland.	One	of	
the	bestsellers—an	author	who	sold	
many	thousands	in	print—recorded	
just	 336	 downloads.	 The	 next	 one	
down	was	half	that	figure.	Many	ti-
tles	were	in	the	twenties.	I	think	the	
rest	 of	 Europe	 is	 much	 the	 same—
there	is	nothing	approaching	what	is	
happening	in	the	US.

“We	must	encourage	all	forms	of	
reading,	and	if	some	prefer	digital	to	
print,	then	we	need	to	be	able	to	ca-
ter	for	them.	Yet	I	do	wonder	wheth-
er	 the	 current	 feeding	 frenzy	 isn’t	

occasioned	by	a	fascination	with	the	
novelty	of	the	new	reading	gizmos.	I	
immediately	 bought	 a	 Sony	 Reader	
when	it	first	appeared,	and	 it	was	a	
true	pleasure	to	save	having	to	take	
a	 heap	 of	 heavy	 manuscripts	 home	
for	 the	 weekend.	 Yet	 I	 soon	 found	
that	I	needed	to	have	the	paper	ver-
sion,	 on	 which	 to	 scribble	 notes	 in	
the	margin,	so	went	back	to	the	tried	
and	tested	hard	copy.	

“Amazon	has	done	a	fantastic	PR	
job,	but	I	wonder	whether	we	might	
see	 this	 trajectory	 either	 flatten	 or	
reduce.	 This	 is	 anathema	 to	 pub-
lishers	 who	 are	 investing	 so	 much	
money	in	digital.

“This	 year’s	 LIBF	 will	 be	 special	
for	 two	 reasons.	 First,	 we’re	 de-
termined	 to	 make	 up	 for	 last	 year,	
which	 was	 so	 psychologically	 de-
bilitating	even	 though	we	managed	
to	have	our	‘meetings’	on	the	phone,	
pitching	 titles	 we	 would	 have	 done	
in	 person	 had	 it	 not	 been	 for	 the	
activities	 of	 a	 certain	 volcano.	 Sec-
ond,	 we	 have	 a	 number	 of	 Russian	
authors	 coming	 over	 which	 is	 ex-
tremely	exciting.”

Lucy Luck
Lucy Luck Associates

“I’m	 fas-
cinated	 by	 e-
books	 and	 don’t	
feel	 particularly	
threatened	 by	
them.	But	I	don’t	
think	the	iPad	is	

necessarily	 the	 right	 platform	 for	
book	buyers—I	think	the	success	of	
the	Kindle	shows	the	direction	of	fu-
ture	e-book	formats.	I’ve	detected	a	
move	away	from	apps	 for	all	books	
among	 publishers.	 I	 think	 apps	 are	
too	 expensive,	 for	 a	 start,	 and	 they	
require	a	 lot	of	non-editorial	 input.	
It’s	 like	publishing	a	different	prop-
erty.	 I	 see	 apps	 as	 being	 subsidiary	
to	 volume	 rights—a	 bit	 like	 selling	
movie	rights	or	graphic	novel	rights.		

“I’m	 increasingly	worried	by	 the	
discount	 pressures	 on	 publishers	
and	the	knock-on	effect	this	has	on	
authors,	 and	 I	 fear	 there	 is	 a	 wid-
ening	 gap	 between	 bestsellers	 and	
everything	 else.	 The	 middle	 is	 dis-
appearing—those	 books	 that	 might	
sell	20,000	or	30,000	copies.	But	I’m	
encouraged	 by	 how	 independents	
are	doing	in	the	UK.

“I	love	finding	out	what’s	happen-
ing	 internationally	 at	 the	 fair—that	
Japan	 is	 down	 and	 Korea	 is	 up	 or	
whatever.	I	find	that	very	addictive.”

And	 the	 survival	 kit?	 “That	 in-
cludes	 Alka	 Seltzer	 and	 extra	 ciga-
rettes—the	best	meetings	are	out	on	
the	smoking	terrace	.	.	.	”

Andy Hine 
Foreign Rights Director, Little, Brown

“I’ve	 done	
about	 16	 LBFs	
and	 for	 me	 it’s	
just	 about	 keep-
ing	going.	 	We’re	
really	 gung-ho	
for	 this	 one	 be-

cause	 of	 what	 happened	 last	 year.	
It’s	like	a	race—the	slots	are	only	30	
minutes	 but	 it	 gets	 the	 endorphins	
going	 and	 keeps	 one	 energised.	 To	
an	 outsider	 it	 might	 seem	 samey,	
but	you	are	seeing	so	many	different	
publishers	 who	 are	 looking	 for	 so	
many	different	things.	So,	for	exam-
ple,	the	Eastern	Europeans	are	very	
keen	on	our	Piatkus	MBS	and	health	
list,	more	so	than	central	Europe	say.

“Most	everybody	is	trying	to	get	
e-book	rights	as	well	and	although	it	
hasn’t	 taken	off	 in	 foreign	 language	
territories	like	it	has	in	the	UK	and	
US,	 everyone	 is	 getting	 things	 in	
place	 so	 that	 they’re	 ready	 to	move	
when	 it	does.	Our	rule	of	 thumb	is	
that	we	have	get	25%	of	net	receipts	
on	e-book	sales.”

What’s	 in	 the	 emergency	 back-
office	survival	kit?	“Lemsip,	Aspirin	
and	mints.”

Jason Bartholomew
Director of Rights, Hodder

“I	 wouldn’t	
be	 in	 this	 busi-
ness	 if	 I	 didn’t	
like	 meeting	
people.	 You	 can	
give	 the	 same	
pitch,	 tell	 the	

same	 bad	 joke,	 but	 every	 culture	
hears	 it	 differently.	 So	 your	 Korean	
publisher	 may	 not	 laugh,	 but	 your	
French	publisher	may	find	it	hilari-
ous.

“E-book	royalties	are	a	big	issue.		
The	US	came	first,	then	the	UK	and	
now	the	rest	of	the	world	is	follow-
ing	suit.	

“What	 we’re	 seeing	 is	 foreign	
publishers	asking	for	the	same	rates	
as	 everyone	 else—it	 gets	 out	 there,	
even	if	they	may	not	have	a	market	
yet.

“We	always	like	to	chase	the	ter-
ritories	that	are	doing	well,	like	Bra-
zil.	 The	 recession	 has	 been	 hitting	
people	at	different	times,	so	Scandi-
navia	 has	 been	 affected,	 but	 others	
swing	 up.	 We’ve	 seen	 more	 activity	
in	Brazil,	more	 interest,	more	deals	
flowing	our	way.”

What’s	 helps	 the	 team	 get	
through?	 “We	 do	 love	 our	 end-of-
the-day	wine.	Chateau	Hodder	.	.	.	”

LBF Guide 2011

The Art of Book Pitches

Rights & Royalties 101



As dedicated to  
reading as you are.

With Kobo you can browse, buy and read anywhere, on any device including 
your mobile, desktop, tablet, and the Wireless Kobo eReader. Choose from 
over 2.3 million books. Kobo makes the perfect book even better.

Visit us at our booth #Y655 in the Digital Zone

Get started today at: www.kobo.com

©2011 Kobo Inc. All rights reserved. “Kobo”, the Kobo logo and “Read On” are trademarks of Kobo Inc.



11 ApRil 2011 • lOnDOn bOOK FAiRpAgE 4 • publishingperspectives

International	publishing	news,	
analysis	and	opinion.	

Visit	our	website:
www.publishingperspectives.com

Follow	us	on	Twitter:
@pubperspectives

Like	us	on	Facebook:
facebook.com/pubperspectives

Contact Us
72	Spring	Street,	11th	Floor
New	York,	NY	10012
+1-212-794-28

Editor-in-Chief
Edward	Nawotka
ed@publishingperspectives.com
+1	713	254	0265

Publisher
Thomas	Minkus
thomas@publishingperspectives.com

Deputy Publisher
Hannah	Johnson
hannah@publishingperspectives.com
+1-347-410-9791

Business Development Director
Erin	Cox
erin@publishingperspectives.com

Reporting
Roger	Tagholm

Contributors
Rachel	Aydt,	Juergen	Boos,	Philip	
Downer,	Yasmina	Jraissati,	Daniel	
Kalder,	Martin	Levin,	Vinutha	
Mallya,	Chip	Rossetti,	Kelvin	
Smith,	Olivia	Snaije

Cover Image
Concept:	Roger	Tagholm
Design:	Jon	Bidston

PublishNews - Brazil
Carlo	Carrenho,	Ricardo	Costa,	
Maria	Fernanda	Rodrigues

Printer
Guardian	Print	Centre

publisHinG perspectives
london book fair issue

By Vinutha Mallya

Just	 like	 its	 economy—
“emerging”	 at	 a	 growth	 rate	 of	
8.8%—India’s	publishing	industry	is	
expanding	at	a	rapid	pace.	 	Ranked	
as	 the	 sixth-largest	 publishing	 in-
dustry	 in	 the	 world,	 India	 has	 its	
entire	gamut	of	publishing	activities	
and	services	available	in-house.		An	
annual	output	of	90,000	books,	with	
19,000	 publishers	 publishing	 them,	
has	put	the	book	market	in	India	in	
the	spotlight	over	the	last	few	years.	

The	combined	advantage	of	being	
the	third-largest	publisher	of	books	
in	 English	 and	 having	 competitive	
rates	 for	 publishing	 and	 printing	
technologies	 has	 made	 India	 a	 for-
midable	 player	 in	 the	 international	
publishing	 scene.	 The	 industry	 has	
been	boosted	by	an	infusion	of	capi-
tal	 since	 the	 year	 2000,	 when	 the	

government	 of	 India	 allowed	 100%	
equity	 in	 the	 publishing	 industry.		
The	result	has	been	several	new	op-
portunities	 and	 challenges	 for	 the	
Indian	publishing	industry.	

With	 literacy	 rates	 improving	
each	year	(currently	the	rate	is	65%	
out	 of	 a	 population	 of	 1.1	 billion	
people)	 and	 with	 the	 expansion	 of	
the	 middle	 class,	 Indians	 are	 read-
ing	more	than	ever,	with	a	particular	
focus	on	skill	development	and	self	
improvement.	 Little	 wonder,	 then,	
that	management	books,	cookbooks,	
self-help,	 and	 self-improvement	
books	sold	very	well	 in	2009–2010.	
A	recent	nationwide	survey	revealed	
that	one-fourth	of	 the	youth	popu-
lation,	a	staggering	figure	of	83	mil-
lion,	 identify	 themselves	 as	 book	
readers.	Of	 these,	58%	are	either	at	
or	 below	 university	 matriculation	
level,	 spelling	 a	 demand	 for	 school	
and	academic	books.	

Although	publishers	in	India	are	
grappling	with	the	nuances	of	digital	
publishing,	the	buzz	on	e-publishing	
is	getting	 louder.	Print-on-demand,	
self-publishing,	 e-books,	 apps	 and	
enhanced	e-books	are	all	underway.	
Electronic	 ink	 devices	 and	 tablets	

for	 e-books	 are	 already	 available	 in	
the	 market,	 although	 indigenous	
models	 such	 as	 the	 Wink	 and	 Infi-
beam	Pi	have	an	advantage	over	the	
others	 due	 to	 their	 built-in	 Indian	
language	support.	In	parallel,	online	
selling	 is	on	a	 sharp	upward	curve,	
backed	 by	 India	 having	 the	 sixth-
largest	 number	 of	 internet	 users	 in	
the	 world	 (61.34	 million	 users	 in	
2009)	 and	 the	 second-highest	 for	
number	 of	 mobile	 telephone	 users	
(670	million	in	2010).	

Sixty	percent	of	global	publishing	
outsourcing	 is	 based	 in	 India.	 The	
BPO	 (business	 process	 outsourc-
ing)	 publishing	 services	 sector,	 say	
analysts	 at	 ValueNotes,	 will	 reach	
a	 value	 of	 $1.2	 billion	 (€0.88	 bil-
lion)	 in	 2012.	 Indian	 BPOs	 offer	 a	
range	of	services,	from	data	conver-
sion,	 digitization	 and	 copy-editing	
to	 complete	 project	 management.	

Many	 major	 STM	 publishers,	 legal	
publishing	 firms,	 magazines,	 and	
newspapers,	digitize,	design,	and	ar-
chive	content	in	India.

Along	 with	 online	 sales	 mecha-
nisms,	 the	 emergence	 of	 organised	
retail	in	India—growing	at	15%	per	
annum—has	 opened	 new	 delivery	
channels	 for	 publishers	 and	 whole-
salers.	Currently,	format	retail	stores	
account	 for	7%	of	book	retail	 sales.	
Superstores,	 a.k.a.,	 hypermarkets,	
are	 making	 steady	 progress	 into	
semi-urban	 and	 rural	 India,	 which	
will	give	further	thrust	to	the	trend.	
That	 books	 are	 selling	 alongside	
music,	 movies,	 lifestyle	 products,	
electronic	items	and	the	like	is	good	
news	 because	 it	 exposes	 books	 to	
non-traditional	book	buyers.	

In	 the	 case	 of	 global	 exports	 of	
printed	and	published	products,	In-
dia’s	 share	 is	 6.46%	 (compare	 with	
China’s	 6.75%)	 according	 to	 data	
released	by	the	non-profit	CAPEXIL	
(Chemical	 and	 Allied	 Export	 Pro-
motion	Council	of	India).	The	value	
of	 book	 and	 publication	 exports	
was	 €267	 million	 in	 2009–2010.	
The	 Indian	 printing	 industry	 is	
said	 to	 be	 growing	 at	 12%	 per	 an-

num,	equipped	with	state-of-the-art	
printing	 technology.	 Improvements	
in	 infrastructure,	 support	 from	 the	
government,	 availability	 of	 paper,	
and	 delivery	 infrastructure	 like	
ports	and	roads,	as	well	as	increased	
communication,	 have	 all	 trans-
formed	this	industry	in	recent	years.

On	 the	 content	 end,	 book	 pub-
lishing	in	Indian	languages	is	grow-
ing.	Whereas,	during	the	late	1990s	
English-language	 publishing	 made	
up	 half	 of	 the	 industry,	 today	 its	
share	has	been	reduced	to	one-third.	
Translation	into	and	from	India’s	24	
official	 languages	 (including	 Eng-
lish)	is	a	growing	area	of	interest	for	
publishers	like	Penguin	India,	which	
has	a	Hindi	imprint,	Yatra	Books.

The	 government	 has	 a	 major	
presence	in	the	publishing	field.	An	
estimated	70%	of	textbook	publish-
ing	 in	 the	 country	 is	 done	 by	 the	
government,	 which	 has	 access	 to	
subsidized	paper	and	 low	overhead	
costs,	although	the	Federation	of	In-
dian	 Publishers	 has	 lobbied	 for	 the	
government	 to	 open	 up	 this	 sector	
of	 the	 industry	 to	 private	 publish-
ers.	 Collaboration	 and	 consolida-
tion	 among	 publishers	 is	 on	 the	
rise,	 as	 small	 publishers	 organize	
themselves	 into	 collectives	 such	 as	
the	 Independent	 Publishers’	 Distri-
bution	 Alternative	 of	 India;	 or	 join	
hands	with	larger	publishers	to	mar-
ket	their	books,	as	Zubaan	has	done	
with	Penguin	and	Permanent	Black	
with	Orient	Blackswan.	

Issues	 of	 piracy	 and	 copyright	
are	being	addressed	through	legisla-
tion,	even	as	there	is	now	a	growing	
academic	 interest	 in	 the	 publish-
ing	 industry	 in	 India.	 At	 the	 same	
time,	literature	festivals	are	growing	
rapidly,	 with	 the	 Jaipur	 Literature	
Festival,	 held	 each	 year	 in	 January,	
leading	 the	 way.	 Undoubtedly,	 In-
dia’s	book	market	 is	expanding	and	
buoyant,	 and	 it	 invites	 the	 interna-
tional	community	to	take	part	in	its	
growth	story.	

Vinutha Mallya is Senior Editor of 
Mapin Publishing, publishers of qual-
ity illustrated books on India, based 
in Ahmedabad (India). She was a 
Frankfurt Fellow in 2010. 

This article originally appeared in 
the 2011 Abu Dhabi Book Fair Show 
Daily in a slightly different form.

The Indian Invitation Why India makes a perfect 
publishing partner

“Book publishing in Indian languages is growing”
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By Edward Nawotka

The	 London	 Book	 Fair	 certainly	
has	 a	 knack	 for	 timing.	 Last	 year,	
volcanic	ash	prevented	a	significant	
part	 of	 the	 international	 publish-
ing	 community	 from	 making	 the	
Fair—fully	30%	of	registered	attend-
ees.	 This	 year,	 political	 upheaval	 in	
North	 Africa	 and	 the	 Middle	 East	
and	a	near	nuclear	meltdown	in	Ja-
pan	threaten	to	keep	some	attendees	
at	bay.	

Maybe	 it’s	 the	 famed	 British	 re-
solve	 or	 the	 simple	 fact	 that	 global	
events	are	further	afield,	but	London	
Book	Fair	Group	Exhibition	Direc-
tor	 Alistair	 Burtenshaw	 remains	
undaunted,	 upbeat	 even.	 “Our	
thoughts	 are	 with	 our	 friends	 and	
colleagues	in	Japan	and	we’re	think-
ing	about	them	at	this	difficult	time,”	
he	says,	“and	we’re	very	much	look-
ing	 forward	 to	 giving	 everyone	 a	
warm	welcome	back	after	last	year.”

The	London	Book	Fair	has	moved	
well	beyond	merely	serving	as	a	fo-

rum	 for	 selling	 English	 language	
book	 rights	 to	 become	 the	 most	
important	 Spring	 book	 fair	 for	 the	
global	 publishing	 elite.	 “It	 has	 cer-
tainly	been	our	 experience	 that	 the	
international	side	has	been	growing	
strongly,	 and	 we’re	 seeing	 interest	
from	all	 sorts	of	markets.	This	year	
for	 the	 first	 time	 we	 have	 a	 major	
new	 Turkish	 pavilion,	 we	 have	 ex-
hibitors	 from	Serbia,	 Iran,	Iraq	and	
Kuwait,	and	we’re	hosting	Russia	as	
our	 Market	 Focus,	 a	 program	 that	
has	been	three	years	in	the	planning	
and	will	 feature	more	 than	50	Rus-
sian	authors,	academics	and	critics.”

Burtenshaw	 is	 especially	 keen	
to	 highlight	 the	 second	 year	 of	 the	
Literary	 Translation	 Center,	 which	
provides	 a	 hub	 for	 translators,	 edi-
tors,	authors,	agents	and	publishers	
to	 network	 and	 find	 information	
about	funding	and	grants.	“It’s	a	real	
statement	as	 to	how	important	 that	
is	to	many	of	us	in	the	industry.	Last	
year	we	had	seven	translation	orga-
nizations	 involved	and	this	year	we	

have	ten.”	
Overall,	there	are	more	than	300	

total	 conferences,	 seminars	 and	
events—enough	 to	 fill	 a	 person’s	
agenda	 for	 weeks,	 let	 alone	 three	
days.	 “That	 is	 the	 paradox,”	 ac-
knowledges	Burtenshaw,	“you	speak	
to	some	agents	and	publishers	who	
tell	you	their	diary	is	full	from	start	
to	 finish	 and	 they	 never	 see	 any	 of	
the	events,	and	there	are	others	who	
give	half	or	more	of	their	time	to	the	
programming.”	 The	 key,	 he	 says,	 is	
ensuring	there	is	“great	content”	for	
all	 the	constituencies,	 from	transla-
tors	 and	 librarians,	 to	 journalists	
and	publishers.	

The	Fair	is	also	mirroring	changes	
in	the	industry	itself	and	just	as	“dig-
ital”	 is	 consuming	 more	 and	 more	
of	publishers’	attention,	so	it	 is	tak-
ing	up	space	on	the	show	floor:	the	
LBF’s	 Digital	 Zone	 has	 more	 than	
doubled	this	year	and	is	providing	a	
forum	for	discussion	on	everything	
from	 territorial	 copyright	 issues	 to	
new	digital	distribution	services.

“Without	 a	 doubt	 this	 year’s	
London	 Book	 Fair—the	 40th—is	 a	
relentlessly	 strong	 program,”	 says	
Burtenshaw.

“Over	 the	 past	 year,	 an	 opinion	
I’ve	heard	from	senior	people	in	the	
industry	is	that	there’s	a	redefinition	
of	 what	 the	 word	 ‘book’	 means	 to	
people,”	 he	 says.	 “The	 book	 is	 now	
in	 numerous	 forms	 and,	 therefore,	
actually	 what	 we’re	 talking	 about	
when	 we’re	 talking	 about	 books	 is	
the	 platform	 it’s	 on	 and	 the	 way	 it	
is	delivered.	It’s	all	 the	more	reason	
for	publishing	professionals	to	come	
to	the	London	Book	Fair,	where	you	
can	stay	on	top	of	these	trends.	How	
books	 are	 bought,	 sold,	 and	 mar-
keted	across	the	world	is	constantly	
evolving.	 Keeping	 on	 top	 of	 these	
things	is	what	we	do	and,”	he	adds,	
“it’s	endlessly	interesting.”	

Alistair Burtenshaw, 
Group Exhibition 
Director of the London 
Book Fair, talks about 
the Fair’s 40th Year

LBF: A Relentlessly 
Strong Program

By Edward Nawotka, Editor-in-
Chief, Publishing Perspectives

We	launched	Publishing Perspec-
tives	nearly	two	years	ago,	and	for	a	
long	time	when	I	told	people	that	we	
covered	 international	 publishing—
which	includes	the	English	speaking	
world,	 but	 is	 not	 exclusive	 to	 it—I	
would	 get	 some	 telling	 reactions.	
Americans	 would	 typically	 shrug	
and	 say	 “Cool,	 but	 that’s	 not	 rel-
evant	to	me.”	And	I’d	gently	remind	

them	that	US	was	indeed	part	of	the	
international	 book	 business.	 Euro-
peans	 would	 often	 remark,	 “Well,	
that’s	 a	 nice	 niche,”	 as	 if	 the	 global	
book	 business	 was	 of	 less	 impor-
tance	than	that	in	their	own	country.	
Those	from	further	afield—say	Latin	
America,	 Asia	 or	 Africa—would	
merely	 ask,	 “Thanks,	 but	 why	 is	 it	
you	want	to	talk	to	me	again?”

Now,	“international”	is	on	every-
one’s	lips.	If	you’ve	been	to	any	of	the	
digital	conferences	lately—and	who	
can	 avoid	 them?—it’s	 likely	 you’ve	
heard	 the	 growing	 ranks	 of	 pub-
lishing	 consultants	 say	 that	 inter-
national	 is	 the	 big	 opportunity	 for	
publishers.	The	fact	 is	 that	 those	 in	
the	trenches,	the	deal	makers	tasked	
with	making	actual	cash	from	books	
(or,	 if	 you	 prefer,	 content),	 often	
aren’t	 around	 to	 listen:	 they’re	 al-
ready	too	busy	fielding	emails	from	
abroad	 and	 running	 items	 through	
Google	Translate	to	take	notice.

What	I	suspect	you’ll	see	here	at	
the	 London	 Book	 Fair	 is	 that,	 for	
once,	 the	 consultants	 are	 right.	 In-
ternational	 is	 the	 big	 opportunity.	

It’s	 evident	 in	 the	 furrowed	 brows,	
sweaty	 palms,	 anxious	 glances	 of	
the	 agents	 in	 the	 rights	 center	 at	
any	 international	book	fair.	But	 the	
real	 question	 is:	 how	 new	 is	 this	
very	idea?	International	trade	in	the	
culture	 of	 ideas	 has	 been	 with	 us	
throughout	history.	The	digitization	
of	 publishing	 has	 just	 made	 it	 fric-
tionless	and	immediate.

Recently,	the	publicity	director	of	
a	 major	 American	 imprint	 told	 me	
that	he’d	spent	hundreds	of	hours	in	
strategy	meetings	talking	about	how	
to	 best	 deal	 with	 digitization.	 “And	
you	know,”	he	said,	“I’ve	never	seen	
a	 business	 plan	 that	 didn’t	 include	
‘continuing	 to	 publish	 great	 books,	
the	best	damn	books	on	the	planet.’”	

I	can’t	help	but	think	that	simple	
statement	is	all	too	true.	Publishing	
great	books	(or	apps	or	 transmedia	
or	“content”)	from	wherever	you	can	
find	them	needs	to	be	at	the	heart	of	
everybody’s	business	strategy.	(And,	
it	should	be	noted,	the	fact	that	the	
aforementioned	 imprint’s	 editor-in-
chief	 is	 being	 honored	 with	 a	 Life-
time	 Achievement	 Award	 here	 in	

London	 says	 something	 about	 this	
Fair’s	values	as	well.)

As	this	 is	our	first	appearance	at	
the	 London	 Book	 Fair,	 we’d	 like	 to	
introduce	ourselves.	Publishing Per-
spectives	 is	 published	 each	 day	 on-
line,	offering	news	and	opinion	from	
top	 publishing	 professionals	 across	
the	globe.	 In	our	digital	pages,	 you	
might	find	a	story	about	the	launch	
of	 a	 new	 e-book	 distribution	 plat-
form	 in	 China,	 an	 American	 A-list	
author	forgoing	a	multi-million	dol-
lar	deal	to	go	DIY,	or	a	piece	about	
the	 bookselling	 “secrets”	 of	 Daunt	
Books	 (hint:	 the	 “secret”	 is	 stellar	
customer	 service).	 And	 that’s	 just	
for	starters.	What	you’ll	find	here	in	
the	print	issue	your	holding	in	your	
hand	is	 just	a	small	sample	of	what	
we	have	to	offer.	

If	 you	 like	 what	 you	 read,	 sub-
scribe	 to	 our	 email	 news	 (it’s	 free),	
then	 take	some	 time	 to	browse	our	
archives,	 where	 you’ll	 find	 some	
wonderful	 surprises.	 And	 always	
feel	 free	 to	 e-mail	 us	 with	 a	 story	
idea	or	just	to	tell	us	what	you	think.	

Now,	on	with	the	show	.	.	.

From the Editor:  

The Best Damn Books on the Planet



By Juergen Boos, Director of 
the Frankfurt Book Fair

Publishers	of	all	sizes	earn	a	sig-
nificant	 amount	 of	 their	 revenue	
from	 rights	 and	 licenses.	 Rights	
managers	 at	 these	 publishing	 com-
panies,	 as	 well	 as	 literary	 agents,	
are	 most	 often	 the	 people	 who	 un-
derstand	 how	 to	 “translate”	 stories,	
ideas	 and	 information	 into	 other	
languages,	formats	and	territories—	
who	know	how	to	turn	content	into	
“liquidity.”	 I	 believe	 good	 rights	
pros	are	like	diamond	experts.	They	
know	 the	 potential	 of	 their	 (raw)	
materials,	 and	 they	 make	 sure	 the	
works	of	their	authors	are	passed	on	
to	competent	“cutters	and	polishers”	
who	can	enhance	their	value.

There	 was	 a	 great	 tide	 of	 opti-
mism	 in	 the	 1990s	 when,	 under	 its	
theme	 of	 “Frankfurt	 goes	 electron-
ic”,	the	Book	Fair	filled	two	levels	of	
a	“Multimedia”	hall.	Publishers	were	
excited	about	the	limitless	opportu-
nities	 presented	 by	 interactive	 CD-
ROMs.	Ever	since	then,	the	industry	
has	 been	 waiting	 for	 the	 moment	
when	 the	 readers	 were	 ready	 for	
multimedia	 experiences.	 Today,	 as	
the	mass	appeal	of	tablet	PCs	and	e-
readers	has	grown,	so	has	the	spec-
trum	of	available	rights,	which	now	
includes	 digital	 rights	 and	 interac-
tive	rights	covering	emerging	digital	
formats,	 transmedia	 collaborations,	
mobile	apps	and	beyond.

New	technologies	have	increased	

the	pace	of	both	content	consump-
tion	 and	 creation.	 There	 is	 a	 tre-
mendous	 hunger	 for	 good	 stories	
and	 ideas,	 without	 which	 the	 tech-
nology	 itself	 would	 be	 lifeless.	 As	
Gottfried	Honnefelder,	Chairman	of	
the	German	Publishers	&	Booksell-
ers	 Association,	 recently	 observed	
sarcastically:	 without	 stories,	 iPads	
would	be	nothing	but	e-waste.	This	
hunger	for	content	means	that	rights	
professionals,	agents	and	publishing	
houses	are	well	set	up	to	face	the	fu-
ture.	They	hold	in	their	hands	(and	
in	 their	 archives)	 the	 raw	 material	
that	is	so	essential—the	“content”.

This	 year,	 from	 all	 directions,	
whether	 Germany,	 the	 UK	 or	 the	
USA,	we	are	getting	the	same	signal:	
2011	 will	 be	 another	 breakthrough	
year	for	the	e-book.	According	to	a	
new	 study	 on	 e-books	 by	 the	 Ger-
man	Publishers	&	Booksellers	Asso-
ciation,	 in	Germany	the	 industry	 is	
expecting	6.6	per	cent	of	total	book	
sales	this	year	to	be	digital	titles.	In	
the	 USA,	 the	 figure	 is	 already	 over	
eight	per	cent	and	rising	quickly.	

For	 rights	 professionals,	 this	
means	that	the	value	chain	for	intel-
lectual	 property	 is	 becoming	 more	
varied	 and	 more	 complex.	 It	 is	 no	
longer	 a	 linear,	 two-dimensional	
flow	 from	 author	 to	 publisher	 to	
consumer.	This	process	has	become	
a	 three-dimensional	 “value	 space”	
with	 more	 players	 and	 opportuni-
ties	 than	 ever	 before.	 How	 do	 we	
deal	 with	 territorial	 issues	 in	 this	

age	of	borderless	access	to	content?	
What	new	distribution	partners	will	
we	 need	 to	 become	 familiar	 with?	
What	 are	 the	 best	 solutions	 for	 to	
exploit	emerging	digital	and	interac-
tive	rights?	What	exactly	do	“digital	
rights”	 include—and	 who	 decides?	
How	 do	 we	 make	 it	 easier	 to	 sell	
rights	 to	 other	 industries,	 such	 as	
film	 and	 games?	 Where	 does	 self-
publishing	 fit	 into	 this	 new	 rights	
marketplace?

In	 Frankfurt,	 we	 are	 listening	
very	 carefully	 to	 the	 needs	 of	 the	
industry.	 That’s	 why,	 in	 2011,	 we	

will	focus	even	more	on	developing	
a	 cross-media	 rights	 marketplace	
in	 Frankfurt.	 We	 will	 expand	 the	
Literary	 Agents	 Centre	 and	 build	
an	 entirely	 new	 business	 centre	 for	
where	rights	professionals	 from	the	
film,	games	and	book	industries	can	
meet:	 the	 StoryDrive	 business	 cen-
tre.	 These	 new	 offerings,	 together	
with	the	Rights	Directors	Meeting—
the	biggest	meeting	of	rights	dealers	
worldwide—will	 help	 create	 new	
rights	 opportunities	 for	 publishers,	
film	 producers,	 game	 developers	
and	the	media	industry	at	large.	
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Frankfurt 2011: Meet the Team Behind Hall 8 and the Literary Agents Centre

Dorothea Grimberg
E-mail: grimberg@book-fair.com
Tel. +49 69 2102 128

Susanne Schettler
E-mail: schettler@book-fair.com
Tel. +49 69 2102 263

Katja Warmuth
E-mail: warmuth@book-fair.com
Tel. +49 69 2102 208

Susanne Rudloff
E-mail: rudloff@book-fair.com
Tel. +49 69 2102 136

Come by the Frankfurt Book Fair stand here in London at F605 and say 
hello to the English-language team! From left to right:

Unearthing New Content and New Rights Opportunities in Frankfurt

By Hannah Johnson

It’s	 not	 news	 to	 anyone	 that	 the	
rights	 business	 is	 expanding	 all	 the	
time.	Technology	has	enabled	more	
people	 and	 companies	 to	 create	
more	 content	 faster	 than	 ever	 be-
fore.	 According	 to	 Britta	 Friedrich,	
Director	 of	 Creative	 Industries	 for	
the	Frankfurt	Book	Fair,	these	tech-
nological	 developments	 are	 giving	
rise	 to	 new	 points	 of	 convergence	
among	 the	 publishing,	 games	 and	
film	industries.	

	“Along	with	the	traditional	liter-
ary	adaptation	model,	there	are	op-
portunities	for	new	forms	of	collab-
oration,”	says	Friedrich.	“In	the	past,	
the	focus	was	on	a	linear	process	of	
first	 creating	 content,	 then	 selling	
the	rights.	Now,	transmedia	collabo-
rations	 are	 also	 finding	 their	 way	
into	that	process.	Such	cross-media	
partnerships	 start	 much	 earlier	 in	
the	creative	process	and	can	involve	
simultaneous	 content	 development.	
Rights	and	licensing	discussions	are	
now	also	about	revenue	sharing	and	
strategic	partnerships.”

Friedrich’s	 mission	 is	 to	 connect	
book	 publishing	 to	 other	 indus-

tries	 like	 films	 and	 games	 through	
rights	and	cross-media	cooperation.	
She	helped	 to	 launch	 the	Frankfurt	
Book	 Fair’s	 StoryDrive	 conference	
last	year	with	 the	goal	 to	 “bring	all	
branches	 of	 the	 media	 and	 enter-
tainment	 industries	 together	 under	
one	 roof ”	 and	 create	 a	 rights	 mar-
ketplace	 for	 content	 and	 stories	 of	
all	kinds.

	“The	program	of	the	StoryDrive	
conference	 has	 been	 conceptual-
ized	so	that	it	serves	two	main	func-
tions,”	explained	Friedrich.	“On	the	
one	hand,	it	is	a	space	for	ideas	and	
workshops,	and	 for	hands-on	prac-
tice—how	 to	 pitch	 to	 a	 Hollywood	
producer,	 how	 to	 approach	 a	 game	
developer,	 how	 to	 tell	 if	 a	 book	 is	
appropriate	 for	 film/game	 adapta-
tion.	On	the	other	hand,	it	provides	
an	opportunity	for	participants	with	
an	 explicit	 interest	 in	 new	 projects	
to	 initiate	 deals	 through	 organized	
match-making	and	pitch	sessions.”

Publishers	 and	 literary	 agents	
have	been	selling	film	rights	for	de-
cades.	Frankfurt	first	addressed	this	
with	 its	 Film	 &	 Media	 Forum	 in	
2003,	and	StoryDrive	 is	 the	natural	
next	 step.	 “Literary	 adaptations	 ac-
count	for	more	that	30%	of	all	inter-
national	film	productions—and	that	
number	 is	growing,”	says	Friedrich.	
Hollywood	is	always	on	the	lookout	
for	 good	 stories.	 The	 old	 formulas	
for	 success	 in	 Hollywood	 are	 com-
ing	under	scrutiny,	but	a	good	story	
is	still	the	key	to	success.”

However,	 the	video	game	indus-
try	has	only	recently	begun	to	search	
for	 stories	 from	 outside	 sources.	
Friedrich	 explained:	 “For	 games,	
buying	 and	 selling	 rights	 is	 a	 rela-
tively	new	development.	In	the	past,	
this	 young	 industry	 concentrated	
primarily	 on	 technological	 innova-
tion	and	gameplay.	Today,	thanks	to	
this	rapid	technological	innovation,	
the	 games	 industry	 is	 in	 a	 position	
to	 tell	 increasingly	 complex	 stories,	
which	 is	 a	 key	 factor	 in	 helping	 to	
develop	 working	 relationships	 with	
other	 entertainment	 industries	 like	
film	and	publishing.”

In	order	to	help	publishers	build	

new	 relationships	 in	 the	 film	 and	
games	 industries,	 StoryDrive	 will	
add	a	business	center	along	with	the	
conference	 program,	 featuring	 net-
working	 and	 matchmaking	 events.	
The	StoryDrive	business	center	will	
be	 located	near	 the	Literary	Agents	
Centre	 in	 Hall	 6	 this	 year,	 which	
means	Frankfurt	will	offer	an	entire	
exhibition	hall	devoted	to	the	rights	
business.	 With	 an	 expanded	 Sto-
ryDrive	conference,	Friedrich	hopes	
to	 entice	 participants	 interested	 in	
“forging	 relationships	 outside	 their	
own	 industries,	 or	 looking	 for	 new	
ideas	 and	 partners.	 It	 is	 a	 natural	
business	opportunity.”

StoryDrive will take place during 
the Frankfurt Book Fair (12-16 Octo-
ber 2011). 

www.storydrivefrankfurt.com

More Stories, More Rights: Films & Games in Frankfurt

STORYDRIVE

STORYDRIVE



Guest of Honour Iceland

Come and see us at the
London Book Fair.
Stand F 605
www.book-fair.com

FRANKFURT 
IS HERE.
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“For	so	long,	Brazil	was	a	nation	
brimming	 with	 potential	 but	 held	
back	 by	 politics,	 both	 at	 home	 and	
abroad.	For	so	long,	you	were	called	
a	country	of	the	future,	told	to	wait	
for	a	better	day	that	was	always	just	
around	the	corner.	My	friends,	that	
day	 has	 finally	 come.	 And	 this	 is	 a	
country	of	 the	 future	no	more.	The	
people	 of	 Brazil	 should	 know	 that	
the	future	has	arrived.	It	is	here	now.	
And	it’s	time	to	seize	it.”	

Those	were	the	strong	and	inspir-
ing	 words	 of	 US	 President	 Obama	
during	 a	 speech	 in	 Rio	 de	 Janeiro	
last	 month	 and	 rousing	 applause	
that	 followed	 was	 proof	 that	 Bra-
zilians	agreed.	Brazil	 is	 the	country	
of	 the	future.	But	when	it	comes	to	
books,	is	the	situation	the	same?	Are	
their	indeed	opportunities	for	inter-
national	 publishing	 companies	 to	
participate	 in	 this	 gigantic	 nation’s	
booming	 economy?	 Some	 data	 for	
you	to	consider.	
Big Country, Few Bookstores

Brazil	is	a	country	of	continental	
dimensions—spreads	across	50%	of	
South	America,	has	5,565	cities	and	
190	million	people.	However,	when	
it	comes	to	bookstores,	the	country	
is	 woefully	 underserved,	 with	 just	
3,000	providing	for	the	entire	popu-
lation	and	most	of	them	are	concen-
trated	in	urban	centers.	To	reach	ar-
eas	not	served	by	stores,	publishers	
rely	 on	 door-to-door	 sales,	 which	
represent	 17%	 of	 the	 market	 (up	
from	5%	in	2006).	

According	to	the	most	recent	fig-

ures	released	by	the	Brazilian	Book	
Chamber	 (CBL)	 and	 the	 Brazilian	
Publishers	 Union	 (SNEL),	 the	 total	
value	 of	 the	 publishing	 market	 was	
calculated	 at	 US$	 1.94	 billion	 in	
2009.	 Government	 purchases	 rep-
resented	 25%	 of	 the	 total	 earnings,	
the	 majority	 of	 these	 purchases—
some	 US$	 401	 million—going	 for	
K-12	textbooks.	There	are	about	40	
million	 children	 attending	 public	
schools	and	the	government	has	de-
veloped	 important	 initiatives	 to	 in-
crease	literacy.
Growing Book Production

In	 2009,	 publishers	 produced	
52,510	 titles	 (22,027	 new	 editions	
and	 30,483	 reprints).	 At	 that	 time,	
386	 million	 units	 were	 printed,	 of	
which	 154.4	 million	 were	 new	 edi-
tions.	 In	 all,	 there	 were	 some	 370	
million	units	sold.	These	recent	fig-
ures	 derive	 from	 a	 study	 by	 FIPE	
(Fundação	 Instituto	 de	 Pesquisas	
Econômicas).	 Information	 was	 col-
lected	 from	 693	 publishers,	 with	
revenues	varying	from	US$	574	mil-
lion	to	US$	29	million	per	year,	and	
representing	 78%	 of	 the	 publishing	
market.	The	next	round	of	statistics	
is	expected	to	be	released	in	August.	

The	sales	figures	for	2009	are	con-
sidered	respectable.	Since	2006,	 the	
number	of	units	sold	has	continued	
to	grow:	from	310m	at	that	time	to	
370m	in	2009.	Most	segments	show	
improvement,	with	Trade	(up	9.1%)	
and	 STM	 (up	 7.5%)	 leading	 the	
pack.	 The	 K-12	 textbook	 segment	
represents	 51%	 of	 the	 sales	 in	 US	

dollars,	 followed	 by	 trade	 at	 24%,	
STM	at	15%,	and	religion	at	10%.

In	 March,	 the	 National	 Book-
stores	Association	(ANL)	published	
annual	 results	 showing	 overall	
bookstore	 revenue	 for	 2010	 rising	
9.6%	compared	2009.	Inflation	dur-
ing	the	period	was	6%,	which	offset	
some	 growth,	 though	 the	 remain-
ing	gains	were	strong.	Fully	29%	of	
bookstores	declared	they	plan	to	ex-
pand	or	renovate	their	shops,	while	
9%	 of	 them	 intend	 to	 open	 new	
stores.	 The	 report	 also	 showed	 that	
e-commerce	 has	 not	 been	 imple-
mented	by	the	majority	of	booksell-
ers.	 Only	 48.57%	 of	 the	 Brazilian	
booksellers	sell	online,	 though	25%	
of	them	intend	to	invest	in	technol-
ogy	in	2011.
Translation Statistics

Fewer	 titles	 (-12.3%)	 have	 been	
translated	into	Portuguese	in	recent	
years,	 with	 the	 biggest	 drop	 off	 be-
ing	seen	in	titles	translated	from	the	
Spanish	 (-42%).	 English	 is	 still	 the	
most	translated	language,	with	3,700	
titles	appearing	in	2009,	followed	by	
French	 (674),	 Spanish	 (616),	 Ital-
ian	 (399),	 German	 (204)	 and	 other	
languages	(51).	Brazilian	publishers	
“translated”	164	titles	from	Portugal	
(European	Portuguese	differs	quite	a	
bit	 from	Brazilian	Portuguese).	De-
spite	 the	 reduction	 of	 the	 number	
of	translated	titles,	many	more	units	
have	been	distributed	 to	 stores:	 the	
quantity	 of	 units	 printed	 rose	 from	
20	million	 in	2008	 to	28	million	 in	
2009—a	37%	improvement.	

Brazil Is the Country of the Future . . . 

FLIP: Literature Festival
The	 Paraty	 International	 Lit-

erature	 Festival	 is	 a	 unique	 oppor-
tunity	 to	 listen	 to	 highly	 regarded	
authors	such	as	J.M.	Coetzee,	Amos	
Oz	 and	 Robert	 Crumb	 in	 a	 special	
setting.	This	seaside	harbor	town	at	
the	 southern	 coast	 of	 Rio	 de	 Janei-
ro	 State	 features	 many	 attractions:	
mountains,	 islands,	 a	 beautiful	 sea,	
cobbled	streets,	historical	sites,	deli-
cious	seafood	and	some	of	 the	best	
cachaça	in	Brazil.	

“By	 bringing	 writers	 from	 other	
countries	 to	 Brazil,	 Brazilian	 lit-
erature	 is	 becoming	 better	 known	
abroad,”	 says	 Liz	 Calder,	 FLIP	 co-
founder	 (and	 founding	 director	 of	
Bloomsbury	 UK).	 She	 is	 overjoyed	
with	 the	 results	 and	 the	 festival’s	
worldwide	reputation	has	grown	ev-
ery	year.	The	9th	edition	of	FLIP	will	
take	place	this	year	from	July	6	to	10.	
Website:	www.flip.org.br

Passo Fundo: Literacy
Passo	Fundo	is	a	small	town	with	

184,000	 inhabitants	 in	 the	 south	 of	
Brazil.	In	2006	it	was	named	“Capi-
tal	of	Literature”	by	former	Brazilian	
president	 Lula	 who	 was	 impressed	
with	 the	 town’s	 high	 literacy	 rate,	
something	 that	 was	 achieved	 with	
the	help	Jornada	Nacional	de	Litera-
tura.	This	is	 the	country’s	most	 im-
portant	 literacy	event	and	serves	as	
the	model	for	more	festivals	around	
the	country.	It	takes	place	biennially	
in	 four	 circus	 tents	 spread	 across	
University	 of	 Passo	 Fundo.	 The	
largest	 one,	 called	 Culture	 Circus,	
hosts	5,000	people.	Other	tents	host	
17,000	children	as	they	interact	with	
authors.	Gonçalo	M.	Tavares,	Alber-
to	Manguel,	Beatriz	Sarlo	and	Pierre	
Lévy	 are	 expected	 to	 speak	 at	 this	
year’s	event—the	30th—which	takes	
place	from	August	22	to	26.	Website:	
www.jornadadeliteratura.com.br	

Rio de Janeiro Book Fair
There	are	two	major	book	fairs	in	

Brazil.	They	alternate	every	year	be-
tween	the	cities	of	São	Paulo	and	Rio	
de	Janeiro.	This	year,	 from	Septem-
ber	1	to	11,	publishers,	booksellers,	
authors	 and	 readers	 will	 gather	 in	
Rio	to	talk	about	literature	and	buy	
books.	Authors	Anne	Rice,	Michael	
Connelly,	 Alyson	 Noël	 and	 Susan	
Casey	will	attend	in	2011.

In	2009,	640,000	people	attended	
the	 fair	 and	 more	 than	 2.4	 million	
books	were	 sold.	The	 festival	 caters	
to	local	schools	and	school	children	
receive	vouchers	from	the	city’s	De-
partment	 of	 Education	 to	 to	 buy	
books.	

The	 focus	 of	 the	 fair	 is	 to	 serve	
the	public,	although	numerous	pub-
lishing	 professionals	 are	 present	
during	 the	first	 several	days,	giving	
the	event	a	trade	atmosphere.	Web-
site:		www.bienaldolivro.com.br

Maria Fernanda Rodrigues 
& Carlo Carrenho of 
PublishNews.com.br offer 
a snapshot of this booming 
nation’s book business

. . . and the 
Future is Now

Throughout	the	year,	Brazilian	authors	travel	from	one	book	fair	to	another,	as	many	cities	in	Brazil	have	their	
own	literature	festivals	and	book	events.	All	of	them	have	the	same	goal:	to	instill	the	pleasure	of	reading	and—of	
course—sell	books.

Three Brazilian 
Book Events You 
Must Attend
The	small	colonial	village	of	Paraty.	
Photo	by	Tuca	Vieira.
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Eduardo Spohr
Eduardo	 Spohr	 is	 a	 35-year-old	

Rio-based	 journalist	 who	 self-pub-
lished	 his	 fantasy	 novel	 A batalha 
do Apocalipse	(The	Battle	of	Apoca-
lypse)	 in	 2007.	 The	 first	 100	 copies	
sold	quickly	on	a	fanboy	web	site,	so	
he	went	back	 to	 the	printer	 for	an-
other	 500	 books,	 which	 again	 sold	
quickly.	

In	2009,	with	demand	still	rising,	
he	printed	an	additional	4,000	cop-
ies.	 In	 2010	 the	 rights	 to	 the	 book	
were	acquired	by	Verus,	an	imprint	
of	 Grupo	 Record,	 which	 has	 gone	
on	to	sell	another	100,000	copies	of	
the	book.	Rights	to	the	book	have	so	
far	been	purchased	in	Portugal,	Hol-
land	and	Turkey.

Marcelo Rossi
Marcelo	Rossi	is	a	popular	priest	

in	 Brazil	 and	 one	 of	 the	 leaders	 of	
the	Catholic	charismatic	movement.	
Seven	 months	 ago,	 Globo	 Livros	
released	 his	 latest	 religious	 self-
help	 book,	 Ágape.	 It	 has	 remained	
the	 top-selling	book	 in	 the	country	
since	 October	 2010,	 exponentially	
outselling	the	next	top-selling	titles.	

So	 far,	 the	 book	 has	 sold	 more	
than	two	million	copies.	Rossi’s	pop-
ularity	 was	 evident	 right	 from	 the	
start,	 after	 more	 than	 2,500	 people	
showed	up	for	his	first	book	reading;	
another	event	in	Rio	attracted	6,000	
people.	 After	 signing	 books	 for	 12	
hours	 straight,	 Rossi,	 resorted	 to	
giving	blessings	instead.

Gustavo Cerbasi
Gustavo	Cerbasi	is	a	personal	fi-

nance	 specialist,	 whose	 2004	 book	
Casais Inteligentes Enriquecem Jun-
tos	(Smart	Couples	Get	Rich	Togeth-
er)	remains	on	the	bestseller	lists	to	
this	day.	

His	approach	to	finances	is	some-
what	alternative,	as	he	always	priori-
tizes	 the	quality	of	 life	and	mainte-
nance	 of	 the	 marital	 relationship	
above	 money-making.	 More	 than	
one	million	copies	of	his	several	 ti-
tles	have	been	sold	in	Brazil.	

Cerbasi	 has	 already	 been	 pub-
lished	in	Portugal	and	in	Spanish	for	
Latin	America.

3 Bestselling 
Brazilian 
Authors 
to Consider

By Maria Fernanda Rodrigues & 
Carlo Carrenho

By Carlo Carrenho

The	 Brazilian	 government	 of-
fers	grants	for	publishers	who	want	
to	 translate	 and	 publish	 Brazilian	
literature.	 Last	 year,	 the	 Literature	
Translation	 Grant	 program	 offered	
over	 US$	 200,000	 in	 grants,	 rang-
ing	 from	 US$	 2,500	 to	 US$	 7,000.	
The	 program	 is	 administered	 by	
Brazilian	National	 Library	 Founda-
tion,	which	establishes	general	book	
policies	for	the	nation,	and	is	avail-
able	 to	 any	 publisher	 in	 the	 world.	
The	guidelines	for	2011	have	not	yet	
been	 announced,	 but	 should	 soon	
be	available	on	their	Website	at:				
www.bn.br/translationgrant

Grants 
Available 
for Brazilian 
Translations

Located at the Paulista Avenue, the financial heart of Brazil, Livraria Cultura’s megastore is the living proof of a 
dynamic 1.9 billion-dollar book market in Brazil. Photo by Marcia Minillo.

PublishNews.com.br	is	a	website	
and	 daily	 email	 newsletter	 for	 the	
Brazilian	 publishing	 industry.	 Pub-
lishNews	 provides	 industry	 news	
and	 analysis,	 bestseller	 lists,	 press	
clippings	and	more.

Look	for	PublishNews	managing	
editor	 Maria	 Fernanda	 Rodrigues	
here	 at	 the	 London	 Book	 Fair	 this	
year.

Want	 more	 Brazilian	 publishing	
news,	in	English?	Subscribe	for	free	
at	 PublishNewsBrazil.com,	 a	 joint	
venture	 between	 PublishNews	 and	
Publishing	Perspectives.

(Photo by Lima Andruška)
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By Kelvin Smith

When	 was	 the	 last	 time	 you	
read	 a	 book	 written	 in	 a	 foreign	
language?	 If	 you	are	a	 fan	of	 crime	
fiction,	 probably	 it	 wasn’t	 so	 long	
ago.	Or	you	might	be	one	of	the	mil-
lions	of	 readers	of	Paolo	Coelho	or	
Haruki	Murakami.	On	the	face	of	it	
we	are	becoming	more	open	 to	 the	
literature	of	 the	world,	and	transla-
tion	flows	in	Europe	are	more	varied	
and	less	Anglo-centric	than	is	often	
supposed.

But	no,	what	I	mean	is,	when	was	
the	last	time	you	read	a	book	written	
in	a	foreign	language	in the original 
language?	If	you	live	in	Denmark	or	
the	 Netherlands,	 you	 probably	 do	
this	most	of	the	time,	and	if	you	are	
a	student	in	parts	of	Europe	or	Asia,	
much	of	your	reading	will	be	in	Eng-
lish.	In	Africa	and	many	other	parts	
of	the	world,	the	language	you	read	
in	is	probably	not	the	language	you	
speak	at	home.	But	if	you	are	Ameri-
can,	English	or	Australian	you	may	
never	 have	 even	 opened	 a	 book	 in	
anything	 other	 than	 English,	 and	
very	 few	 bookshops	 in	 the	 Anglo-
phone	 world	 carry	 anything	 other	
than	 a	 smattering	 of	 texts.	 Charity	
shops	have	a	much	better	selection!

Book	 covers,	 bookseller	 listings	
and	 book	 reviews	 often	 don’t	 even	
tell	us	that	a	book	is	translated	(or	if	
it	does	it	is	very	understated),	and	it	
can	 look	as	 if	we	are	being	encour-
aged	 not	 to	 recognize	 the	 skill	 or	
even	the	presence	of	the	translator.	If	
we	are	not	going	to	build	even	high-
er	 walls	 around	 the	 Anglophone	
ghetto,	 we	 must	 all	 make	 it	 known	
that	 we	 find	 the	 non-English	 excit-
ing	and	valuable,	not	some	dirty	se-
cret	of	publishing,	representing	little	
more	than	the	unpleasant	additional	
cost	of	translation.

Perhaps	publishers	need	to	think	
more	 about	 what	 they	 are	 doing	 to	
our	 language,	 too.	 They	 have	 a	 di-
rect	 influence	on	what	 is	written	as	
well	as	how	it	is	translated,	as	Julian	
Barnes	has	pointed	out.

“I	 remember	 hearing	 a	 well-
known	British	novelist	admit	in	a	ra-
dio	interview	that	he	had	paused	at	
one	point	in	his	writing,	thought	of	
the	pain	he	might	be	inflicting	on	his	
Scandinavian	translators,	and	decid-
ed	 to	 make	 things	 easier	 for	 them.	
Apart	 from	 this	 being	 a	 denial	 of	
your	own	language,	it	can	easily	lead	
to	 the	 sort	 of	 international	 prose	
that	 is	 like	 an	 airline	 meal:	 it	 feeds	
all,	 doesn’t	 actually	 poison	 anyone,	
but	isn’t	noticeably	nutritious.”	

(Julian	Barnes,	London Review of 
Books,	Vol.	32	No.	22.	18	November	
2010,	pages	7-11.)

Just	as	many	of	us	are	now	more	
aware	of	the	food	we	eat,	perhaps	it’s	
time	to	think	about	how	our	transla-

tion	diet	 is	storing	up	problems	for	
our	future	mental	and	cultural	well-
being.	 If	 we	 satisfy	 our	 hunger	 for	
the	foreign	with	books	often written 
specifically with an eye on the transla-
tion market,	aren’t	we	risking	some-
thing	like	a	bulimia	of	the	soul?	Do	
the	translations	we	read	persuade	us	
to	go	that	extra	step	and	read	a	book	
in	the	original?	Does	anyone	learn	a	
Scandinavian	 language	 in	 order	 to	
read	 a	 Nordic	 thriller	 in	 the	 origi-
nal?	Should	anyone	bother?	Perhaps	
not,	but	Le	Clézio,	Borges,	Saramago	
or	 Christa	 Wolf?	 Surely	 these	 are	
worth	 the	effort.	 Isn’t	 it	 time	 for	us	
to	reassert	our	belief	in	the	value	of	
reading	 in	 other	 languages,	 and	 to	
make	sure	that	publishers,	reviewers	
and	booksellers	do	their	bit?

And	let’s	not	be	dazzled	by	what	
the	 big	 guys	 say	 they	 are	 doing	
about	 translation.	 Amazon’s	 launch	
of	Amazon	Crossing,	Google	Trans-
late	and	Ads	in	over	forty	languages,	
a	proliferation	of	iPhone	translation	
apps	.	.	.	these	encourage	us	to	think	
that	there	will	soon	be	a	time	when	
we	will	all	speak	our	own	language,	
but	have	seamless	access	to	all	others	
through	 the	 glories	 of	 technology.	
Of	course	this	 is	good	for	business,	
if	you	see	intellectual	content	as	fod-
der	 for	 an	 advertising	 channel,	 a	
constantly	updated	range	of	devices	
or	 a	 physical	 and	 digital	 distribu-
tion	 system	 with	 global	 ambitions.	
But	remember	that	Silvio	Berlusconi	
once	 said	 that	 “football	 is	 just	 soft-
ware	for	television,”	and	look	what’s	
happened	to	football!	

The	translator	has	been	described	
as	a	passeur,	a	ferryman	who	carries	
meaning	 from	 one	 side	 to	 another.	
But	 a	 passeur	 is	 not	 just	 a	 ferry-
man:	he	is	also	a	smuggler.	When	we	
rely	 only	 on	 translation	 to	 show	 us	
how	 others	 live,	 we	 may	 be	 getting	
contraband,	 in	 a	 plain	 wrapper,	 no	
questions	 asked,	 and	 any	 publisher	
knows	that	contraband	can	be	a	ma-
jor	threat	to	our	culture.	On	the	other	
hand,	a	smuggled	text	may	represent	
a	rare	and	valuable	communication	
from	an	otherwise	closed	part	of	the	
world,	a	text	being	ferried	from	one	
side	of	 a	dividing	gulf	 to	 the	other,	
on	an	arduous	journey	to	a	new	life	
in	a	new	country.	If	translations	like	
these	can	fire	our	enthusiasm	for	the	
riches	 available	 in	 other	 languages,	
all	 of	 us	 at	 London	 Book	 Fair	 may	
begin	new	journeys	of	discovery.

Sooner	or	later,	the	people	of	the	
Anglo	 world	 will	 wake	 up	 to	 real-
ize	 they	 have	 been	 sold	 a	 pup.	 The	
world,	 and	 our	 precious	 “world”	
language,	 has	 changed	 around	 us,	
and,	quite	frankly,	we	look	stupid	if	
we	 only	 speak	 English.	 The	 future	
of	 publishing	 will	 not	 be	 an	 Eng-
lish-language	 affair	 and	 we	 should	
welcome	 this.	 If	we	open	up	 to	 the	
possibilities	of	the	multilingual	digi-
tal	culture,	it	could	rescue	both	our	
language	and	our	dignity.	

Kelvin Smith writes on publishing, 
gives advice when asked, and runs the 
website www.europublishing.info.

Have the Anglos 
Lost Too Much in 
Translation? 

A spirited defense of reading 
“foreign” books
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By Edward Nawotka

“Any	 publisher	 who	 considers	
themselves	 to	 be	 an	 international	
publisher	cannot	ignore	the	Middle	
East	and	the	GCC	countries	in	par-
ticular,”	 says	 Bill	 Kennedy,	 direc-
tor	 of	 the	 Avicenna	 Partnership,	 a	
company	 that	 acts	 as	 a	 marketing	
and	sales	rep	for	education	publish-
ers	 selling	 into	 the	region.	“But	 the	
thing	 that	 we	 have	 to	 be	 realistic	
about	 is	 that	 although	 the	 area	 is	
currently	grabbing	headlines,	it’s	not	
a	hugely	significant	market	in	global	
terms—maybe	 2%-5%	 of	 revenue	
for	 a	 publisher—and	 those	 looking	
for	instant	gratification	are	going	to	
be	disappointed.	It	 takes	time,	rela-
tionships,	 and	 an	 understanding	 of	
the	 nuances	 of	 each	 country	 in	 the	
region,	since	they	are	all	different.”	

The	education	sector	 is	 the	 larg-
est	 opportunity	 for	 Western	 pub-
lishers,	 as	 oil-rich	 countries	 in	 the	
Gulf	are	investing	heavily	in	second-
ary	 and	 university	 level	 education,	
something	 that	 has	 produced	 “well	
endowed	 and	 exciting	 institutions”	
like	 King	 Abdullah	 University	 of	
Science	 and	 Technology	 in	 Saudi	
Arabia	and	New	York	University	 in	
Abu	 Dhabi,	 among	 others.	 “In	 Qa-
tar,	 they’ve	 built	 an	 ‘academic	 city,’	
with	six	or	seven	universities	based	
on	the	American	model.	In	the	Unit-
ed	 Arab	 Emirates	 there	 are	 several	
new	 tertiary	 institutions	 in	 Dubai	
and	Abu	Dhabi,	though	they’ve	em-
braced	a	more	cosmopolitan	model,	
drawing	from	the	UK,	the	US,	Aus-
tralia,	Russia	and	India.”

It’s	 important	 not	 to	 underesti-
mate	the	impact	of	the	price	of	oil	on	
the	education	market,	says	Kennedy,	
as	 it	 drives	 government	 investment	
and	 revenues	 to	 these	 institutions.	
With	 geopolitical	 change	 sweeping	
through	North	Africa	has	made	the	
future	 levels	 of	 commitment	 much	
more	difficult	to	foresee.	“The	region	
is	going	to	look	very	different	in	six	
months	 to	 five	 years	 from	 what	 we	
saw	last	year,”	says	Kennedy.	

Egypt,	for	example,	has	the	larg-
est	 population	 in	 the	 Middle	 East,	
a	 well-developed	 publishing	 scene	
and	 established	 universities—like	
the	 American	 University	 of	 Cairo.	
But	with	the	recent	political	change,	
it	 is	not	yet	known	how	the	“fabric	
and	 substance”	 of	 how	 this	 will	 af-
fect	publishers.	“There	are	ominous	
signs	and	positive	signs	and	it’s	just	
hard	to	tell	right	now,	that’s	why	it’s	
important	 to	 pay	 close	 attention,”	
says	Kennedy.

While	 the	 aforementioned	 GCC	
states	 are	 the	 first	 candidates	 that	
Kennedy	 recommends	 looking	 at	
as	 potential	 markets,	 another	 is	
Iran.	 “They	have	 the	second	 largest	
population,	some	of	the	best	tertiary	
education	 institutions	 and	 research	
facilities	 in	 the	 Middle	 East,	 and	 a	
huge	 percentage	 of	 the	 people	 are	
under	25.	They	are	 tech	savvy,	eru-
dite	 and	 ambitious—they	 want	 to	
learn.	It’s	easily	one	of	the	most	im-
portant	markets.”	

For	 many	 publishers	 the	 idea	 of	
working	 with	 the	 Middle	 East	 and	
Arab	countries	is	as	intimidating	as	
it	 is	 intriguing.	 There	 are	 religious	
and	 cultural	 sensitivities	 to	 bear	 in	
mind	 and	 the	 geopolitics	 and	 level	
of	 wealth	 and	 education	 vary	 from	
country	 to	 country.	 “But	 the	 solu-
tion	is	rather	simple,”	says	Kennedy,	
“I	 recommend	 what	 any	 market-
ing	 professor	 would	 as	 a	 matter	 of	
course:	 do	 a	 little	 homework.	 That	
way	you	can	minimize	risk	and	take	
full	 advantage	 of	 the	 opportunities	
available—and	there	are	many.”	
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On the Agenda: Must-See Events at LBF

24symbols.com: The 
Spotify Model for Books
Justo Hidalgo will speak at “24sym-
bols: The Spotify Model for Books” at 
14.00 in the Digital Zone Theatre on 
Monday, 11 April. 

Given	 that	
music	 is	 now	
‘tasted’	 and	 ex-
plored	 through	
sites	 like	 Last	
FM	 and	 Spotify,	
why	 shouldn’t	
this	 model	 be	

applied	to	books?	That	is	part	of	the	
reasoning	 behind	 24symbols,	 the	
Madrid-based	books	site	whose	co-
founder	 Justo	 Hidalgo	 is	 at	 the	 fair	
to	outline	his	particular	vision	of	the	
digital	future.		

“With	 24symbols	 you	 can	 read	
e-books	 directly	 in	 the	 cloud,	 with	
no	need	to	download,	and	from	any	
device,”	 he	 says.	 “You	 can	 read	 for	
free—with	non-intrusive	or	contex-
tual	ads—or	you	can	pay	a	monthly,	
quarterly	 or	 yearly	 subscription	
which	 gives	 you	 access	 to	 a	 bigger	
book	catalogue	and	some	additional	
features.”

Hidalgo,	 who	 teaches	 Product	
Strategy	 and	 Innovation	 at	 Nebrija	
University	 in	Madrid,	 launched	 the	
site	 a	 year	 ago	 and	 is	 adding	 new	
books	every	week.	24symbols	has	a	
social	networking	aspect	and	allows	
users	 to	 share	 books	 with	 friends.	
“Every	 reader	 with	 a	 Net-enabled	
device—desktop	with	browser,	iPad,	
iPhone,	 Android	 smartphone	 or	
tablet—can	be	a	24symbols	user.”

He	 believes	 its	 ‘freemium’	 mod-
el,	 and	 their	 approach,	 adapts	 the	
demand	 for	 e-book	 content	 to	 the	
modern	 day.	 “We	 don’t	 want	 the	
book	 industry	 to	 commit	 the	 same	
mistakes	 that	 the	 movie	 and	 mu-
sic	 industries	 made	 and	 we	 think	
we	 can	 help	 by	 offering	 a	 new	 way	
to	consume	content,	 closer	 to	what	
the	digital	world	needs	and	requires.		
24symbols	 offers	 new	 interactions	
with	the	reader	and	provides	anoth-
er	 way	 to	 promote	 books	 by	 using	
the	 site’s	 social	 and	 viral	 capabili-
ties.”	 Website:	 www.24symbols.com	
		—Roger	Tagholm

The Book is Dead—
Long Live the Global Book
Evan Schnittman will give the key-
note, “The Book is Dead – Long live 
the Global Book” at 11.30 in the 
Cromwell Room, Earls Court 1 on 
Monday, 11 April. 

In	 order	 to	 protect	 territorial	
rights	and	authors’	interests,	the	in-
dustry	should	adopt	the	model	used	
in	 other	 areas	 of	 publishing,	 such	
as	 STM	 and	 academic,	 and	 look	 at	
global	 publishing	 for	 trade	 works.	
That’s	the	view	of	Evan	Schnittman,	
Bloomsbury’s	 MD,	 Sales	 and	 Mar-
keting,	Print	and	Digital.		

He	 says:	
“Whilst	 the	 in-
eluctable	 surge	
of	 e-books	
spreading	across	
the	 globe	 has	
prompted	 the	
usual	 death	

knell	 punditry	 on	 the	 future	 of	 the	
book,	 there	 has	 been	 a	 noticeable	
spike	in	bookselling	via	the	Internet	
around	 the	 world	 via	 sites	 such	 as	
the	 Book	 Depository	 and	 Amazon.
com.		

“Markets	long	protected	by	huge	
oceans	 and	 extremely	 fragmented	
supply-chains	are	now	feeling	under	
siege	 by	 Internet	 sourced	 imports.	
The	 combination	 of	 e-books	 and	
global	 print	 supply	 chains	 exploits	
the	 already	 frail	 territorial	 rights	
situation	 by	 misaligning	 the	 incen-
tives	 of	 global	 selling	 by	 allowing	
one	publisher	to	gain	at	the	expense	
of	another	for	the	same	work.”

He	believes	trade	publishers	must	
learn	to	buy	and	sell	works	globally	
“in	order	to	manage	the	global	port-
folio	and	optimise	sales	and	author	
royalties.	 Without	 this	 change,	 the	
book	may	 indeed	be	dead—with	 it,	
then,	long	live	the	global	book”.

‘The	Internet	respects	no	borders’	
has	 become	 an	 industry	 cliché.	 Yet	
the	 difficult	 issue	 is	 that	 the	 Inter-
net	 puts	 increasing	 pressure	 on	 the	
sustainability	 of	 territorial	 rights.	
Perhaps	that	kid	with	the	specs	and	
scar	on	his	forehead	on	Bloomsbury	
UK’s	list	might	have	an	answer.		
—Roger	Tagholm

Calendar

Embracing the Education Market in 
the Middle East

Event: Opportunities for 
Academic and Education 
Publishers in the Gulf Region

•	 Bill	Kennedy,	Director,	Avi-
cenna	Partnership

•	 Ian	Grant,	Managing	Direc-
tor,	Education,	Encyclopae-
dia	Britannica,	UK

•	 Mike	Thompson,	Director	
of	ELT,	Cengage	-	Learning	
EMEA,	Cengage	Learning

•	 Monika	Krauss,	General	
Manager,	Abu	Dhabi	Interna-
tional	Book	Fair	-	KITAB

•	 Chair:	Emma	House,	
International	Director,	The	
Publishers	Association

Tuesday,	12	April	at	2:30	p.m.	
Wellington Rooms, Earls Court

Japanese	publishers	are	making	
their	 first	 international	 appear-
ance	in	London	just	one	month	af-
ter	the	devastating	natural	disaster	
in	Japan.	Live	interview	with	Japa-
nese	publishers	about	the	current	
situation	 in	 Japan	 and	 the	 effects	
of	the	disaster,	particularly	on	the	
Japanese	book	industry.

With:	 Ms.	 Yumiko	 Hoshiba,	
CEO	Discover	21,	n.n.

“Exclusive Tokyo:
the effects of the earthquake 
and tsunami on the Japanese 
publishing industry”

Host:	Frankfurt	Academy	/	
Frankfurt	Book	Fair
Tues.	12	April	at	11:45am-12:45
German Collective Stand (F 605)
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By Chip Rossetti

In	 1999,	 Lebanese	 entrepreneur	
Salah	 Chebaro	 launched	 Neelwafu-
rat.com,	an	online	Arabic	bookstore. 	
For	anyone	who	has	ever	felt	frustra-
tion	about	not	being	able	to	find	the	
Arabic	book	they	want	at	a	physical	
bookstore,	 Neelwafurat.com	 fills	 a	
real	need.

Chebaro	comes	from	a	family	of	
publishers	and	printers	in	Beirut	(his	
father	 was	 also	 a	 printer	 and	 pub-
lisher,	and	his	uncle	 is	Bashar	Che-
baro,	 the	 general	 manager	 of	 Arab	
Scientific	 Publishers	 company,	 also	
in	 Beirut).	 At	 the	 time	 he	 founded	
Neelwafurat.com,	 Salah	 Chebaro	
had	 recently	 graduated	 from	 the	
university,	and	had	a	degree	in	com-
puter	 science.  It	 was	 the	 heady	 In-
ternet	1.0	era,	and	Amazon.com	was	
making	 its	 initial	big	 splash:	 “Since	
my	family	was	 involved	 in	publish-
ing	and	printing,	I	was	seduced	into	
doing	the	project	of	an	online	Ara-
bic	bookstore.	I	had	to	look	into	do-
ing	it,	since	Amazon	had	been	such	
a	success.” (Continuing	the	idea	of	a	
“river	of	books”	implied	by	the	name	
“Amazon,”	 he	 chose	 for	 his	 site	 the	
more	 geographically	 appropriate	
“Neel	wa	Furat,”	meaning	“Nile	and	
Euphrates.”)

Neelwafurat.com	is	based	in	Bei-
rut,	but	has	branches	that	carry	out	
fulfillment	 in	 Cairo,	 Syria,	 Jordan	
and	 Saudi	 Arabia.  When	 the	 com-
pany	began,	 it	 sold	only	books,	but	
later	expanded	into	music	and	soft-
ware,	 and	now	e-books.  “We	 try	 to	
keep	 warehousing	 to	 a	 minimum,”	

says	Chebaro. “We	buy	books	on	de-
mand	as	much	as	possible,	although	
we	keep	a	small	 inventory	on	hand	
for	bestsellers.”

One	of	the	biggest	obstacles	fac-
ing	bookselling	in	the	region	is	cen-
sorship,	particularly	across	national	
borders:	“When	I	started	in	1999,	we	
had	a	good	number	of	orders	that	we	
would	ship,	and	they	would	end	up	
banned,	 or	 the	 package	 would	 be	
confiscated	in	customs.	So	much	of	
that	 confiscation	 was	 subjective:	 a	
customs	inspector	would	often	con-
fiscate	a	book,	not	because	he	disap-
proved	of	it,	but	because	he	wanted	
it	for	himself!	But	that	has	declined	
in	 recent	 years.	 The	 Arab	 world	 is	
opening	up,	and	people	want	to	con-
front	 formerly	 taboo	 subjects.”  The	
upheavals	in	the	last	two	months	of-
fer	hope	for	a	further	opening	up	of	
society,	in	Chebaro’s	opinion:	“Now	
we’re	on	the	highway	to	liberate	the	
book	 publishing	 industry,	 and	 thus	
our	thinking	as	well.”

Selling	 books	 to	 22	 Arab	 coun-
tries—with	 a	 combined	 population	
of	350	million—is	no	easy	task,	par-
ticularly	 given	 the	 large	 social	 and	
economic	 disparities	 among	 the	
different	 countries.	 For	 one	 thing,	
credit	 cards—the  sine qua non  of	
Amazon’s	 business—are	 not	 avail-
able	 to	 many	 readers	 in	 the	 Arab	
world.	

As	 a	 result,	 Neelwafurat.com	 is	
accustomed	to	accepting	other	kinds	
of	payments,	from	money	orders	to	
mailed	 checks.  In	 wealthier	 econo-
mies,	 such	 as	 the	 Gulf	 countries,	
credit	 cards	 are	 widely	 used.  Else-

where,	 as	 Chebaro	 explains,	 “in	
Egypt,	Syria,	Iraq	and	North	Africa,	
they	prefer	to	pay	us	with	cash	or	by	
Western	Union.”

Fifty	percent	of	the	site’s	sales	are	
to	 the	 Gulf	 region.  After	 that,	 the	
highest	number	is	to	Arabs	living	in	
Europe—many	 of	 them	 in	 the	 UK.	
“I	was	lucky. 	Because	issues	of	cen-
sorship	and	government	regulations	
are	 so	 burdensome	 in	 many	 Arab	
countries,	 Lebanon	 has	 historically	
published	something	like	50%	of	all	
books	in	Arabic.	So	it	was	an	advan-
tage	for	me	to	open	my	business	in	
Lebanon,	where	the	books	are.”

The	big	news	coming	out	of	Neel-
wafurat	 this	 spring	 is	 its	 launch	 of	
two	 new	 apps	 for	 the	 iPad:	 one	 for	
reading	Arabic-language	books,	and	
one	 for	 magazines.	 Chebaro	 intro-
duced	 both	 apps	 to	 an	 eager	 audi-
ence	of	exhibitors	and	visitors	at	the	
Abu	Dhabi	 International	Book	Fair	
last	month,	

“E-books	 are	 tricky	 in	 the	 Arab	
world.  They	 are	 excellent,	 because	
you	 don’t	 cross	 borders	 with	 them,	
and	 so	 you	 avoid	 issues	 of	 govern-
ment	 restrictions	 involved	 in	 inter-
national	 shipments.  On	 the	 other	
hand,	 publishers	 aren’t	 ready	 for	
them.	 They	 don’t	 have	 the	 technol-
ogy	to	go	forward	on	this. 	

At	 Neelwafurat.com,	 we	 still	
have	 problems	 converting	 the	 Ara-
bic	 texts	 we	 get	 from	 publishers	 to	
e-book	 files	 (that’s	 assuming	 they	
have	 electronic	 files	 in	 the	 first	
place.)  Other	 publishers	 don’t	 have	
electronic	files	at	all	to	give	us. Still	
others	aren’t	willing	to	cooperate.”

“E-books	will	not	be	on	a	mass-
scale	 in	 the	 Arab	 world	 for	 2-3	
years.  There	 are	 not	 enough	 iPads	
sold,	 and	 people	 have	 to	 adjust.
Meanwhile,	 you	 have	 to	 build	 your	
electronic	library.	It’s	a	tricky	thing.”

This	month,	Chebaro	will	launch	
iKitab	 (as	 its	 Arabic	 name	 implies,	
it’s	an	app	for	reading	books). 	iKitab	
will	offer	a	“smooth	display”	of	Ara-
bic	texts,	says	Chebaro,	and	readers	
will	be	able	to	bookmark,	search	the	
text,	and	access	an	Arabic	dictionary	
for	difficult	words.

A	 similar	 app	 for	 magazines,	
iMagaleh,	has	already	launched,	and	
in	Chebaro’s	words,	it	is	now	“a	huge	
success.”	 iMagaleh	can	display	both	
Arabic	and	English	magazines,	with	
options	 for	 left-to-right	 and	 right-
to-left	display,	as	well	as	a	bilingual	
interface.	 With	 iMagaleh,	 readers	
can	 also	 store	 their	 magazines	 for	
later	 reading;	 with	 its	 autosynchro-
nize	feature,	the	iPad	downloads	the	
latest	 issue	 of	 your	 magazine	 sub-
scription.

Although	 it	 may	 be	 a	 few	 years	
before	e-books	reach	a	critical	mass	
in	the	Arab	world,	Chebaro	is	confi-
dent	about	their	future	in	the	region:	
“The	Arab	world	has	great	potential,	
both	for	English	and	Arabic	books.  	
It	will	just	take	some	time.”

Chip Rossetti is the Managing 
Editor for the new Library of Arabic 
Literature book series being published 
by New York University Press. He was 
Editor of the Abu Dhabi Internation-
al Book Fair Show Daily, where this 
item originally appeared in a slightly 
different form.

From the Nile and Euphrates to Your iPad: 
New Arabic-language Reading Apps



adbookfair.com

Mark these dates
28 March – 2 April 2012

Abu Dhabi International
Book Fair | the marketplace 

for networking with Arab
and international publishers

- Come visit us at our stand V210
at the London Book Fair

Join us on 12th  April for a session on
‘Business Opportunities for Academic and 

Educational Publishers in the Gulf Region’.
14:30 | Earl’s Court 1 | Wellington Rooms

Supported by Organised by



11 ApRil 2011 • lOnDOn bOOK FAiRpAgE 14 • publishingperspectives

By Daniel Kalder

Going	 back	 to	 the	 19th  century	
literary	 journals	 have	 played	 an	
important	 role	 in	 Russian	 culture.	
Indeed,	no	lesser	a	figure	than	Dos-
toevsky	edited	not	one,	but	two	fol-
lowing	his	return	from	Siberian	ex-
ile.	 After	 1917,	 though	 the	 politics	
changed,	the	popularity	of	the	liter-
ary	periodical	never	waned.	Legend-
ary	“thick”	journals	of	the	Soviet	era,	
such	 as	 Novy Mir,  enjoyed	 circula-
tions	 in	 the	 millions—with	 reader-
ship	 peaking	 during	 Glasnost	 as	
hitherto	banned	works	such	as	Sol-
zhenitsyn’s	 Gulag Archipelago	 first	
saw	 print	 in	 their	 pages.	 With	 the	
new	 found	 freedoms	 of	 the	 1990s	
came	the	less	cerebral	attractions	of	
Playboy	and	Vogue	and	today,	only	a	
few	survive.

Now	 for	 the	 last	 three	 years	 the	
billionaire	 Mikhail	 Prokhorov,	 of-
ficially	 Russia’s	 second	 richest	
man, has	been	publishing	the	beau-
tifully	 designed	 but	 unappealingly	
titled SNOB,	a	luxury	magazine	tar-
geted	at	the	ever	increasing	number	
of	Russians	hungry	for	sophisticated	
pleasures.	Today	 it	 is	 is	on	 sale	not	
only	 in	 Moscow,	 but	 also	 in	 Rome,	
London	 and	 New	 York.	 One	 of	 the	
many	pleasures	the	magazine	offers	
is	literary	prose	by	a	veritable	“who’s	
who”	 of	 Russia’s	 greatest	 living	 au-
thors	(and	the	occasional	dead	one). 		

“The	 SNOB	 project,”	 says	 Ser-
gey	 Nikolaev,	 the	 magazine’s	 liter-
ary	editor,	 “consists	not	only	of	 the	
paper	 version—the	 magazine—but	
also	 a	 website	 of	 the	 same	 name.	
This	 media	 project	 was	 conceived	
by	 its	 creators	 for	 ‘their	 own	 kind,’	
so	to	speak	.	.	.	as	a	rare	opportunity	
for	communication	between	people	
who	are	 close	 in	 spirit,	who	have	a	
similar	background,	and	who	share	
the	same	basic	values	and	attitudes.	
The	project	managed	in	record	time	
to	 gather	 together	 a	 circle	 of	 par-
ticipants	 of	 uniquely	 high	 quality,	
including	 well-known	 intellectuals	
and	members	of	the	artistic	elite,	as	
well	 as	 famous	 business	 people	 liv-
ing	 both	 in	 Russia	 and	 outside	 her	
borders.”

Most	 issues	 of	 SNOB	 contain	 a	
mix	 of	 journalism	 and	 literature,	
although	 some	 are	 dedicated	 to	 a	
purely	literary	experience.	The	most	
recent	 such	 issue	—the	 December	
2010/January	 2011	 release—cen-
tered	 on	 the	 theme	 “All	 About	 My	
Father.”	 Nikolaev	 succeeded	 in	 at-
tracting	 contributors	 ranging	 from	
legends	 of	 the	 soviet	 underground	
such	 as	 Viktor	 Erefeev	 and	 Yuri	
Mamleev,	 to	 current	 literary	 su-
perstars	 Zakhar	 Prilepin	 and	 Olga	
Slavnikova	 and	 Ludmilla	 Petru-
shevskaya.	 The	 multiple	 prize	 win-

ning	 author	 and	 cultural	 provoca-
teur	 Vladimir	 Sorokin	 maintains	 a	
personal	blog	at	the	SNOB	website.	

In	fact,	it’s	difficult	to	find	a	Rus-
sian	author	of	note	who	has not writ-
ten	 for	 SNOB.	 When	 asked,	 Niko-
laev	can	think	of	only	one	author	he	
admires	whose	work	he	has	not	yet	
published:	 Larissa	 Ulitskaya,	 a	 past	
winner	of	the	Russian	Booker	Prize.

Each	 issue	 contains	 an	 excerpt	
from	a	novel	and	also	a	short	story,	
and	 SNOB’s	 reputation	 for	 unstint-
ing	dedication	to	quality	has	result-
ed	 in	 some	 major	 coups,	 foremost	
of	 which	 was	 the	 first	 publication	
anywhere	of	chapters	from	Vladimir	
Nabokov’s	 The Original of Laura.	
Literary	 prose	 by	 acclaimed	 con-
temporary	 authors	 such	 as	 Mikhail	
Shishkin	 and	 Alexander	 Illichivsk	
which	 first	 appeared	 in	 SNOB	 has	
won	prestigious	awards.	SNOB	 also	
published	 correspondence	 between	
Nabokov	 and	 his	 wife	 Vera	 before	
anyone	 in	 the	West.	SNOB	 released	
a	CD	of	the	songs	of	Ludmila	Petru-
shevskaya,	which	went	out	with	last	
year’s	summer	issue,	and	persuaded	
Tatiana	Tolstoya	to	start	writing	her	
memoirs.	

The	purely	literary	issues	of	SNOB	
sell	well,	as	a	result	of	which	Niko-
laev	 has	 plans	 to	 extend	 his	 edito-
rial	efforts	outside	of	the	magazine:	
“This	 year	 I	 want	 to	 launch	 several	
literary	projects:	the	collection	of	in-
terviews—SNOB-Talk—and	the	col-
lection	of	stories—SNOB-Story.	This	
month	 the	 book	 All About My Fa-
ther,	based	on	the	December	issue	of	
our	magazine	will	be	released	jointly	
with	the	AST	publishing	house.”

Asked	 if	 it	 is	 strange	 to	 see	 so	
many	ex-dissidents	now	writing	for	
a	 billionaire	 pillar	 of	 the	 establish-
ment,	 Nikolaev	 responds:	 “At	 all	
times	and	eras,	there	have	been	pa-
trons	 of	 the	 arts,	 who	 have	 consid-
ered	it	their	duty	to	support	different	
talents.	It	seems	to	me	that	Mikhail	
Prokhorov	has	good	taste,	or	at	least	
he	 has	 some	 very	 qualified	 advis-
ers.	 I	 am	 thinking	 not	 only	 about	
SNOB,	but	also	the	publishing	house	
NLO,	which	is	run	by	his	sister	Irina	
Prokhorova,	and	also	the	“NOS”	lit-
erary	 award,	 which	 was	 established	
with	 money	 from	 the	 Prokhorov	
Fund,	 and	 which	 this	 year	 went	 to	
Vladimir	 Sorokin.	 The	 mutation	 of	
the	underground	into	the	establish-
ment—that	 is	a	natural	and	correct	
process.	 SNOB	 is	 merely	 a	 graphic	
example	 of	 it.	 We	 cannot	 invent	 or	
write	another	literature,	we	can	only	
serve	it	up	beautifully	and	tastefully	
to	 you,	 discovering	 new	 talent	 and	
new	 names	 along	 the	 way.	 So	 take	
pleasure	in	it!	Enjoy	it!”

Daniel Kalder’s most recent book 
is Strange	Telescopes. Visit him on-
line at www.danielkalder.com

An extended version of this story 
is available online at PublishingPer-
spectives.com. 

SNOB can be found online at  
http://www.snob.ru/.

The Rebirth of 
the Russian 
Literary 
Magazine
Billionaire Mikhail Prokhorov’s SNOB 
provides an “alternative to the all-
absorbing and ubiquitous Internet”

Международный 
проект «Сноб» — 
это единственное 
в своем роде дискуссионное, 
информационное 
и общественное 
пространство для 
людей, которые 
живут в разных 
странах, говорят на 
разных языках, но 
думают по-русски.
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By Philip Downer

Last	 year,	 I	 had	 a	 couple	 of	 op-
portunities	 to	 visit	 Moscow,	 as	 a	
guest	of	the	Eksmo	Group,	the	pub-
lishing/distribution/retail	 conglom-
erate	that	is	one	of	Russia’s	largest.

In	the	English-speaking	markets,	
we	have	been	watching	(and	partici-
pating	 in)	 the	 decline	 of	 specialist	
bookselling	 since	 the	 new	 selling	
channels	 (real	 and	 virtual)	 started	
to	 take	 hold	 in	 the	 mid-noughties.	
There	was	a	sense,	visiting	Moscow,	
of	returning	to	a	lost	world	—a	world	
of	 bookshops	 packed	 with	 custom-
ers,	and	a	culture	that	held	the	writ-
ten	word	in	high	esteem.		

This	 isn’t	 to	say	 that	 the	Russian	
market	is	locked	in	the	past,	though	
bookstores	 have	 benefitted	 signifi-
cantly	 from	the	 limited	 impact	 that	
online	 bookselling	 has	 had	 on	 the	
sector.	 The	 Russians	 I	 met	 were	
proud	 of	 their	 culture,	 and	 valued	
their	 education—they	 were	 genu-
inely	astonished	to	learn	that	in	the	
UK,	40%	of	pupils	leave	school	aged	
16	without	basic	English	and	maths	
qualifications.

A	 major	 challenge	 in	 trying	 to	
understand	 the	 Russian	 market	
is	 the	 absence	 of	 shared,	 objec-
tive	 market	 data.	 It	 is	 difficult	 to	
say	with	certainty	which	 title	 is	 the	
best-seller	 across	 the	 market,	 or	 to	
compare	 sales	 of	 different	 authors	
or	genres	outside	specific	publishing	
groups	 or	 retail	 chains.	 Inevitably,	
in	 a	 country	 with	 long	 traditions,	
but	a	short	history	of	Western-style	
commerce,	market	competition	and	
mutual	trust	aren’t	always	as	mature	
as	 we	 in	 the	 West	 might	 expect.	 A	
Russian	 book	 trade	 that	 trusted	 an	
independent	agency,	like	Nielsen	or	
Bowker,	 to	 manage	 ISBNs	 and	 col-
late	 sales	 data	 and	 market	 trends	
would	find	that	knowledge	is	power,	
and	a	benefit	to	the	common	good.

Whilst	 bookselling	 is	 a	 global	
brotherhood	(!),	 in	 the	UK	and	US	
there	 is	 insufficient	 kudos	 given	 to	
most	retail	assistants.	In	the	Moscow	
stores	 we	 visited,	 I	 was	 repeatedly	
struck	 by	 the	 pride	 that	 staff	 had	
in	their	store,	 in	their	sections,	and	
in	 their	 length	 of	 service.	 Moscow	
booksellers	were	committed	to	sell-
ing	 more	 of	 their	 books,	 and	 were	
keen	 to	 discuss	 new	 techniques,	 as	

well	as	sharing	their	own	skills.		
From	 a	 Western	 perspective,	

much	 more	 could	 have	 been	 done	
to	 apply	 basic	 merchandising	 prin-
ciples,	such	as	bringing	high	profile	
titles	to	a	focused	front	of	store,	cre-
ating	section	adjacencies	that	made	
browsing	sense,	and	moving	worthy	
but	unsexy	destination	categories	to	
the	rear	of	the	store.	In	most	stores,	
we	got	the	impression	that	once	the	
store	was	laid	out	for	the	first	time,	
that	was	how	it	stayed.

The	 range	 of	 stock	 carried	 in	
bookshops	is	broad	and	eclectic.	We	
found	 deep	 ranges	 of	 CDs,	 DVDs	
and	games,	of	course,	but	also	coins,	
banknotes	 and	 stamps,	 stationery	
and	 desk	 accessories,	 jewellery,	 or-
naments	 and	 small-scale	 home	 dé-
cor.	There	was	also	a	thriving	trade	

in	“gift	editions”	of	classics	and	pop-
ular	new	titles,	with	intricate	leather	
bindings,	 selling	 for	 around	 $100.	
There	has	been	much	talk	in	the	UK	
about	diversification	in	bookselling,	
and	 about	 the	 physical	 book’s	 pri-
macy	 as	 a	 gift—it	 would	 be	 useful	
to	understand	more	about	how	this	
sector	works	in	Russia.

So,	great	bookstores	and	a	“read-
ing	 culture”,	 with	 limited	 Internet	
penetration—a	 recipe	 for	 sustained	
success?	Up	to	a	point.	Tablet	com-
puters	 and	 e-readers	 are	 selling	 in	
vast	quantities	in	Russia	and—to	put	
it	bluntly—the	policing	of	copyright	
control	 is	 not	 as	 strong	 or	 consis-
tent	as	it	should	be.	Suddenly,	$7.00	
doesn’t	look	such	a	smart	price	for	a	
book,	when	free	content	is	so	widely	
and	swiftly	available.	This	threatens	

Russia’s	 indigenous	 publishing	 and	
bookselling	 industries,	 as	 of	 course	
it	 does	 any	 copyright-holder	 who	
wants	to	sell	content	across	the	Rus-
sian	Federation.		

Which	brings	me	back	to	where	I	
came	in—encouraging	Russian	pub-
lishers,	 distributors	 and	 booksell-
ers	 to	 work	 together	 for	 their	 own	
mutual	 protection	 and	 benefit.	 The	
market	is	an	exciting	one,	and	with	
a	 stronger	 infrastructure,	 it	 has	 the	
potential	 to	 be	 a	 highly	 significant	
element	 of	 global	 publishing	 and	
bookselling	in	the	21st	century.		

Philip Downer is a retail consul-
tant and former CEO of Borders UK. 
He writes about books, music and re-
tailing at www.frontofstore.org.

Moscow Book House
Novy Arbat 

The	 store	 claims	 to	 carry	 over	
200,000	 titles	 in	 a	 densely	 packed,	
two	 level,	 40,000	 sq	 ft	 store.	 At	
around	11:00	on	a	Tuesday	morning,	
it	was	packed	 to	 the	gunwales	with	
customers	 browsing	 and	 buying.	
The	 massive	 stockholding	 looked	
alarming,	 until	 we’d	 calculated	 (ex-
change	 rates	 being	 a	 little	 unreli-
able)	that	total	sales,	by	my	estimate,	
were	more	than	double	those	of	any	
UK	bookshop,	with	an	ASP	for	pa-
perbacks	 of	 around	 $7.00.	 Many	 of	
those	titles	are	in	English	(and	other	
Western	languages),	with	a	clear	em-
phasis	on	self-improvement	through	
developing	 skills	 and	 knowledge.	
The	 breadth	 of	 range—and	 the	 ex-
tent	 to	which	everything	was	being	
shopped—was	astonishing.

Website:	www.mdk-arbat.ru

Biblio-Globus
6/3 Myasnitskaya Street

In	Russia,	an	“old	business”	is	one	
that	has	been	trading	since	the	end	
of	 the	 Soviet	 Union,	 twenty	 years	
ago.	 Biblio-Globus	 dates	 back	 to	
1957,	and	its	labyrinth	of	rooms	and	
staircases,	 with	 books	 piled	 10-12	
feet	 above	 floor-level	 makes	 up	 for	
its	 lack	 of	 modern	 merchandising	
and	shopfitting	with	straightforward	
stock	density.	This	is	a	store	that	cus-
tomers	have	grown	up	with—rather	
like	 Foyles	 under	 Christina,	 or	
Barnes	&	Noble	before	the	Riggios	–	
an	institution	where	the	idiosyncra-
sies	are	a	core	part	of	the	offer.

Website:	www.biblio-globus.ru

Moscow Trading Book House
8 Tverskaya Street 

Moscow	 Trading	 Book	 House	 is	
a	 modern	 store	 which	 focuses	 on	
the	 luxury	 end	 of	 the	 market—art	
books	 (from	East	 and	West),	 and	a	
fine	antiquarian	stock	(plus	antiques	
and	 other	 works	 of	 art)—is	 sup-
ported	 by	 highly	 attentive	 personal	
service;	this	is	boutique	bookselling	
in	a	style	that	has	no	direct	Western	
counterpart.	 The	 staff	 pride	 them-
selves	 on	 knowing	 their	 customers,	
and	 on	 being	 able	 to	 recommend	
titles	from	their	extensive	database.

Website:	www.moscowbooks.ru

If you have a day in Moscow, visit these three bookstores:

Russia: Where the Book is Still Revered

Former Borders UK CEO Philip Downer visits Moscow’s 
bookstores and rediscovers a “lost world” for book lovers
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Russian	 novelist	 Grigory	 Ch-
khartishvili,	aka	Boris	Akunin,	is	an	
international	 publishing	 phenome-
non.	A	scholar	of	Japanese	language	
and	 culture,	 and	 a	 former	 literary	
translator,	 he	 wrote	 his	 first	 novel,	
The White Queen—starring	the	now	
famous	literary	detective	Erast	Fan-
dorin—at	 the	 age	 of	 40.	 In	 the	 13	
years	 since	 its	 publication,	 Akunin	
has	 sold	 tens	 of	 millions	 of	 books	
in	Russia	alone	and	countless	more	
abroad.	He	spoke	to	Daniel Kalder 
for	Publishing Perspectives:

PP:	 You	 are	 extremely	 prolific:	
does	writing	come	easily	to	you?	Do	
you	 follow	 a	 fixed	 routine?	 Or	 are	
there	 long	 stretches	 when	 you	 do	
other,	non-writerly	things?

BA:	 I	 write	 every	 day.	 Not	 be-
cause	 I	 am	 hard-working.	 I	 do	 not	
consider	 writing	 to	 be	 work,	 it’s	 a	
way	 of	 living.	 Japanese	 would	 call	
this	 attitude	 Sakkadoo—“The	 Way	
of	 Writer”	 (I	 do	 not	 think	 such	 a	
term	actually	exists	 in	 the	 Japanese	
language,	but	it	should).	Anyway,	if	
I	 didn’t	 start	 each	 day	 with	 writing	
I	wouldn’t	know	how	to	occupy	my-
self.

PP:	 When	 the	 first	 Fandorin	
novel	 was	 published,	 your	 Russian	

publisher,	Igor	Zakharov,	was	a	tiny	
independent.	 Now,	 like	 you,	 he	 is	
a	 titan	 of	 the	 Russian	 publishing	
world.	Why	did	you	choose	Zakha-
rov?

BA:	Nobody	else	wanted	to	pub-
lish	my	first	novel.	Zakharov	was	a	
beginner	 publisher,	 he	 was	 naïve.	
When	I	told	him	that	my	novel	was	
sure	to	sell	50,000	copies	he	believed	
me.	He	was	patient	too.	He	started	to	
grumble	only	after	the	fourth	novel	
proved	 to	 be	 an	 even	 worse	 flop	
sales-wise	 than	 the	 three	 previous	
ones.	With	the	fifth	title	the	heavens	
finally	had	mercy	on	him.	Since	then	
Zakharov	has	sold	about	20	million	
Erast	 Fandorin	 books	 in	 Russia.	
He	 is	 semi-retired	now.	 He	 collects	
stamps	and	sounds	happy	when	we	
talk	on	the	phone.			

PP:	 You	 came	 up	 with	 the	 idea	
for	intelligent,	literary	detective	nov-
els	because	you	spotted	a	gap	in	the	
market—nobody	 was	 writing	 such	
things	 for	 Russia’s	 middle	 classes.	
Do	your	personal	sympathies	essen-
tially	lie	with	the	detective	novel?	

BA:	 I’ve	 always	 liked	 the	 detec-
tive	genre	because	it’s	the	only	type	
of	fiction	where	you	can	make	read-
ers	 your	 co-authors,	 in	 a	 sense.	 I	

mean	 that	 a	 reader	 would	 begin	 to	
build	his/her	own	versions	trying	to	
create	a	version	of	who’s	the	culprit,	
trying	 to	 outsmart	 the	 author.	 This	
had	 been	 an	 interactive	 genre	 long	
before	the	internet	appeared.

PP:	 In	 2000	 you	 made	 the	 texts	
of	 many	 of	 your	 novels	 available	
online	for	free.	Why?	Most	Western	
publishers	and	authors	would	have	a	
stroke	at	the	mere	suggestion	.	.	.

BA:	I	had	no	choice.	Everyone	in	
the	Russian	Internet	is	a	pirate,	you	
cannot	 catch	 and	 hang	 them	 all.	 I	
told	myself:	let	this	work	as	promo-
tion	for	my	books.	A	person	would	
start	 reading	 them	 online,	 then	
maybe	get	hooked	and	go	to	a	book-
shop.	.	.	It	often	works.	What	irritates	
me	 enormously	 is	 the	 audiopiracy.	
I	 am	 very	 careful	 at	 choosing	 ac-
tors	who	read	my	texts	 for	 licensed	
audiobooks,	 each	 of	 the	 recordings		
is	nearly	perfect.	But	there	are	doz-
ens	of	homemade	audio	 recordings	
throughout	 the	 Russian	 Internet,	
where	 some	 mumbling	 and	 stum-
bling	character	reads	my	defenseless	
text,	making	all	 the	wrong	 stresses,	
overacting,	etc.

PP:	Is	it	natural	for	you	to	think	

in	 terms	 of	 series	 and	 recurring	
characters?	 Have	 you	 ever	 been	
tempted	to	write	a	monumental	epic	
a	la	Tolstoy	or	Solzhenitsyn?	

BA:	 I	 have	 been	 tempted,	 I	 am	
tempted,	 and	 I’ll	 try	 to	 do	 it	 come	
what	 may,	 although	 I	 realize	 very	
well	 how	 outdated	 and	 outworn	 a	
genre	it	is.

PP:	When	you	describe	the	gen-
esis	 of	 your	 projects,	 you	 sound	
highly	 analytical,	 even	 calculating.	
For	 instance,	 you	 once	 described	
yourself	as	a	Frankenstein	“growing	
a	literary	homunculus	in	a	bell	jar.”

BA:	I	call	“Boris	Akunin”	a	proj-
ect,	 because	 that’s	 what	 it	 is:	 a	 sort	
of	architectural	construction.	Not	a	
hospital	or	a	school	or	an	adminis-
trative	 building,	 to	 be	 sure—rather	
something	 playful	 like	 Disneyland,	
but	still	something	devised	and	built	
according	to	a	technical	plan.

PP:	 You	 once	 published	 a	 study	
on	the	writer	and	suicide	under	your	
real	 name,	 Grigory	 Chkhartishvili.	
Will	 it	 ever	 see	 print	 in	 English?	
Would	it	shock	readers	of	Fandorin	
or	would	they	find	traces	of	Akunin	
in	the	scholar	Chkhartishvili?

BA:	 There	 are	 lots	 of	 mutual	
cross-references	 and	 allusions.	 It’s	
a	 different	 sort	 of	 writing,	 but	 it’s	
still	me.	 I	have	a	book	called	Cem-
etery Tales	with	 two	authors	on	the	
cover:	 Akunin	 and	 Chkhartishvili.	
One	wrote	novellas,	the	other	essays.	
These	sub-authors	live	inside	me.	If	
it’s	schizophrenia,	I	welcome	it.

Sakkadoo:
Russia’s Boris Akunin on 
“The Way of the Writer”

See Boris Akunin at LBF 2011:
	
Mon. 11 April, 11.30am-12.30
Digital	Publishing	In	Russia
Thames	Room,	Earls	Court	1

Tues. 12 April, 11.30-12.00pm
Author	of	the	Day:	Boris	Akunin	
interviewed	by	Tibor	Fischer	
English	PEN	Literary	Café	

Tues. 12 April, 2.00-2.30pm
Boris	Akunin	conversation	with	
translator	Andrew	Bromfield
Literary	Translation	Centre

By Roger Tagholm

Back	in	2009	we	first	profiled	the	
Book	Depository,	a	UK-based	online	
bookseller,	about	their	global	ambi-
tions.	So,	some	18	months	later,	how	
did	 the	 Book	 Depository—still	 not	
a	household	name	when	it	comes	to	
bookselling—achieve	 a	 rise	 in	 sales	
of	more	 than	70%	 for	 the	half	 year	
to	 December	 2010?	 “If	 you	 blog	 it,	
they	will	come.”	A	paraphrase	of	the	
famous	 line	 from	 Field of Dreams 
goes	some	way	to	explain	this	happy	
situation.

“We	do	very	well	with	bloggers,”	
says	 Book	 Depository	 MD	 Kieron	
Smith.	“There	are	 lots	of	very	good	
book	blogs	out	there.	We	don’t	seem	
to	 have	 go	 and	 find	 them—they	

come	to	us	and	many	of	 them	now	
take	stock	feeds	from	us	for	particu-
lar	subjects.	They’re	part	of	our	affili-
ates	programme,	so	they	get	a	com-
mission	on	sales	which	they’re	very	
upfront	 about	 with	 their	 readers.	
We	haven’t	spent	anything	at	all	on	
above-the-line	 advertising,	 and	 the	
amount	 we	 spend	 on	 Google	 Ad-
Words	is	tiny.	The	Net	has	knocked	
down	the	old	advertising	barriers—
it’s	all	about	relationships	now.”

But	 of	 course	 the	 viral	 power	
of	 the	 Net	 to	 spread	 the	 word	 only	
works	 if	 the	 company	 in	 question	
can	deliver—and	here	the	Book	De-
pository	 clearly	 scores.	 “We	 make	
a	 huge	 amount	 of	 the	 fact	 that	 we	
have	 6.2	 million	 titles	 that	 can	 be	
dispatched	 within	 48	 hours,”	 says	

Smith.	“Nobody	else	has	that	range,	
and	 we	 offer	 free	 postage	 too.	 Our	
vision	 is	 to	 make	 as	 many	 titles	 as	
possible	available	to	as	many	people	
as	possible.	We’re	now	trading	with	
101	countries	[you	can	track	sales	as	
they	 happen	 globally	 on	 a	 map	 on	
their	 website].	 Eastern	 Europe	 has	
grown	 seriously,	 for	 example,	 and	
we	do	well	in	Singapore	where	there	
is	 an	 ex-pat	 community.	 We	 find	
that	word	gradually	spreads	into	the	
local	population.”

It’s	worth	noting	too	that,	unlike	
Amazon,	the	Book	Depository	is	ex-
clusively	books.	Has	Amazon	dam-
aged	its	brand	by	selling	too	much?

Smith	 is	 clearly	delighted	by	 the	
Book	 Depository’s	 growth—and	
deserves	 to	 be.	 He	 has	 more	 than	

paid	his	dues,	having	worked	in	the	
UK	 book	 trade	 for	 nearly	 20	 years	
at	 companies	 ranging	 from	 WH-
Smith	 and	 Book	 Club	 Associates,	
to	 Ottakar’s	 and	 Waterstone’s.	 He	
helped	 set	 up	 the	 social	 network-
ing	 site	 BookRabbit	 only	 to	 see	 its	
chief	 investor	disappear	almost	 im-
mediately.	“Fortunately,	most	of	the	
team	came	with	me	to	the	Book	De-
pository	and	now	it’s	great	to	be	in	a	
business	 that’s	growing.	 It’s	good	to	
be	selling	more	books—that’s	what	I	
joined	this	industry	to	do.”

Bloggers Credited with 2010 Sales Boost 
at UK Online Bookseller Book Depository



By Hannah Johnson

What	if	you	could	tag	your	books	
with	regional	codes	so	that	booksell-
ers	know	when	a	local	author’s	book	
is	coming	out?	What	if	online	book	
retailers	 could	 display	 media	 men-
tions,	 excerpts,	 and	 external	 links	
for	 the	 books	 they	 sell?	 What	 if	 a	
simple	 search	 on	 Facebook	 for	 an	
author	could	return	the	dates	of	the	
author’s	next	reading	tour,	the	prizes	
the	author	had	won,	and	the	titles	of	
the	author’s	previous	books?

It’s	not	just	about	ISBN	numbers	
and	titles	anymore.	Enhanced	meta-
data	 can	 increase	 discoverability	 of	
books	and	provide	marketing	infor-
mation	to	the	entire	publishing	sup-
ply	chain.

All	of	these	scenarios	sound	like	
big	 projects	 for	 a	 digital	 market-
ing	 team,	 but	 actually	 it’s	 all	 about	
metadata—enhanced	 metadata	 to	
be	 exact.	 At	 the	 most	 basic	 level,	
metadata	describes	a	book	by	basic	
descriptors,	 such	 as	 ISBN	 number,	
title,	 author	 name,	 publisher	 and	
publication	date.	Core	metadata	also	
includes	 information	 such	 as	 price,	
page	 count,	 format,	 language	 and	
rights	information.	The	Book	Indus-
try	 Study	 Group	 identifies	 31	 data	
points	 that	 can	 be	 considered	 core	
metadata	in	its	BISG	Metadata	Best	
Practices	guide.

But	 what	 we	 are	 talking	 about	
here	is	enhanced	metadata—author	
bios,	excerpts,	media	reviews,	etc.—

the	 kind	 of	 information	 that	 might	
influence	someone’s	decision	to	buy	
the	 book,	 or	 help	 a	 bookseller	 rec-
ommend	the	book.	At	Digital	Book	
World	in	New	York	City	earlier	this	
year,	 a	 panel	 of	 metadata	 experts	
spoke	 about	 the	 great	 things	 pub-
lishers	can	do	with	enhanced	meta-
data.	 This	 was	 one	 of	 the	 strongest	
panels	 at	 the	 conference	 because	 it	
provided	 actionable	 steps	 for	 pub-
lishers	as	well	as	an	overview	of	the	
future	of	metadata.

Including	 even	 simple	 pieces	 of	
information	 like	author	bios,	 jacket	
copy	 and	 media	 reviews	 can	 make	
a	big	difference	to	sales	because	this	
information	 gets	 delivered	 along	
with	the	ISBN	and	title	to	distribu-
tors,	bookstores,	and	beyond.	Noah	
Genner	 (President	 and	 CEO	 of	
BookNet	Canada)	said	that	regional	
information	 is	both	easy	 to	 include	
and	very	beneficial.	For	example,	 if	
Amazon	 knows	 that	 your	 author	 is	
from	a	particular	place,	Amazon	can	
recommend	 your	 book	 to	 readers	
who	 have	 bought	 books	 about	 that	
region	before.

Genner	 recommended	 that	 all	
publishers	 begin	 including	 the	 fol-
lowing	 enhanced	 metadata	 points:	
country	 of	 author,	 regional	 code,	
links	 to	external	 sites,	 table	of	con-
tents,	 jacket	 copy	 and/or	 blurbs,	
excerpts,	 reviews,	 prizes	 and	 both	
national	and	local	media	mentions.

Some	 of	 this	 information	 can	
already	 be	 included	 in	 ONIX,	 and	

now	 the	 release	 of	 ONIX	 3.0	 will	
make	it	easier	for	publishers	to	add	
enhanced	metadata.	ONIX	3.0	is,	ac-
cording	to	Fran	Toolan	(CEO,	Fire-
brand	 Technologies),	 a	 response	 to	
the	shifting	publishing	market	creat-
ed	by	digital	content	and	digital	dis-
tribution.	 It	also	 includes	a	way	 for	
publishers	 to	 link	print	and	e-book	
ONIX	entries,	alerting	data	users	to	
the	presence	of	both	formats.

Not	all	retailers	use	the	enhanced	
fields	 in	 ONIX,	 but	 some	 do	 and	
more	 will	 begin	 to	 as	 publishers	
populate	 these	 fields	 with	 valuable	
information.	

The	panel	members	also	pointed	
out	that	publishers	used	to	know	ex-
actly	who	was	using	their	metadata,	
but	that	is	no	longer	the	case.	Digital	
distribution	and	online	information	
means	 that	 more	 people	 than	 you	
think	 can	 see	 and	 use	 a	 publisher’s	
metadata.

Amazon	 and	 Google	 have	 APIs,	
said	Genner,	 that	give	web	and	app	
developers	access	to	publisher	meta-
data.	So	the	better	your	metadata	is,	
the	better	chances	your	books	have	
of	being	discovered	and	bought.

Adoption	 of	 enhanced	 metadata	
is	 beginning,	 but	 only	 slowly,	 said	
Toolan.	 Mainly,	 this	 is	 because	 it	
requires	 changes	 not	 only	 in	 pub-
lishers’	 workflow,	 but	 also	 for	 dis-
tributors,	 booksellers	 and	 anyone	
involved	 in	 getting	 books	 to	 cus-
tomers.	However,	Peter	Collingridge	
(Co-Founder,	 Enhanced	 Editions)	

said	 that	 putting	 this	 enhanced	
metadata	on	a	publisher’s	own	web-
site	can	be	very	powerful.	It	creates	
keyword-rich	content,	which	search	
engines	 and	 social	 networks	 like	
Facebook	 love	 to	 find.	 With	 hun-
dreds	 of	 thousands	 of	 new	 titles	
published	 every	 year	 in	 countries	
across	 the	 globe,	 helping	 readers	
discover	your	books	is	the	first	step	
to	selling	your	books.

So	 even	 though	 metadata	 has	 a	
less-than-cool	 reputation,	 digitiza-
tion	is	making	it	very	cool	and	very	
critical	 for	 discoverability,	 market-
ing	and	sales.

<title>How to Sell More Books with Metadata</title>

Book Content
metadata

DISCOVERY!
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International LitCam Conference  
»Literacy and Sustainable Economic Growth«
Monday 10. October and Tuesday 11. October 2011

The 6th International LitCam Conference focuses on »Literacy 
and Sustainable Economic Growth«. It offers a dynamic platform 
for discussion, exchange of experiences and networking to 
experts, institutions and organisations. Talks, workshops and 
presentations by well-known speakers and organisations  
from four continents provide the framework of the event.  
The conference language is English.

Keynotes:
y  Vigdís Finnbogadóttir 

former President of Iceland and  
UNESCO Goodwill Ambassador

y  Nnimmo Bassey 
Alternative Nobel Prize Winner 2010

BE PART OF IT AND GET INSPIRED!

Information and registration:  
litcam@book-fair.com

For more information: 
www.litcam.org

LitCam is a non-profit organisation. Please support our work!
Donation account: LitCam gGmbH 
Dresdner Bank AG | Account number 95963701 | BIN 500 800 00 | SWIFT Code DRES DE FF | IBAN DE 10 5008 0000 0095 9637 01
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By Olivia Snaije

Books	 in	 translation?	 And	 only	
from	French?	Most	would	have	seen	
it	as	a	long	shot.	Yet	the	founders	of	
the	3-year	old	London-based	Gallic	
Books,	 Jane	 Aitken,	 Managing	 Di-
rector,	 and	 Editorial	 Director	 Pilar	
Webb,	 have	 pulled	 it	 off	 and	 then	
some.	They	recently	hired	Guy	Ram-
age,	 former	general	manager	of	 the	
Borders	 shop	 on	 Oxford	 Street	 as	
their	head	of	sales;	they	are	opening	
a	 bookshop	 this	 summer,	 and	 have	
started	a	mentoring	program	for	as-
piring	translators.

Gallic	is	at	the	London	Book	Fair	
selling	rights	to	the	late	French	nov-
elist	 Pascal	 Garnier’s	 dark	 thriller,	
The Panda Theory and	 three	 of	 his	
other	 novels.	 Aitken	 likes	 to	 buy	
world	 rights	 but	 in	 general	 French	
publishers	will	sell	rights	to	the	UK	
and	 the	 US	 separately.	 Gallic	 was	
able	to	purchase	world	rights	to	the	
French	psychiatrist	Francois	Lelord’s	
successful	 series	 of	 “Hector”	 books	
that	focus	on	psychology	for	the	lay-
man,	and	sold	US	rights	to	Penguin	
for	Hector and the Search for Happi-
ness	last	year.

Aitken	 strongly	 believes	 that	 as	
far	as	marketing	goes,	“You	can	leave	
no	stone	unturned.”	Gallic	promot-
ed	 Hector and the Search for Hap-
piness	 via	 Spotify,	 online	 advertise-
ments,	 postcard	 campaign	 and	 ads	
on	 the	London	Tube.	Aitken	works	
with	book	bloggers	and	book	clubs	
and	maintains	strong	links	to	inde-
pendent	 bookshops.	 She	 also	 likes	
to	bring	their	authors	to	the	UK	for	
their	 book	 launches.	 “Having	 a	 liv-
ing	author	makes	a	huge	difference.”		
Bestselling	author	Guillaume	Musso	
will	be	 in	London	during	 the	Book	
Fair	 to	 promote	 his	 novel	 Where 
Would I Be Without You?,	 just	pub-
lished	by	Gallic	this	week.	

Gallic	publishes	close	to	10	books	
a	 year	 and	 Aitken	 thinks	 they	 will	
maintain	this	number	in	order	to	be	
able	to	put	the	necessary	effort	into	
marketing.	

Both	 Aitken	 and	 Webb	 come	
from	Random	House	and	are	Fran-
cophiles.	Aitken	had	lived	in	France	
and	saw	how	many	books	were	pub-
lished	there	in	translation	from	Eng-
lish.	Of	the	8,000	or	so	books	France	
publishes	 yearly,	 roughly	 30%	 are	
translated	books,	and	a	sizeable	por-
tion	 of	 this	 percentage	 comprises	
books	written	in	English.	

“I	thought	we	must	have	the	same	
interest.	There	was	a	gap	in	the	mar-
ket.	 Other	 people	 were	 publishing	
books	in	translation	but	no	one	else	
was	doing	only	French	books,”	said	
Aitken.

With	 the	 prospect	 of	 apply-
ing	 for	 grants	 for	 translation	 from	
the	 French	 book	 office,	 Aitken	 and	
Webb	 “immersed”	 themselves	 into	
the	French	market	 in	2006	and	be-
gan	 looking	 for	 books	 that	 they	
thought	would	work	well	for	an	An-
glo-Saxon	public.

“We	looked	for	books	with	an	ob-
vious	appeal,	that	had	a	strong	sense	
of	 place.	 Paris	 had	 to	 almost	 be	 a	
character,”	said	Aitken.

Crime	 and	 historical	 fiction	 had	
been	flourishing	on	both	sides	of	the	
channel	and	Gallic	decided	to	begin	
its	 list	 with	 translations	 of	 the	 suc-
cessful	Victor	Legris	detective	series	
that	take	place	in	19th	century	Par-
is,	 written	 by	 two	 sisters	 under	 the	
name	of	Claude	Izner.		

Gallic	 continued	 with	 historical	
crime	 and	 mystery	 novels	 before	
stepping	 out	 of	 the	 mold	 in	 2008	
and	publishing	Muriel	Barbery’s	The 
Elegance of the Hedgehog,	 about	 a	
friendship	 between	 a	 Parisian	 con-
cierge	 and	 a	 12-year	 old	 girl	 who	
lives	 in	 the	 building.	 This	 was	 Bar-
bery’s	 second	 novel	 published	 by	
Gallimard	 and	 was	 a	 runaway	 hit	
in	 France	 in	 2007,	 doing	 similarly	
well	 in	 other	 European	 countries	
apart	from	the	UK,	where	the	larger	
publishers	 had	 declined	 to	 buy	 the	
rights.	

Gallic	 took	 a	 chance,	 and	 at	 the	
time,	when	the	English	edition	was	
launched,	 Jonathan	 Ruppin,	 the	
promotions	 buyer	 at	 independent	
bookshop	Foyles	was	quoted	saying:	
“I	think	it’s	a	great	book	but	it’s	going	
to	struggle	a	bit	 in	 the	UK	 .	 .	 .	The	
British	 reading	 public	 are	 unduly	
wary	of	foreign	fiction.	And	the	plot	
is	not	the	main	aspect	of	this	book—
it’s	more	subservient	to	philosophi-
cal	and	sociological	observations.”

But	 The Elegance of the Hedge-
hog	was	a	hit	in	the	UK,	selling	over	
100,000	 copies	 and	 in	 the	 US	 with	
Europa	 Editions	 where	 it	 remained	
on	the	New York Times	bestseller	list	
for	52	weeks.	(Gallic	and	Europa	of-
ten	share	translations.)

“In	the	beginning	we	had	a	lot	of	
rules	 but	 we’ve	 dropped	 that.	 Now	
there	 are	 no	 rules	 other	 than	 the	
book	has	to	be	contemporary,”	com-

mented	Aitken.	
Gallic	 went	 on	 to	 publish	 Bar-

bery’s	first	novel,	The Gourmet,	and	
Checkout: A Life on the Tills	by	Anna	
Sam.	 Sam	 was	 a	 checkout	 girl	 for	
eight	 years	 and	 her	 book	 was	 a	 hit	
in	France.	

Aitken	feels	that		“if	a	book	is	not	
a	 big	 bestseller	 in	 France	 then	 we	
don’t	 have	 much	 of	 chance,”	 which	
is	 similar	 to	 the	 conclusion	 a	 cer-
tain	Professor	F.C.	Green	came	to	in	
1954	when	he	gave	a	talk	on	modern	
French	 literature	 and	 the	 English	
reader,	 noting	 the	 success	 of	 books	
that	were	appealing	to	a	larger	public	
such	as	the	Belgian	father	of	Detec-
tive	Maigret,	Georges	Simenon:	“It’s	
easier	to	interest	the	British	public	in	
a	book	if	the	stage	has	already	been	
set	in	France.”	

Another	 award-winning	 French	
author	that	Gallic	will	be	trying	out	
on	the	British	public	this	summer	is	
Anna	Gavalda,	with	Breaking Away.	
Aitken	says	that	sales	have	not	been	
what	 they	 should	 have	 with	 Gaval-
da’s	other	books,	published	by	Chat-
to	&	Windus.	“I	hope	we	can	get	her	
the	recognition	she	deserves.	I’d	love	
to	get	her	backlist,”	added	Aitken.

Translation	is	a	major	activity	for	
Gallic	as	with	any	publisher	working	
with	 foreign-language	 books.	 The	
six-person	 team	 works	 with	 five	 or	
six	translators,	some	work	in	house	
and	 others	 on	 a	 regular	 freelance	
basis.	 “We’re	 moving	 to	 more	 and	
more	in	house	translation,”	said	Ait-
ken,	who	is	developing	a	mentoring	
scheme,	taking	on	language	students	
just	 out	 of	 university.	 Gallic	 works	
primarily	 with	 students	 from	 uni-
versities	 in	Oxford,	Bath	and	Leeds	
and	 is	 planning	 to	 take	 four	 at	 a	
time.	Ros	Schwartz,	the	“queen	bee”	
of	French	translators,	has	agreed	to	
be	 a	 mentor.	 Schwartz	 will	 oversee	
the	 translations	 at	 the	 beginning	
and	will	answer	questions	neophyte	
translators	 might	 have	 along	 the	
way,	 as	 well	 as	 running	 workshops	
for	them.

Until	several	years	ago	it	was	es-
timated	that	literature	in	translation	
made	 up	 only	 2-3%	 of	 books	 pub-
lished	 in	 the	 UK	 and	 the	 US.	 This	
is	 changing,	 however.	 “There	 are	 a	
lot	 of	 us	 now,”	 commented	 Aitken,	
citing	 publishers	 such	 as	 Hesperus	
Press,	Alma	Books	or	Maia	Press.		

Make	 sure	 to	 visit	 the	 Literary	
Translation	 Centre	 at	 the	 London	
Book	Fair.

The Elegance of Gallic Books
This English publisher is devoted exclusively to 
translations from French, and business is good! Vive la 

France!

What’s Lost 
in Translation?

French Lit 101
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By Martin Levin

In	a	career	that	spans	six	decades,	
and	still	counting,	I	have	found	that	
there	is	nothing	quite	like	the	annual	
trade	shows	in	book	publishing.		

1950s: Washington D.C.
I	recall	my	first	American	Book-

seller’s	Show	in	1950	and	chuckle	at	
my	clumsy	attempt	at	erecting	a	dis-
play	stand.	Back	then,	the	American	
Booksellers	Association	held	its	an-
nual	meeting	at	the	Shoreham	Hotel	
in	Washington,	D.C.	The	booksellers	
met	 in	 the	ballroom	of	 the	hotel	 to	
share	 ideas	 and	 trade	 gossip,	 while	
the	 publishers	 were	 relegated	 to	 a	
basement	area	where	they	displayed	
their	 books.	 The	 booksellers	 would	
leave	 their	 fashionable	 setting	 and	
go	 down	 to	 the	 basement	 during	
their	 breaks	 to	 meet	 the	 salesmen	
and	place	orders	for	the	Fall	season.

I	had	just	joined	Grosset	&	Dun-
lap	as	assistant	to	the	Assistant	Sales	
Manager,	 a	 position	 charitably	 at	
the	lowest	level	in	the	company,	and	
was	 given	 the	 “honor”	 of	 attending	
the	ABA	and	setting	up	our	display.	
When	I	arrived,	there	was	an	assort-
ment	 of	 wood	 and	 several	 bags	 of	
hardware,	 as	 well	 as	 a	 folding	 table	
and	two	banquet	chairs.	 I	was	(and	
am)	the	least	qualified	person	to	as-
semble	 anything,	 let	 alone	 erect	 a	
booth	from	scratch,	but	I	had	help:	
Celeste	 Barnes,	 and	 her	 husband,	
John,	 (I	 believe	 of	 the	 family	 that	
then	 owned	 Barnes	 &	 Noble)	 took	
over	building	my	“booth.”

Now,	when	I	walk	into	Javits	Cen-
ter	I	am	staggered	by	the	opulence	of	
the	stands.	I	recall	my	simple	table	in	
the	basement	of	the	Shoreham	Hotel	
and	 shake	 my	 head	 in	 disbelief.	 To	
think	 that	 13,872	 verified	 industry	
professionals	 along	 with	 8,047	 ex-

hibitors	showed	up	in	2010	.	.	 .	this	
attendance	 is	 virtually	 the	 popula-
tion	of	a	small	city,	such	as	Rye,	NY	
where	I	live.	Simply	amazing.

1960s: Frankfurt
Every	 time	 I	 leave	 Frankfurt	 af-

ter	 	pressure-filled	days	and	nights,	
I	say	I	am	never	coming	back.	And	
yet	every	year,	 I	 return	because	 the	
scope	of	 economic	activity	and	op-
portunity	is	unlike	anywhere	else.	In	
the	1950’s,	I	was	an	occasional	visi-
tor	 to	 the	 Fair,	 but	 started	 my	 cur-
rent	pattern	of	yearly	attendance	 in	
1966	when	I	took	over	as	President	
of	 the	 Times	 Mirror	 Book	 Group.	
Then,	the	entire	Frankfurt	Book	Fair	
was	housed	 in	what	 is	now	Halle	5	
and	 6;	 the	 UK	 publishers	 were	 in	
Halle	 5	 along	 with	 U.S.	 publishers.	
The	 publishers	 in	 languages	 other	
than	English	were	housed	across	the	
street	in	Halle	6.		

Now	 by	 my	 count	 there	 are	 ten	
“Hallen”	 and	 the	 number	 keeps	 on	
growing.	It	is	hard	to	exceed	the	at-
tendance:	 11,000	 journalists	 from	
66	 countries,	 over	 7,000	 exhibitors	
from	 113	 countries	 and	 more	 than	
180,000	 trade	 visitors.	 Simply	 put,	
the	Frankfurt	Book	Fair	is	dominant	
and	it	still	has	the	best	frankfurters	
and	 rolls	 served	 anywhere	 in	 the	
world.

1970s: Moscow
In	October	1976,	Boris	Stukalin,	

head	of	all	publishing	 in	 the	Soviet	
Union,	 invited	 ten	 American	 pub-
lishers	 to	 visit	 Moscow	 with	 the	
goal	 of	 introducing	 the	 Americans	
to	 their	 Soviet	 counterparts.	 The	
opening	day	was	consumed	by	bor-
ing	recitations	by	major	publishers,	
in	Russian,	describing	their	compa-
nies.	At	the	end	of	the	day	Stukalin,	
who	speaks	English,	announced	that	

he	was	establishing	a	Russian	Book	
Fair	to	be	held	in	1977	and	was	seek-
ing	the	participation	of	the	U.S.	pub-
lishers.			

The	 American	 publishers	 asked	
the	 inevitable	 probing	 questions:	
Will	 there	 be	 censorship?	 Will	 all	
countries	 be	 invited?	 Israel?	 How	
much	 and	 what	 currency	 will	 be	
provided?	 Dollars?	 Will	 tickets	 to	
the	Fair	be	available	to	all	Russians,	
including	the	dissidents?	Will	we	be	
able	 to	 meet	 Aleksandr	 Solzhenit-
syn?	Stukalin	hid	his	annoyance.	He	
handled	 the	 questions	 diplomati-
cally	promising	answers.	

The	first	Moscow	Book	Fair	was	
a	success.	Admission	to	the	Fair	was	
open	 to	 the	 general	 public,	 a	 del-
egation	 of	 Israeli	 publishers	 were	
invited,	 an	 agreement	 was	 reached	
on	 a	 bookstore	 stocked	 solely	 with	
American	 books	 without	 censor-
ship.	As	a	result	of	the	Moscow	Book	
Fairs	that	followed,	I	was	able	to	get	
permission	 for	 the	 Reader’s Digest 
to	 publish	 in	 the	 Russian	 language.	
And	 Solzhenitsyn,	 who	 we	 asked	
about	all	those	years	ago,	was	even-
tually	honored	at	the	2009	Moscow	
Book	Fair.

2011: London
Of	 all	 the	 locales	 for	 book	 fairs,	

London	feels	the	most	like	home.	It	
was	in	London	that	Harold	Robbins	
(author	 of	 The Carpetbagger	 and	 a	
series	of	steamy	novels)	escorted	me	
to	 Piccadilly	 and	 commanded	 that	
I	 buy	 him	 a	 Rolls	 Royce	 before	 he	
would	sign	his	next	three-book	con-
tract:	 which	 I	 did.	 (The	 accounting	
department	 is	 still	 trying	 to	 figure	
this	out.)	Then	a	perchance	meeting	
with	Bob	Guiccione	over	time	led	to	
a	deal	to	distribute	Penthouse	maga-
zine	 throughout	 the	 world,	 includ-
ing	 the	 United	 States.	 The	 London	

Book	 Fair	 is—always—an	 adven-
ture.	

This	 year,	 I	 am	 hopeful	 I	 can	
share	 more	 of	 my	 experiences	 with	
my	 colleagues	 from	 around	 the	
world,	 if	you	don’t	mind	my	saying	
it,	 sell	 more	 rights	 to	 my	 just	 pub-
lished	book	All I Know About Man-
agement I Learned From My Dog 
(just	published	in	the	United	States,	
rights	 sold	 in	 seven	 countries)	 and	
introduce	 my	 new	 book	 Letters 
From Angel	to	be	published	by	Sky-
horse	in	October	2011.	It	is	the	story	
of	my	dog,	Angel,	“as	told	to	me	in	
her	own	words.”

There	is	much	more	to	be	written	
about	 the	 book	 fairs	 and	 their	 role	
in	 bringing	 countries	 and	 cultures	
together.	 The	 overview	 of	 interna-
tional	 book	 fairs	 developed	 by	 the	
Frankfurt	 Book	 Fair	 lists	 over	 60	
Fairs	 spanning	 the	globe	 scheduled	
for	 every	 month	 of	 the	 year.	 With	
scores	 of	 devices	 that	 allow	 for	 in-
stant	 communication,	 these	 Fairs	
exist	and	will	 continue	 to	grow	be-
cause	 they	 are	 demonstrably	 better	
than	 email	 or	 Skype.	 They	 enable	
publishers	 and	 booksellers,	 authors	
and	 agents,	 librarians	 and	 scholars	
to	 meet	 in	 person.	 Where	 people	
meet	 to	 advance	 knowledge	 and	
share	their	literary	heritage,	it	is,	in-
deed,	hallowed	ground.

From 1967 to 1983, Martin Levin 
was CEO of the Times Mirror Book 
Group, growing it to become fifth 
largest publishing company in US at 
the time. He is currently an attorney 
at Cowan Liebowitz & Latman, spe-
cializing in mergers and acquisitions. 
He teaches Publishing Law at New 
York Law School and is a resident 
Fellow of the Yale Publishing Course.

There’s No Business Like Show Business
92-year-old American publishing attorney and author Martin Levin reflects on attending 60 years of book fairs
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By Yasmina Jraissati

In	 March	 2011,	 OR	 Books	 an-
nounced	 the	 publication	 of	 Tweets 
from Tahrir,	 a	 book	 that	 collected	
the	 tweets	 from	 most	 of	 the	 active	
tweeters	in	Egypt,	who	greatly	con-
tributed	to	the	revolution	and	to	the	
spread	of	information.	Colin	Robin-
son,	co-founder	of	OR,	was	quoted	
as	 saying:	 “The	 book	 would	 help	
preserve	tweets	that	may	have	been	
lost	or	forgotten.”	And	he	is	right.

However,	 it	 raises	 an	 interesting	
question:	knowing	that	none	of	 the	
tweeters	—the	actual	creators	of	 the	
book’s	 content—are	 to	 receive	 any	
royalties,	who	is	the	“author”	of	this	
book?

On	Twitter’s	 terms	of	services,	 it	
says:

“You	 retain	 your	 rights	 to	 any	
Content	you	submit,	post	or	display	
on	or	through	the	Services.	By	sub-
mitting,	posting	or	displaying	Con-
tent	on	or	through	the	Services,	you	
grant	us	a	worldwide,	non-exclusive,	
royalty-free	license	(with	the	right	to	
sublicense)	 to	use,	copy,	reproduce,	
process,	 adapt,	 modify,	 publish,	
transmit,	display	and	distribute	such	
Content	in	any	and	all	media	or	dis-
tribution	 methods	 (now	 known	 or	
later	developed).”

So	you	own	your	content	and	au-
thorize	Twitter	to	make	it	available,	
but	you	also	 theoretically	authorize	
Twitter,	 on	 a	 worldwide	 basis	 to	

“copy,	 reproduce,	 process,	 adapt,	
modify,	 publish,	 transmit	 in	 any	
and	all	media	or	distribution	meth-
ods.”	Presumably,	this	then	includes	
books.

While	 in	 the	 process	 of	 produc-
ing	the	book,	OR	books	did	not	seek	
Twitter’s	 approval.	 Instead,	 they	
went	directly	 to	 the	 tweeters	 them-
selves	 and	 asked	 their	 permission.	
Given	 that	 one	 tweet	 is	 too	 short	
and	usually	does	not	reach	the	level	
of	creativity	required	for	copyright-
ability,	at	least	in	the	US,	asking	for	
tweeters’	 permission	 is	 then	 argu-
ably	the	most	that	OR	could	do.

Tweets	are	not	copyrightable	be-
cause	they	are	too	short,	so	the	ap-
proach	 to	 the	 question	 of	 a	 tweet’s	
copyrightability	 only	 applies	 in	 a	
quantitative	 fashion	 and	 appears	 to	
be	relatively	straightforward.

Yet,	 there	 remains	 something	
troubling	in	OR’s	arrangement	with	
Tahrir’s	tweeters.

Take	the	example	of	Mujeeb	Rah-
man,	 aka	 @MujeebJaihoon,	 who	
published	 a	 travel	 diary	 based	 on	
the	 tweets	 he	 posted	 while	 travel-
ling	 through	 India.	 Now,	 imagine	
that	someone	else	gathered	Jaihoon’s	
tweets	with	his	permission,	made	a	
book	out	of	them,	and	sold	it,	with-
out	 Jaihoon	 receiving	 any	 royalties.	
Yes,	 the	 situation	 is	 unusual	 and	
unlikely,	as	Jaihoon	would	probably	
have	not	consented	at	not	receiving	
any	royalties.

In	 the	 case	 of	 Tweets from Tah-
rir,	 the	only	difference	 is	 that	 there	
is	 not	 just	 one,	 but	 many	 authors.	
The	way	OR	seems	to	have	asked	for	
the	Egyptian	tweeters’	permission—
“Would	you	be	happy	 to	be	part	of	
this	 book?”	 as	 one	 of	 the	 tweeters	
confirmed—implies	 that	 no	 in-
dividual	 is	 irreplaceable,	 and	 that	
the	 book,	 which	 covers	 a	 historical	
event,	exists	independently	of	an	in-
dividual	 tweeter’s	 permission.	 The	
line	 of	 reasoning	 is	 that	 no	 single	
tweeter	 is	 necessary	 and	 sufficient	
for	 the	 book	 to	 exist.	 It	 omits	 that	
they	jointly	are.

Tweets from Tahrir	 is	a	good	ex-
ample	of	the	limits	of	the	traditional	
legal	 framework.	 The	 web	 made	 it	
possible	 to	 create	 a	 book	 with	 in-
teresting	 and	 valuable	 content,	 but	
with	 no	 author—in	 the	 traditional	
sense—to	exist.	This	should	not	lead	
to	 our	 ignoring	 the	 author’s	 rights,	
but	to	a	revision	of	our	understand-
ing	of	authorship.

Perhaps	 the	 kind	 of	 licenses	 de-
veloped	 by	 the	 Creative	 Commons	
association	are	a	good	place	to	start:

“Creative	 Commons	 licenses	 are	
roughly	 based	 on	 a	 commonsensi-
cal	 idea	 of	 fairness	 and	 protection	
of	 rights	owners,	while	at	 the	 same	
time	not	preventing	sharing,	modifi-
cation,	re-use,	and	profitability,”	says	
Pierre	 El	 Khoury,	 copyright	 lawyer	
and	 professor	 of	 law,	 member	 of	
the	Creative	Commons	community	
of	 Lebanon.	 The	 core	 idea	 is	 that	
the	author	is	always	credited	for	his	
content	and	is	the	one	to	ultimately	
decide	how	his	content	can	be	used.	

So	for	instance,	if	my	content	is	pub-
lished	 under	 a	 “non	 commercial”	
and	“share	alike”	license,	the	person	
who	uses	the	content	I	produce	can-
not	sell	it,	and	must	also	use	a	“non	
commercial”	 and	 “share	 alike”	 li-
cense.

Clearly,	 if	 such	 a	 “non	 commer-
cial,	share	alike”	license	was	used	in	
the	case	of	Twitter,	a	book	like	Tweets 
from Tahrir	would	not	have	seen	the	
light	 of	 day,	 unless	 it	 was	 not	 sold,	
but	shared,	and	the	profit	made	in-
directly.	A	persistent,	if	fuzzy	idea	of	
fairness	suggests	that	either	all	con-
tributors	to	an	original	work	make	a	
direct	profit,	or	no	one	does.

Yasmina Jraissati is the president 
of the Paris-based RAYA, a literary 
agency which specializes in Arabic 
language writers.

Tweets from Tahrir is a book of collected Twitter posts, which raises 
important questions about rights and the nature of authorship

Who is the “Author” of This Book of Tweets?

tweet!



11 ApRil 2011 • lOnDOn bOOK FAiRpAgE 22 • publishingperspectives

By Edward Nawotka

On	March	1	of	 this	year,	 several	
European	 publishing	 houses	 were	
“raided”	 by	 European	 Commission	
officials	 in	 search	 of	 evidence	 of	
price	fixing	among	e-book	publish-
ers.	The	official	statement	read:	“The	
Commission	 has	 reason	 to	 believe	
that	 the	 companies	 concerned	 may	
have	violated	EU	antitrust	rules	that	
prohibit	cartels	and	other	restrictive	
business.”

Few	 specifics	 were	 given,	 such	
as	 which	 publishing	 houses	 were	
raided	 or	 what	 kind	 of	 evidence	
they	 might	 be	 seeking.	 So	 far,	 only	
French	 companies	 have	 confirmed	
their	being	investigated,	though	the	
EC’s	statement	indicated	their	inves-
tigation	 is	 taking	 place	 in	 “several	
member	states.”

While	 there	 is	 so	 much	 that	 we	
don’t	know,	lets	start	with	the	word	
“raided.”	“Raids”	conjure	up	images	
of	 jack-booted,	 spectacle-wearing	
EC	 technocrats	 breaking	 through	
the	 glass	 doors	 of	 Hachette	 Livre	
with	 the	 butts	 of	 their	 H-K	 sub-
machine	 guns,	 while	 editorial	 as-
sistants	 cower	 under	 their	 desks	
and	 marketing	 directors	 clutching	
Blackberries	 scramble	 for	 the	 fire	
exits	 .	 .	 .	 The	 official	 EC	 statement	
called	these	“initiated	unannounced	
inspections,”	and	they	were	probably	
no	 scarier	 than	 a	 health	 inspector	
checking	 kitchen	 for	 rat	 droppings	
in	 a	 restaurant—in	 other	 words,	
they	 were	 perhaps	 a	 bit	 unsettling	
at	 most.	 One	 news	 organization	
had	 unconfirmed	 reports	 that	 cell	
phones	 and	 computers	 were	 taken	
from	 executives.	 There	 were	 no	 re-
ports	of	injuries	or	hospitalizations.	
Calling	them	“raids”	is	probably	a	bit	
hyperbolic,	if	not	alarmist.

What	 we	 do	 know	 is	 that	 EC’s	
actions	follow	those	of	the	Office	of	
Fair	Trading	(OTF)	in	the	UK	which	
began	 investigating	 Pearson,	 Harp-
erCollins	and	others	for	price	fixing	
last	year	after	 their	 adoption	of	 the	
agency	model.	The	problem,	at	least	
according	 to	 the	 OTF,	 is	 that	 some	
e-books	cost	fully	twice	as	much	as	
their	hardback	and	paperback	breth-
ren—and	some	have	argued	that	the	
agency	model	 is	merely	a	backdoor	
into	 another	 Net	 Book	 Agreement.	
The	EC,	too,	seems	to	think	that	the	
agency	 model	 is	 little	 more	 than	 a	
type	of	collusion.

This,	of	course,	is	even	more	con-
fusing—or	 perhaps	 ironic—should	
you	 consider	 that	 fixed	 print	 book	
prices	 are	 the	 law	 in	 Germany,	
France,	 Spain,	 and	 Italy,	 currently	
the	 four	 largest	 emerging	 e-book	
markets	on	the	Continent.

What’s	 more,	 when	 you	 con-
sider	that	just	this	past	October	the	
French	 Senate	 voted	 to	 fix	 e-book	
prices	 through	 an	 extension	 of	
1981’s	Lang	Law,	it	seems	even	more	
ironic	that	the	EC	is	investigating	in-
dividual	firms	rather	than	looking	to	
work	with	a	member	state’s	govern-
ment	first.

Finally,	 once	 you	 factor	 in	 the	
wildly	 varying	 rates	 of	 value	 added	
tax	 (VAT)—which	 are	 typically	
much	 higher	 on	 e-books	 (which	
are	considered	 software)	 than	print	
books	 (which	 are	 not)—then	 you	
have	 even	 more	 of	 an	 emerging	
quagmire.	 “In	 Italy,	 VAT	 on	 a	 pa-
per	 book	 is	 4%,	 whereas	 for	 digital	
books	 it’s	 20%.	 In	 Germany	 it’s	 7%	
for	 paper	 versus	 19%	 for	 digital,”	
noted	 Cristina	 Mussinelli,	 a	 digital	
publishing	 consultant	 for	 the	 Ital-
ian	 Publishers	 Association	 and	 Eu-
ropean	member	of	the	IDPF	board,	
earlier	 this	year.	She	continued:	“In	
some	 countries	 they	 are	 trying	 to	
align	 print	 VAT	 with	 digital	 VAT,	
but	 this	 is	 a	 matter	 decided	 upon	
by	 the	 European	 Commission,	 and	
then	 applied	 at	 the	 national	 level.	
For	example	Spain	recently	tried	to	
harmonize	 the	 two	 VATs,	 but	 the	
Commission	 did	 not	 accept	 their	
law.”

At	this	point	in	the	development	
of	its	e-book	market,	Europe	faces	a	
decision:	will	it	tolerate	fixed	prices	
for	 print	 books,	 but	 ban	 them	 for	
e-books?	 Sounds	 a	 bit	 hypocritical,	
doesn’t	 it?	Will	 they	allow	the	mar-
ket	to	compete	freely,	with	member	
states	taking	the	lead	in	their	own	af-
fairs—such	as	France’s	 extension	of	
the	Lang	Law	and	Spain’s	 efforts	 to	
align	VAT?	Or	will	they	dictate	their	
own	 rules	 and	 regulations?	 They	
could,	 certainly,	 legislate	 a	 Europe-
wide	policy	on	e-books	and	pricing,	
much	as	 they	are	 trying	 to	do	with	
regard	to	electronic	copyright	on	or-
phan	works.	But	this	will	take	time.	
And	if	there’s	anything	that	publish-
ers	know	about	the	emerging	e-book	
space,	 it	 is	 that	 the	 one	 thing	 they	
don’t	have	a	lot	of	is	time.

If	 European	 publishers,	 retailers	
and	 legislators	 can’t	 come	 to	 con-
clusive	answers	with	regard	to	fixed	
prices	 and	 VAT—and	 do	 it	 fast—
then	the	people	who	will	be	most	in-
jured	by	these	turns	of	events	are	the	
readers	eager	to	forge	ahead	into	the	
new	 digital	 realm,	 the	 very	 people	
who	 embody	 the	 future	 of	 Europe	
and	the	very	people	the	EC	is	osten-
sibly	trying	to	protect.

Price Fixing vs. Fixed Prices: 

On March 1, the European Commission 
investigated several French publishers 
for illegal e-book price fixing, this in a 
country with fixed book prices. Ironic, 
hypocritical…or merely confusing?

Europe’s Emerging 
E-book Quagmire

€ FIXED
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By Kelvin Smith

Take	 a	 careful	 look	 around	 the	
London	 Book	 Fair	 and,	 if	 you	 see	
someone	scribbling	notes	in	a	dark-
ened	 corner,	 beware.	 It	 might	 be	 a	
writer	 about	 to	 immortalize	 you	 in	
their	next	novel.	

Whatever	authors	may	say	about	
their	 publishers	 in	 interviews,	 they	
often	 give	 a	 less	 flattering	 view	 of	
the	publishers	that	inhabit	their	fic-
tional	worlds.	Judging	from	some	of	
the	 characters	 in	 English	 literature,	
writers	 don’t	 always	 see	 publishing	
as	a	“gentleman’s	profession.”

The	 literary	 sensibilities	 of	 the	
publisher	 in	 Thackeray’s	 Pendennis	
in	 1850	 are	 brought	 into	 question	
when	we	are	told	that	the	publisher,	
“Mr.	 Bacon,	 not	 having	 the	 least	
taste	in	poetry	or	in	literature	of	any	
kind,	 wisely	 employed	 the	 services	
of	a	professional	gentleman.”	

Is	 this	 the	 start	 of	 outsourcing?	
The	writer	is	resentful	that	publish-
ers	sometimes	make	decisions	based	
on	 non-literary	 grounds.	 Mr.	 Ba-
con’s	firm	believed	illustrations	to	be	
more	important	to	the	readers	than	
the	writer’s	words,	so	that	it	was	“the	
eminent	 poets	 who	 had	 to	 write	 to	
the	plates,	and	not	the	painters	who	
illustrated	the	poems.”	

Publishers	are	frequently	seen	as	
having	little	interest	in	anything	but	
commercial	 success,	 even	 if	 often	
mouthing	 high-sounding	 words	 on	
the	 cultural	 and	 social	 importance	
of	their	profession.	In	Gissing’s	New 
Grub Street	 (1891),	 Mr.	 Jedwood	
“talked	 much	 of	 ‘the	 new	 era’,	 fore-
saw	 revolutions	 in	 publishing	 and	
book-selling,	 planned	 every	 week	
a	 score	 of	 untried	 ventures	 which	
should	 appeal	 to	 the	 democratic	

generation	 just	 maturing;	 in	 the	
meantime,	 he	 was	 ready	 to	 publish	
anything	which	seemed	likely	to	get	
talked	 about.”	 Publishers,	 it	 seems,	
have	always	worked	on	the	principle	
that	“word	of	mouth”	is	the	best	way	
to	sell	books.

By	the	1930’s	Galsworthy’s	Flow-
ering Wilderness	(1932)	shows	us	the	
further	development	of	the	commer-
cial	imperative.	“He	who	was	Comp-
son	Grice	Ltd	had	from	the	first	per-
ceived	that	in	‘The	Leopard’	he	had	
‘a	winner’—people	would	not	enjoy	
it,	but	 they	would	 talk	about	 it.	He	
had	only	to	start	the	snowball	rolling	
down	the	slope,	and	when	moved	by	
real	conviction	no	one	could	do	bet-
ter	than	he.”	Just	as	in	today’s	celebri-
ty	culture,	all	the	better	if	the	“buzz”	
is	about	the	rich	and	famous.	Before	
Galahad	 Threepwood’s	 manuscript	
is	eaten	by	the	Empress	of	Blandings	
(Lord	Emsworth’s	prize	pig)	in	P.	G.	
Wodehouse’s	Heavy Weather	(1933),	
Monty	 Bodkin	 explains	 “what	 a	
packet	there	is	 in	any	literary	effort	
that	really	dishes	the	dirt	about	the	
blue-gored.”	 No	 wonder	 Tilbury	 is	
so	 keen	 to	 publish	 the	 scurrilous	
memoir,	 and	 would	 no	 doubt	 be	
sure	of	even	greater	success	today	if	
only	the	British	libel	laws	weren’t	so	
limiting.

The	paradigm	of	the	publisher	as	
shameless	 drunken	 womanizer	 got	
a	 boost	 in	 the	 1960s,	 when	 Kings-
ley	Amis	gave	us	Roger	Micheldene	
in	 One Fat Englishman	 (1964).	 The	
publisher’s	 caustically	 cynical	 atti-
tude	to	his	firm	sets	a	new	standard	
in	world-weariness.		Faced	with	the	
possibility	of	publishing	Irving	Ma-
cher’s	 new	 novel,	 Blinkie Heaven,	
Roger	 is	 tempted	 “to	 turn	 it	 down	
notwithstanding	 and	 say	 in	 due	

course	 that	 there	 were	 some	 suc-
cesses	which	a	house	of	any	integrity	
ought	to	be	proud	not	to	have	pub-
lished.	That	sort	of	stuff	went	down	
well	as	a	 rule	 in	Roger’s	firm.	With	
a	staff	of	readers	as	dead	as	theirs	to	
even	the	most	blatant	selling	quality,	
it	had	to”.	

By	 the	 mid	 1990s	 authors,	 like	
publishers,	 were	 facing	 the	 new	 re-
alities	 of	 corporate	 publishing.	 P.D.	
James	 has	 Dalgleish	 investigating	
the	 death	 of	 a	 publisher	 in	 Origi-
nal Sin	 (1994).	 Peverell	 Press,	 “one	
of	 the	 oldest—perhaps	 the	 old-
est—publishing	 firm	 in	 the	 coun-
try,	founded	in	1792”	is	in	financial	
trouble	 and	 “has	 got	 to	 be	 dragged	
into	 the	 twentieth	 century	 or	 go	
under”.	 The	 rancour	 of	 publishing	
employees	 in	 Jonathan	 Coe’s	 What 
a Carve Up	 (1994)	 will	 be	 familiar	
to	 today’s	 readers.	When	 the	editor	
complains	 that	 “the	 whole	 business	
has	 changed	 out	 of	 all	 recognition.	
We	 get	 all	 our	 instructions	 from	
America	and	nobody	pays	the	slight-
est	bit	of	attention	to	anything	I	say	
at	 editorial	 meetings,”	 how	 familiar	
it	 all	 sounds,	 save	 for	 the	 fact	 that	
those	 instructions	 are	 just	 as	 likely	
coming	from	Germany	as	America.

Granted,	nearly	all	the	aforemen-
tioned	 publishers	 here	 are	 middle-
class	 white	 males,	 which	 also	 says	
something	 about	 the	 view	 British	
authors	have	of	publishers.	There	are	
some	 American	 women	 among	 re-
cent	 fictional	 publishers	 (including	
a	number	of	movies,	such	as	Sandra	
Bullock’s	 turn	as	a	publisher	 in	The 
Marriage Proposal),	 but	 they	 don’t	
come	out	of	it	much	better.

Certainly	in	the	history	of	Euro-
pean	 literature,	 Balzac	 and	 Chekov	
are	 among	 those	 who	 have	 shown	

a	 pretty	 jaundiced	 view	 of	 publish-
ers.	 And	 since	 Russia	 is	 this	 year’s	
market	focus,	let’s	remember	Barley	
Blair,	in	Le	Carré’s	The Russia House	
(1989),	arriving	at	the	Moscow	Book	
Fair	 towards	 the	 end	 of	 the	 Soviet	
era.		

“Finally	they	arrived,	as	they	had	
to,	at	the	two	pavilions	housing	the	
fair.	 ‘On	my	right,	the	publishers	of	
Peace,	Progress	and	Goodwill,’	Bar-
ley	 announced,	 playing	 the	 referee	
at	a	prize	fight.	‘On	my	left,	the	dis-
tributors	 of	 Fascist	 imperialist	 lies,	
the	 pornographers,	 the	 poisoners	
of	 truth.	 Seconds	 out.	 Time.’	 They	
showed	their	passes	and	walked	in.”

How	different	from	today’s	book	
fairs!

Kelvin Smith would love to hear 
from anyone who knows of a fictional 
publisher. He writes at:
fictionalpublishers.wordpress.com.

Vain, Greedy, Star F*ckers!

Authors have been 
less than charitable 
in their portrayal of 
publishers in fiction

“With a staff of readers as 
dead as theirs to even the 
most blatant selling quality...”
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