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By Edward Nawotka, Editor-in-Chief

When it comes to 
e-books, readers tend 
to fall into several 
camps: early adopters, 
converts and holdouts. 
The early adopters are 
the true believers of 
the e-book business, 
the ones who have  
owned every device 
dating back to the 
Rocket e-reader and 
have their Kindle Fire 
on pre-order. Converts 
are those people you 
know who tell you they 

recently bought a device and were surprised to dis-
cover “they really like it” and are now reading more 
e-books than they are print books. The holdouts 
might own an e-reader, but will tell you, once the 
topic is raised, that they “just prefer the feeling of 
paper, of holding a book in your hand.”         

The truth is that many of us likely fall into sev-
eral of these camps at once. There are times when I 
love my e-reader: when I travel, when I need a book 
urgently, reading in the dark . . . Other times, not so 
much. Reading to my four-year old daughter with 
an e-reader in hand isn’t nearly as intimate as cud-
dling up with a picture book, no matter how slick 
the digital enhancements. (I find I still prefer to “en-
hance” the text myself, despite my daughter’s occa-
sional protest, “Daddy, you’re hurting my ears!) 

And yes, there are times when I just prefer the 
feel and smell of paper, ink, and board. That attach-
ment to paper and ink may seem irrational. It prob-
ably is. After all, if you listened to the speakers who 
filled the conferences in the two days prior to the 
opening of the book fair, it should be obvious that 
the future is all electronic, a world of ones-and-
zeros. 

Or is it? Yesterday when the fair opened, it was 
clear that print was far from dead. Print still likely 
represents more than $100 billion of revenue, if 
not more. As book people, many (not all) of us have 
an emotional attachment to paper. Whether it’s 
the smell—that musty scent of an old paperback, 
or lightly intoxicating ink of a fresh hardcover—or 
our youthful marginalia, or an old bookmark from a 
long-gone bookstore stuffed into a spine, or simply 
the ability to browse your shelves and think back 
on who you were at a younger age—bound books 
are designed to evoke memories. 

It is that very evocation of memory that the 
digital true believers deride as mere nostalgia. Un-
like e-readers, which we replace at an increasingly 
rapid pace (iPad 3 anyone?), books do have a way 
of hanging around long after their usefulness has 
been exhausted. 

But there is also a much more pragmatic part 
of physical books: that burst of serotonin you get 
with every flip of the page, every time you slap the 
cover closed on a finished book. It’s a feeling of ac-
complishment and satisfaction that can’t quite be 
replicated digitally.

So, were I to request the e-book community 
come up with one enhancement for 2012, it would 
simply be this: how about adding a little vibratory 
buzz of haptic feedback on every “digital page turn.” 
It would be a small start toward endowing e-books 
with a bit more tangibility, something that might 
make us a tiny bit attached to those files residing 
on some intangible bookcase in the cloud. 
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One E-book Enhancement 
I’d Really Like to See

By Edward Nawotka

A quantitative and qualitative analysis of the 
global e-book market is a difficult and seemingly 
impossible task. But if anyone can manage to do it, 
it’s likely Bowker. 

“We’re motivated to move the industry for-
ward with sound research that will enable them to  
make valid decisions,” Kelly Gallagher, vice-presi-
dent of publishing services for Bowker. “That’s why 
we’re embarking on the first-of-its-kind study as-
sessing and tracking device adoption, attitudes, and 
purchasing habits of e-book consumers in the UK, 
US, Germany, France, Spain, India, Australia, Brazil, 
South Korea and Japan.

The big question, admits Gallagher, is how to 
get reliable data out of emerging markets. “To say 
you’ve done a survey of India or China is not real-
istic. In the emerging world we’re looking at core 
cities. So our survey of India is likely to be a survey 

of Delhi and some other locations. China will be the 
same. We’ll be very transparent.” 

Key sponsors include Pearson, TATA consult-
ing, Book Industry Study Group and A.T. Kearney. 
Field research is expected to begin in January. 

Bowker Embarks on Global E-book Survey

By Roger Tagholm

Penguin worldwide CEO John Makinson and 
Hachette Livre CEO Arnaud Nourry both sounded 
notes of optimism for the future yesterday, speak-
ing at the launch of Livres Hebdo’s 5th Global 
Ranking of publishers, which saw Penguin owner 
Pearson retaining its number one position, and Ha-
chette at number six.

Commenting on the future of the book market, 
Makinson said: “It all depends on how you define 
a book. Yes, the physical book market is declining, 
but if you take consumption of our intellectual 
property, of what we produce as a whole, then it 
isn’t decreasing at all. But we will have to adapt—
to introduce social media elements, gaming ele-
ments—and that is what we are doing.”

Nourry urged people to “look further down the 
road. We are living in tough times economically, but 
it is just a cycle. The French market was flat at the 
end of August, but it’s not declining. Retailers are 
hurt as the acceleration to digital takes place, but 
people still want to read.”

For Yu Chunchi, vice-president of China Educa-
tion Publishing, the country’s newly-formed mar-
ket leader in educational publishing, the challenge 
was to capture young people’s attention—a prob-
lem not unique to his part of the world. “There is an 
increasingly diverse media out there—things like 
Angry Birds.”

The survey, which covers publishers with 
turnovers in excess of €150m, has new entrants 
from both China and Brazil this year, marking the 
growing importance of the BRIC (Brazil, Russia, 
India, China) countries. The report’s author, Rudi-
ger Wischenbart, also had an optimistic note: “The 
situation in trade publishing is still difficult, but 
the post-2008 losses have now been recuperated. 
There is also growth in STM and the educational 
sector.”

(In photo, from left to right: Yu Chunchi, vice-
president of China Education Publishing, Hachette 
Livre CEO Arnaud Nourry, and Penguin worldwide 
CEO John Makinson)

Global Ranking: International CEO Panel

Kelly Gallagher, Bowker

By Andrew Wilkins

“With digital rights, whatever I thought I knew 
last year has already changed for this year,” accord-
ing to Kris Kliemann, John Wiley VP and Director of 
Global Rights. “Digital licenses change with almost 
every deal we do.”

Kliemann was speaking on the panel, “Les-
sons Learned: Licensing Models for Digital Rights,” 
alongside the Copyright Clearance Center’s Ed 
Colleran, and Amarylis Manole of Brazilian STM 
publisher Manole Publishing House.

The session outlined the new opportunities 
presented by the surging demand for digital and 
mobile content. Secondary licensing, of which digi-
tal licensing is part, represented not only an op-
portunity for new revenue, but also an opportunity 
for publishers to develop their brands and reach 
entirely new international markets, noted Ed Colle-
ran.

 The US-based Copyright Clearance Center 

(CCC), has distributed $170 million in licensing 
income to publishers in the past year and has de-
veloped the Rights Link platform to help publish-
ers automate and manage their rights and license 
transactions online. It was important, said Colleran, 
for publishers to provide clear links to rights and 
permissions information on their websites and mo-
bile applications, to “catch customers right when 
they’re reading the content.”

 The number of different ways of selling con-
tent was expanding continuously. As well as more 
established licenses like those for photocopying, 
single article sales, reprint sales and image licens-
ing.

Both Colleran and Kliemann emphasized the 
importance of publishers knowing exactly what 
rights they possessed or needed to acquire, and en-
sure agreements were in place before they started 
licensing to other parties. Tools and methodologies 
for managing licenses and micropayments are also 
essential.

Digital Rights Rules: Always Evolving



Ever thought about
independently publishing your book

on Amazon’s Kindle?

Attend one of our four panels
with two of our top authors, like American author CJ Lyons and German author

Christoph Spielberg, to hear how they achieved succcess with Kindle Direct Publishing!

Booth: Mobile & Devices Hot Spot 8.0 
L973, Wed, 10/12 – Sat, 10/15 (09.00 - 18.30)

Go to kdp.amazon.de to learn more!

* 70% royalty.* It’s free and you can earn up to 70% royalties.

* Quick. Submit your final document in five minutes, go live in one 
day.

* Flexible. You set your book’s list price and can change it as often 
as you like.

* Global. Publish once, sell globally (US, Germany, UK) and in 
many languages (English, French, German, Spanish, Portuguese, 
Italian).

* Amazon resources. Get access to a full suite of Amazon services 
like print-on-demand.

Moderator: Suresh Dhandapani, Sr. Product Manager
Author: CJ Lyons, KDP author of Blind Faith
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Come by the Kindle Direct Publishing (KDP) booth 
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win a Kindle 

device!

In English:

In German:

* Subject to certain terms and conditions. See KDP Terms and Conditions and Pricing Page on kdp.amazon.de for details.



Frankfurt Book Fair 201104

Hall 8.0 
stand M902

reacH

students
Delivering content to more than 1.6 million users on 6,000 campuses in 

180 countries, VitalSource® is the preferred and most used e-textbook 

platform in higher education. It’s the smartest way to connect with learners.  

More students. More reach. More sales.

More

ingramcontent.com                   @ingramcontent

International publishing news & opinion, daily

Web: http://publishingperspectives.com
Twitter: @pubperspectives
Facebook: www.facebook.com/pubperspectives

Subscribe to our daily email newsletter at:
http:publishingperspectives.com/subscribe

Editor-in-Chief: Edward Nawotka
Deputy Publisher: Hannah Johnson
Business Development: Erin Cox
Photography: Johannes Minkus
Distribution: Ingrid Süßmann

Reporting:
Amanda DeMarco
Maria Fernanda Rodrigues
Olivia Snaije
Roger Tagholm
Andrew Wilkins

Contributors:
Dennis Abrams, Beth Kephart, Valla Vakili

Printer: Frankfurter Societäts-Druckerei GmbH

Contact Us at the Frankfurt Book Fair:
Hall 8.0 Room 48
Phone: +49 69 7575 71045
Email: newsletter@publishingperspectives.com

Publishing Perspectives
72 Spring Street, 11th Floor
New York, NY 10012 USA
Phone: +1 212 794 2851

Official Twitter hashtag for Frankfurt 2011: #fbf11

See Publishing Perspectives in Frankfurt at the
Metadata Perspectives Conference
Thursday, October 13 at 9:00 a.m. - 2:00 p.m.
Congress Centre, Room Conclusio
Register at www.book-fair.com/metadata

PUBLISHING PERSPECTIVES
FRANKFURT BOOK FAIR 2011

BookStat of the Day
Net Revenue for Education (K-12) 
Publishers in the USA, 2008-2010

Originally published in BookStats 2011, a 
joint venture between the Association of 
American Publishers and the Book Industry 
Study Group. Visit www.bookstats.org.aap

$5.87 billion
$5.14 billion

$5.5 billion

2008 2009 2010

THURSDAY, OCTOBER 13

10:00 - 10:30
Focus on Industry Leaders 
Mark Allin, Pres., John Wiley & Sons. with 
Andrew Albanese, Publishers Weekly

10:30 - 11:00
Google eBooks 101

12:00 - 13:00
Focus on Australia 
Hosted by Andrew Wilkins, publisher of 
Wilkins Farago

13:00 - 13:30 
The Growth of English Language Learning & 
Supplemental Education
Terry Nealon, EVP Int’l Markets, Houghton 
Mifflin Harcourt

14:00 - 15:00 
BITKOM presents - Digital Books: Technical 
Challenges

15:00 - 16:00 
BookRiff: New Business Model for Remixed 
Content 
Rochelle Grayson, CEO, BookRiff Media, Inc.

16:00 - 16:30 
Digital Leaders in Conversation
George Walkley, Head of Digital, Hachette 
UK Group

16:30 - 17:30 
Irdeto: Security & The Digital Distribution 
Revolution
Piotr Chmielewski, Irdeto and 
Eddie Coffey, Zinio

SPARKS Stage 8.0 
Schedule of Events

9:00-9:25
Introducing Metadata 
for the Digital Age
KEYNOTE: Ingrid 
Goldstein, Knowledge 
Architectures

9:25-9:50
Learning to Love 
Metadata
Fran Toolan, Firebrand 
Technologies

9:50-10:10
Integration of Metadata 
between Web Frontend 
and Publishing 
Backend
Gregor Wolf, Klopotek 
and Christian Kohl, de 
Gruyter

10:10-10:30
Metadata for Editorial 
and Sales Impact
Peter Lynch, Sourcebooks

10:30-10:50
The role of the data 
aggregator
Peter Mathews, Nielsen 
UK

10:50-11:10
Google and the Top 
Three Metadata 
Mistakes
KEYNOTE: Michael 
Bhaskar, Profile Books

11:10-11:30
Metadata as enabler for 
common access to EU 
Information
Peter Schmitz and 
Marc Wilhelm Küster, 
Publications Office of the 
European Union

12:00-12:20 
Meeting the Metadata 
Needs of Librarians
Patricia Payton, Bowker 
UK

12:20-12:40
Product Metadata Best 
Practices in the U.S. 
Book Market
Angela Bole, BISG

12:40-13:05
Metadata Reloaded: 
Selling Books in the 
Digital Age
Ronald Schild, Libreka!

13:05-13:35
Managing Metadata for 
Production
KEYNOTE: Steve Paxhia, 
Jouve and Jonathan 
Hevenstone, Jouve

13:35-14:00
Limits of Metadata
Aaron Stanton, Booklamp

Metadata Perspectives
Conference Schedule
Congress Center, Room Conclusio – Thursday, 9:00-14:00

Q&A: Brian Murray, CEO of HarperCollins

On E-book Royalty Rates:
Ten years ago we settled on an e-
book royalty rate of 25% of net 
receipts and haven't diverged from 
that. When we looked at our print 

royalties, we saw they averaged about 16-18%, so 
we knew we could afford to pay a higher royalty 
rate. So that was almost a 40% increase in the roy-
alty rate. There is a lot we can do to give readers ad-
ditional value, such as enhanced e-books.  Because 
they sell for a higher price, that is, in turn, going to 
raise the pay for authors.

On Print vs. Digital:
We want to see half of our revenue from print going 
through high street stores. We believe bricks and 
mortar stores, internet stores, e-books and physical 
books can all complement each other. For example, 
we just made our titles available on the Espresso 
Book Machine. That goes toward an initiative that 
we'd like to see in the high street stores. Having a 
complete catalog of HarperCollins 
titles available is one way we are 
working to help [booksellers] find 
a sustainable model.

Audience at the SPARKS Stage in Hall 8.0Brain Murray, CEO, HarperCollins
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By Andrew Wilkins

While players of computer games were en-
joying ever more spectacular graphics, thanks to 
increased computer processing power, it was the 
game storylines that actually delivered a game’s 
competitive advantage, attendees at the session 
"Pimp My Book: Mr. Book meets Mrs. Games" at the 
Frankfurt StoryDrive program in the Audi OpenS-
pace learned yesterday.

Furthermore, games players, while avid read-
ers of games-inspired books, were proving curi-
ously resistant to digital book formats, with 99% 
of games-related books still be sold through tradi-
tional print channels.

StoryDrive: Pimp My Book Frankfurt StoryDrive Conference Opens in Audi Pavilion

Panelists from “Pimp My Book”

By Amanda DeMarco

Attendees nibbled tropical fruit and Malaysian 
delicacies at the heavily attended discussion on the 
state of rights and translation in the fast-developing 
region of Southeast Asia. The region is a fabulous 
place to sell rights because of the changing demo-
graphics and the many opportunities offered by a 
wide variety of languages.

According to Arief Hakim Sani Rahmat, Manag-
ing Director of PTS Publications, “Southeast Asia as 
a collective community is growing. The middle class 
is growing. They want to educate themselves . . . but 
the flow of books is still not enough.” There are a 
huge number of titles translated in the region each 
year, about 50,000, and publishers should take note 

of the demand. Translations from southeast Asian 
languages are less prevalent, though: “We would 
like to see more outside publishers looking into our 
market.” In order to facilitate that exchange, Malay-
sia has established the Trade and Copyright Centre 
as a compliment to the already strong consumer 
book fairs the area offers.

Thanachai Santichaikul, Advisor to the Thai 
Booksellers and Publishers Association, also em-
phasizes the possibilities of the rapidly growing 
market, both in terms of buying and selling rights. A 
large number of books are translated from English 
in Thailand each year: “It’s no problem from Eng-
lish to Thai, why should it be a problem from Thai 
to English?” To make it easier to exchange rights 
within and outside the reason, plans are in place 
for a central southeast Asian rights database. It’s an 

effort in which “all Asian peoples have to try to sup-
port each country together.”

Raman Krishnan, Publisher at Silverfish Books, 
says that English publishing is also experiencing a 
“mini-boom,” though it’s still a long way from be-
ing a peer to Malay and Chinese publishing. What 
it does have is quality; Silverfish books have been 
nominated for international prizes, and offers 12 e-
books, admittedly “targeted outside of the country,” 
since Silverfish books are read quite internationally 
as part of university curricula, for example

Dr. A ‘Azmi bin Shahri, Director, National Book 
Council of Malaysia, says that people in Malaysia, 
particularly the young, are interested in e-books, 
even if they’re not quite prepared for the shift. Pub-
lishers “need to be more aware. Now is the right 
time for them to rethink their strategy.”

Rights Boom Opens Doors to Southeast Asia

Photo: Johannes Minkus





By Valla Vakili, CEO, Small Demons

A few years ago I was planning a trip to Madrid 
and Paris from Los Angeles. I was also deep into 
Jean-Claude Izzo’s Total Chaos, the first of his Mar-
seilles Trilogy, in an English translation published 
by Europa Editions.

By the time I finished the book, I had replaced 
the Paris leg of my trip with Marseilles. I’d found 
Lagavulin, the main character’s scotch of choice. 
(Mine was always Laphroiag.) And a whole lot of 
interesting jazz. Of course I wanted to read the next 
book in the series, Chourmo, and of course, it wasn’t 
available in English translation yet.

And yet the Total Chaos story continued—with 
a new city to discover, new music, a scotch that 
would forever challenge my loyalty to Laphroaig. 
The story had leapt out of the book and into my life.

Out of that experience, the idea for Small De-
mons was born. To anyone who'd listen, I'd open up 
the book, point to the details inside, and say, “Look, 
a book can take you everywhere. All we have to do 
is grab all these details and connect them to where 
they go.”

I did that for two years until I’d worn out the 
spine of Total Chaos. Then I decided to visualize it, 
put the idea into a simple graphic. Of a web page 
where we’d represent every interesting detail in a 
book—every person, place and thing inside—and 
show where a story can take you.

That’s what it took. From there came Small 
Demons, the company. Today, we’re poring through 

stories to reveal the interesting details inside them, 
the people, places and things that matter—a con-
cordance of the world’s literature. And in the pro-
cess what started as something interesting to me 
has become something more. Something necessary. 
A new path to discovery.

That’s bold, but true. Here’s why.
Culture has a cadence, and that cadence reveals 

itself in the work. In the text, in the song, in the art. 
Where works influence each other, where creators 
interpret each other just as they do the world.

Borges knew this, in Kafka and his precursors. 
To read culture like Borges, though, to see what he 
saw—that’s inaccessible to nearly all of us. And yet 
today, technology is catching up to Borges. We can 
sift through works. We can look for the details that 
matter. Categorize them, visualize them, add depth 
and context to them. We can find Kafka, and his pre-
cursors. And in so doing, piece by piece, reconsti-
tute that cadence, that natural way stories connect 
to each other, and to the world. Why bother?

Timing matters hugely. Today, cultural discov-
ery—how we find that next book to read, that next 
song to listen to, drink to drink, movie to watch, 
place to visit—it’s all up for grabs. With two con-
tenders eyeing the spoils.

First, the retail machine. People who bought 
this, also bought that. Culture as a web of SKUs.

Next, the social signal. Reviews, ratings and 
likes. Culture as a web of opinion.

In each camp, deep technology and huge user 
bases. Each pushing toward a kind of sameness. 
Similar purchases, similar likes, often similar cat-
egories—book to book, song to song, movie to 
movie.

Culture is nothing like this. It crosses catego-
ries and embraces difference. It’s the work that’s 
lost on shelves for decades, ignored by all buy-

ers, only to return as a classic. It’s the piece that’s 
scorned when published, not a like in sight, only 
to rise as a masterpiece. And it’s all the details that 
connect those works to creators forever changed by 
them, to future audiences.

By tracing and connecting those details, we re-
store the cadence of culture. We lay down a path of 
discovery where your next song, your next movie, 
your next book—your next anything—comes from 
the stories you’ve lost yourself in, the writers you 
can’t get enough of, the characters you can’t forget.
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By Edward Nawotka

Albert Bonniers Förlag was founded 1837 and 
is the largest publishing house in Sweden. Eva Bon-
nier was the first woman publisher in the Bonnier 
family and has been witness to recent dramatic 
changes in the Swedish publishing industry. She 
spoke to Publishing Perspectives in her role as chair-
man of the Swedish Publishers Association.

On the Market
The overall market has dropped and book-

stores are having a very hard time. On the other 
hand, sales for the Internet bookstores, Adlibris 
and Bokus, have been quite good and they now 
have 20% of the market, which is quite a lot. 

On Book Prices
Some people are starting to talk about reintro-

ducing fixed book prices to Sweden. We have had 
open market book pricing since the 1970s, but I 
don’t think that is going to happen. It would be too 
hard to go back to fixed prices. 

On E-books
It’s going to be important, but we don’t know 

how important. We’re simply waiting to see what 
is going to happen. Publishers have started doing 
e-books, but there are not that many in the market. 
We also don’t have the Kindle in Sweden, nor many 
devices. 

On Translation and Royalties
We have had some issues about how transla-

tors will be paid with regard to e-books and if there 
will be any escalators. We plan to have a signed 
agreement in place before Christmas, though we 

don’t know how far reaching the agreement will 
be. The one thing we know is that everyone wants 
more money.

On Territoriality
When the American publishers sell their 

books here as export editions, it can be a problem 
for Swedish publishers. It takes almost a year be-
fore the same book is published in Sweden. If it is 
an important book, we make an effort to publish it 
quickly so as not to lose face and sales. 

On Tomas Tranströmer’s Nobel Win
I didn't dare to hope, so I didn't watch the 

broadcast this year.  I just sat in front of my com-
puter.

Small Demons: Seeking a Better Path to Book Discovery
Los Angeles-based Web start-up enlists 
cultural references, details embedded in 
books to help readers find their next book.

Valla Vakili, CEO, Small Demons

Q&A with Swedish Publishers Association Chairman Eva Bonnier

Photos: Albert Bonniers Förlag Eva BonnierTomas Tranströmer
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By Andrew Wilkins

When Australian illustrator and Oscar winner 
Shaun Tan (The Arrival, The Lost Thing, Tales of Out-
er Suburbia) won this year’s Astrid Lindgren Me-
morial Award, it represented a high-water mark for 
Australian children’s publishing—a sector of the 
industry that has grown and matured significantly 
over the past 30 years.

Australian children’s books consistently outsell 
adult fiction in the global rights market, according 
to trade magazine Bookseller+Publisher’s annual 
survey of Australian rights managers, "The Rights 
Stuff." Within the category, picture book rights are 
the most often sold, followed by junior fiction and 
young adult.

With wider publication comes international 
recognition: for example, in addition to Tan’s tre-
mendous success, Australian writers and illustra-
tors featured on this year’s International Youth Li-
brary White Ravens list include Carole Wilkinson, 
Bronwyn Bancroft, Sonya Hartnett (the 2008 Astrid 
Lindgren winner), Belinda Jeffrey and Kate McCaf-
frey. Veteran author/illustrator Bob Graham was 
also shortlisted for the 2011 CILIP Kate Greenaway 
Medal, an award won by Australian Freya Black-
wood last year.

While Australia remains very much a cosmo-
politan book market (over 50% of the books sold 
there are of overseas origin), local children’s book 
publishing has been helped by a well-funded school 
and public library system and an active Children’s 
Book Council of Australia (CBCA), a grass roots or-
ganization which runs the prestigious Children’s 
Book of the Year Awards—one of the few Australian 
literary awards that strongly influence book sales. 
This year’s CBCA winners were Sonya Hartnett’s 
young adult novel The Midnight Zoo (Penguin), Isa-
belle Carmody’s junior novel The Red Wind (Pen-
guin) and Jan Ormerod and Freya Blackwood’s 
early childhood book Maudie and the Bear (Little 
Hare). The Picture Book of the Year Award this year 
was split between Jeannie Baker’s collage-driven 
Mirror (Walker Books Australia) and Nicki Green-
berg’s graphic novel of Shakespeare’s Hamlet (Al-
len & Unwin).

A look at the titles listed above will show that 
there’s a lot more to Australian children’s books 
than kangaroos and koalas (although these remain 
a staple of local children’s publishing). For all its 
wide open spaces and Anglo-centric origins, Aus-
tralia is actually a highly multicultural and urban-
ized society and its children’s publishing reflects 
this. An Australian young adult novel is as likely to 
portray the life of a young Australian Muslim girl as 
it is a historical or fantasy tale.

Series are an increased feature of local publish-
ing, especially for mid-age readers. John Flanagan’s 
"Ranger’s Apprentice" series and Emily Rodda’s 
"Deltora Quest" have already gone global.

The sector is not without its challenges. A soft 
retail sector, reduced retail shelf space (Australia’s 
largest retail chain, Angus and Robertson/Bor-
ders, collapsed this year with 130 stores closing) 
and the rise of discount stores is reducing options 
at the quality end of the market, while the strong 
Australian dollar is making locally-produced books 
look increasingly expensive to local consumers (al-
though the Aussie dollar, currently at parity with 
the US dollar, may have peaked). There have been 
casualties: leading independent kids publisher, 
Black Dog Books, was snapped up by Walker Books 
Australia earlier this year and anecdotally, lists are 
being trimmed. As with many other countries, li-
brary funding for book purchases is also in decline. 
Investment is being made in digital editions (such 

as Ice Water Press's "Will you Mishme" project, pic-
tured), but the Australian e-books market has yet 
to take off as yet.

Notwithstanding this, there are plenty of Aus-
tralian children’s books to see at Frankfurt this 
year. Kids publishers at Frankfurt this week include 
Allen & Unwin, Brolly Books, Fremantle Press, Har-
die Grant, HarperCollins Australia, Hinkler Books, 
Ice Water Press, Little Hare/Australian Licensing 
Corporation, Penguin Australia, Random House 
Australia, Scholastic Australia, The Five Mile Press 
and my own Wilkins Farago.

Pick up an extra copy of Think Australian mag-
azine from the Australian Publishers Association 
stand (8.0 B958) for more information.

Australian Kids Books Reach New Heights

Claire Drysdale, Allen & Unwin

For all its wide open spaces and Anglo-
centric origins, Australia is actually a highly 
multicultural and urbanized society and its 
children’s publishing reflects this.

CCC introduces a new service  
to help you acquire the rights  
you need, right now. 

Our team of experienced rights 
acquisition specialists will:

•  Acquire text and media permissions to 
reuse content in your new titles

•  Expand reuse rights to republish backlist 
titles in new editions, formats, territories

•  Provide detailed reporting and streamline 
your payment options 

Put the rights licensing experts  
to work for you.

Visit us at Hall 4.2, Stand M439 

Contact us at acquisitions@copyright.com 

Acquiring Permissions Slowing  
Your Time to Market?

Jane Curtain, Ice Water Press
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By Amanda DeMarco

It’s only been in the past decade that literary 
agents have become widely accepted in German 
publishing. The change came slowly and with some 
resistance, but it’s now a given that a talented au-
thor seeks out an agent. As a leader in the field, 
Petra Eggers of The Eggers Agency, established in 
1995, has been party to many such watershed de-
velopments in the industry.

If German literary agencies have outgrown 
their marginal status in the publishing world, there 
are certain limitations they have to live with, and 
that make the business categorically different than 
in English-speaking territories. Most importantly, 
they can’t count on the same level of interest in 
translation from the outside world: “German au-

thors are mainly sold within Germany. It’s certainly 
no blessing but it does engender a deeper engage-
ment at home, according to Eggers. “We’re much 
more closely bound to our own markets and our 
own culture.”

Self-publishing is one of those phenomena be-
ginning to effect German book markets and book 
culture. Eggers is on the jury of der neue buchpreis, 
which awards a total of 20,000 Euros to four self-
published books at the Frankfurt Book Fair. The Eg-
gers Agency doesn’t have any concrete plans for im-
plementing self-publishing, but sees it as “one more 
option, and an increasingly important one. It’s no 
longer an entirely different category, but rather yet 
another alternative for an author to choose.” Self-
publishing’s fast turnaround times are particularly 
appealing to Eggers “since there are so many topics 

that quickly become obsolete.”
Though neither German publishers nor read-

ers have been quick to adopt e-books, Eggers says 
that German authors aren’t to blame for the delay. 
“The authors were the first ones who wanted to try 
it out, and I believe they were the ones who first 
saw that it had really great potential before the 
publishers did. We had a number of authors who 
kept on asking us ‘When will this get started, when 
can we join in?’”

If authors are looking for ways to get creative 
with publishing, Eggers thinks agents themselves 
shouldn’t get too creative: “You’re not doing your-
self any favors,” she says regarding agents who also 
act as publishers for their clients. “How can I ex-
plain to my authors that these five will be published 
by me, but the others won’t be?”

Petra Eggers: Top German Agent Supports Self-publishing, Embraces E-books

Literary agents meet at the Frankfurter Hof on Monday, 10 October. Facing the camera from left to right are: Holger Kuntze, literaturagentur kuntze berlin; 
Petra Eggers & Thomas Hölzl, Agentur Petra Eggers (Photo: Fernando Baptista)

derneuebuchpreis.de Award Show will take place today, 
6–7 p.m. in the Agora, Reading Tent between Halls 3 & 4.

By Amanda DeMarco

Around 1,000 self-published authors sub-
mitted their work to epubli’s derneuebuchpreis.
de (dnbp, The New Book Prize), and over 20,000 
readers voted to narrow down the list for a panel 
of journalists, experts, and literary critics. The win-
ners will receive 20,000 Euros in total. 

Germany’s derneuebuchpreis.de 
Picks Best Self-Published Books

The winners are:
Fiction: Annette Kautt, Flupp! 
Non-fiction: Matthias Matting, Traveling to Fuku-
shima (Reise nach Fukushima)
Science: Martin Ebner & Sandra Schön, Handbook 
for Learning and Teaching with Technology (Lehr-
buch für Lernen und Lehren mit Technologien)
Design: Sören Schwanke & Louise Rüdenburg, The 
Search for the Red Spot (Die Such nach dem roten 
Fleck) 
Special Prize: Ariela Sager, If He Wants to Be Called 
Herbert (Wenn er doch Herbert heißen will)
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By Olivia Snaije

“You will never really understand publish-
ing until you visit Frankfurt, just as you are not a 
saint until you are in paradise” writes Edouard 
Cointreau, president and founder of the Gourmand 
World Cookbook Awards and Paris Cookbook Fair 
(March 7-11, 2012) now going into its third year. 
As the publishing world has witnessed over the last 
few difficult years, cookbooks have proven to be 
one of the only safe bets in the industry.

One of Gourmand’s strengths has always been 
to leave a space for the smaller cookbooks that 
might not have a chance at much visibility without 
a little help.

“For me, cookbooks are like children, I feel 
strongly about the big mature ones, and the 
small emerging ones," said Cointreau.

In Gourmand magazine’s Frankfurt issue, 100 
cookbooks published or translated into English are 
highlighted, purposely leaving off the list books 
from the US, the UK and Commonwealth so as “to 
give a chance to another 52 countries, otherwise 
crowded out," said Edouard Cointreau Jr., who 
works with his father. He added that these cook-
books, already translated, can constitute cheaper 
foreign rights deals. Some of the more intriguing ti-
tles include Lao Cooking and the Essence of Life, Eat 
First: What's Cooking in the Estonian Kitchen and 
Vinologue Dalmatia: Wines from Croatia. Gourmand 
will also be introducing its own series of books en-
titled “Books about Books, made" up from past 
winning books in the Gourmand World Cookbook 
Awards, with recipes, photographs and biographies 
of the winners.

In the mainstream cookbook sector this year 
Cointreau Senior says that without a doubt, the 
cookbook that made the most impact was Taschen’s 
first cookbook, Nathan Myhrvold’s 6-volume Mod-
ernist Cuisine. First printed in English, French, Span-
ish and German editions have followed. The English 

edition has sold 31,000 copies, which is no mean 
feat considering the book retails for $625. It is cur-
rently being reprinted. Cointreau said Taschen may 
be planning a second cookbook.

Ultimately, Cointreau sees one important 
emerging trend: the rise of cookbooks produced 
in Asia and Latin America. These can now "rival 
Western cookbooks," and the busiest foreign rights 
deals at the 2011 Paris Cookbook Fair were from 

these regions as well. In addition, are more graphic 
novels about wine and food, such as Gallimard’s 
En Cuisine avec Alain Passard (In the Kitchen with 
Alain Passard), vegetarian cookbooks have now be-
come mainstream and the high end of the market 
for cookbooks remains strong.

The one area where cookbooks are lagging is in 
the digital realm, with e-cookbooks still constitut-
ing well below 1% worldwide. But, said Cointreau, 
“It will grow quickly once a new technology estab-
lishes itself in the cookbook sector.” Expect to see 
the best examples on display at the Paris Cookbook 
Fair next Spring.

You can find Edouard Cointreau at the Gour-
mand booth in the Gourmet Gallery, 3.1 L 1703.

From Myhrvold’s Modernist Cuisine to Comics, 
Gourmand Has Got a Cookbook for You

Edouard Cointreau sees one important 
emerging trend: the rise of cookbooks 
produced in Asia and Latin America.

Photos from Gourmet Gallery by Johannes Minkus



By Edward Nawotka

“It was the demise of Borders [bookstore 
chain] that got many publishers truly worried,” 
says Skip Prichard, President and CEO of Ingram 
Content Group. “With less sales in their home mar-
ket, they are looking for every outlet to maximize 
sales—particularly internationally.”

Late last month, Ingram Content Group 
launched Global Connect, a printing and distribu-
tion program, which will bring together its overseas 
print and distribution network—which includes 
facilities in the US, UK, France and Australia—un-
der one umbrella. The announcement included the 
news that Ingram was also partner with Singular 
Digital, a leading book manufacturer in Brazil with 
extensive regional distribution that belongs to Em-
presas Ediouro Publicações, one of the largest me-
dia groups in the country.

That means that Brazilians who choose Ingram 
titles will have the book printed by Singular at its 
print-on-demand facilities and shipped as fast as 
any regular title from any other bookstore. 

“The market for titles in English is estimated 
at being worth approximately US$30 million per 
year in Brazil, and Global Connect is indeed a great 
opportunity for American and British publishers 
to distribute their content worldwide,” said Carlo 
Carrenho, Executive Director of Singular Digital. 
“Considering the recent growth of the middle class 
in Brazil, as well as the boom in the number of col-
lege students in the Brazilian universities, private 
or public, this move makes complete sense. Our 
publishing industry is clearly growing—bookstore 
sales were up 9.6% in 2010—but we are looking to 

the international publishing community for con-
tent and partnerships to help us continue this up-
ward trend.”

Ingram says the program is more than just a 
network of printers. “We go to a lot of conferences 
where people say they do POD, the people have co-
opted the term. What differentiates Ingram’s Global 

Connect program from other printing solutions is 
the unique combination of print-on-demand alli-
ances with established local retail channel relation-
ships. Publishers will gain access to new sales chan-
nels without the worry of dealing with importation 
and customs issues, or shipping and warehousing 
costs.

“Now, you don’t have to worry about market 
entry requirements,” said Prichard. The process, 
as he describes it, is simple: “You say ‘we want x 
number of dollars for this book in this country’ and 
we make it happen. We work with the local printer 
and send the metadata. That feeds the local partner, 
who markets the title. As soon as someone buys it, 
we get an instant notice that the file is required, and 
we can send payment to the publisher.”

The upside for publishers is streamlined access 
to international markets, which in turn is likely to 
be an incentive for them to upload titles they might 
not otherwise have considered selling overseas; the 
upside for readers in a given market is a great se-
lection and faster access to foreign titles. When in 
Brazil, it might take 40-60 days for a reader to have 
a book delivered from the United States, now with 
Global Connect delivery could be made in a week 
or less. What’s more, with Ingram’s international 
partnerships, the program is not limited to English-
language distribution; that means French speakers 
living in partner countries, such as Brazil, could 
have access from books from France, and so on.

“We’re reshaping the content distribution 
model to help them realize their full business po-
tential,” said Prichard “Making the right content 
available, in the right format, to the right audience 
is key to success.”

IT’S A RAPIDLY CHANGING MARKETPLACE 
Learn the true size of the U.S. publishing industry, plus facts about buyer 
behavior and preferences in these groundbreaking, authoritative surveys.

Now available at www.bisg.org. Order today.
Questions? Email us at info@bisg.org.

Ingram’s Global Connect Re-imagines the Global Distribution Model
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By Beth Kephart

By the time Ruta Sepetys’ debut young adult 
novel, Between Shades of Gray, was published in the 
United States earlier this year by Philomel Books, it 
had already been sold into twenty-two territories; 
five more would soon follow. It would hit The New 
York Times bestseller list in its first week of sale, 
earn major reviews in nearly every paper, bask in 
stars. It would achieve what every author dreams 
of achieving, and yet this was no vampire story and 
no Harry Potter sequel; no well-coiffed teen sits 
on its cover. Between Shades of Gray is, instead, the 
story of a terrifying deportation—a particular sto-
ry about a particular Lithuanian family trapped in 
the horrors of the Soviet reign of terror. It’s a story 
about survival, trust, and kindness set against the 
brutal fact that more than a third of all Lithuanians, 
Latvians, and Estonians would be killed during Sta-
lin’s genocidal campaign.

Many beautiful books that tell important sto-
ries do not ultimately reach the readers who were 
meant to find them. What, then, happened here? 
How did a debut novel—a debut historical nov-
el—end up beating the odds and finding its way 
to Australia, Brazil, China, Croatia, Finland, France, 
Germany, Greece, Holland, Hong Kong, Hungary, 
Italy, Japan, Korea, Latvia, Lithuania, Macau, Po-
land, Portugal, Serbia, Slovakia, Spain, Sweden, Tai-
wan, Thailand, Turkey, and the UK? And yes—I’ve 

indulgently listed all countries here, because look 
at that list. Look at the world that opened itself to 
Between Shades of Gray. And consider this: Sepetys’ 
book was not just sold to international young adult 
markets. Many territories are publishing the book 
for adults.

According to Michael Green, president and 
publisher at Philomel, it all began with faith in the 
story itself. 

“We recognized the power of the writing and 
the fresh perspective on history,” said Green recent-
ly, via email. “It was a story that needed to be told. 
As a publisher you take chances, some riskier than 
others—and the riskier they are, the more satisfy-
ing to the soul they tend to be. Between Shades of 
Gray was a gamble that we felt proud to take. If the 
material is there (and it certainly was) and the faith 
is sound, it’s just a matter of mobilizing forces and 
realizing that there is no losing.”

Precedent, says Green, was on their side in the 
form of that miraculous, international wonder, The 
Book Thief. Word of mouth was encouraged through 
early meet-and-greets, targeted galley mailings, fo-
cused interactions with book club groups, and the 
active the support of Penguin’s adult division. And 
according to Tamra Tuller, who edited the book, 
Philomel spent the time that needed to be spent 
identifying Lithuanian communities in the United 
States that would welcome this unearthing of their 
past.

“It helped that we had an author in Ruta who 
was so passionate and eloquent that she essentially 
sold herself,” notes Green. “We also were patient, 
not revealing news of the manuscript’s acquisition 
until the author had revised, revised again, and 
spit-polished each chapter until it shone. That way 
we were able to hit the ground running.”

And hit the ground running they did—some-
thing Philomel, also known for The New York 
Times bestselling Andrea Creamer Nightshade se-
ries and the National Book Award winning Mock-
ingbird (Kathryn Erskine), tends consistently to do. 
They take on books they love, and they do not let 
them languish. They recognize the power that good 
books can and should have.

“YA literature is simply some of the finest writ-
ing in the business,” says Green. “We’ve long known 
this, and we’ve long known that reaching emerg-
ing readers is important. Changing the world one 
reader at a time may sound simultaneously corny 
and impossible, but we believe in what we do. Ru-
ta’s book allows us to touch people otherwise out of 
reach and open their eyes to something important. 
That is literature, YA or otherwise, at its best.”

Beth Kephart’s thirteenth book, the YA novel 
You Are My Only, will be released on October 25th. 
Next summer, she will publish Small Damages, a 
novel steeped in the culture of southern Seville, 
with Philomel. She blogs regularly at Beth Kephart 
Books, http://beth-kephart.blogspot.com/.

CHILDREN’S BOOKS & PUBLISHING - NEWS & OPINION

Between Shades of Gray: The Making of an Unexpected International Bestseller

Philomel/Penguin, USA Bertrand Editora, Portugal Carlsen, Germany Garzanti, Italy Moon, Netherlands Nasza Ksiegarnia, Poland

By Roger Tagholm

Using new technology to spark interest in 
some of the oldest of books—in part that’s the phi-
losophy of one of the new companies that spoke at 
the Publishers Launch Children’s Book Conference 
on Tuesday. Based in London’s Soho, intellectual 
property development company 1454 is currently 
working with Amazon to develop an innovative 
range of titles for the Kindle that is introducing chil-
dren’s classics to the PlayStation generation.

The first two Booksurfers titles are Treasure 
Island and The Wonderful Wizard of Oz, with Robin 
Hood due shortly and A Christmas Carol before the 
end of the year. All the books feature four children 
who are kidnapped by an archetypal evil madman 
who has the delightfully insane plan of forcing them 
to “jump” into classic adventure stories to steal fa-
mous fictional artifacts, such as the map from Trea-
sure Island, by using an ingenious device called the 
Nautilus (spot the reference).

Once they are in the location of Treasure Island, 
a number of hyperlinks appear in the text which al-

low readers to jump to the original Robert Louis 
Stevenson story. “The hyperlinks begin after the 
children have just come to the Admiral Benbow Inn 
and see this man coming down the road singing,” 
explains Zoe Watkins, the former bookseller who is 
1454’s Creative Director. “If they click the link it will 
take them to this part in the original story where 
the man is singing ‘Fifteen men on the Dead Man’s 
chest, yo ho ho and a bottle of rum' and they can 
read as much or as little as they like. Then they click 
‘back’ and they return to the Booksurfers story.

"I had the idea because I’d been thinking about 
those classics which probably weren’t getting read 
as much as they used to be. Booksurfers allows chil-
dren who might be familiar with the stories, or their 
settings, through other media—such as “Pirates of 
the Caribbean,” which borrows heavily from Trea-
sure Island—to discover the original books, which 
they might not know. So many classic stories in-
volve children going on an adventure—that’s partly 
what gave me the idea—and I used love the Choose 
Your Own Adventure books when I was growing up. 
We’ve all enjoyed reading the classics again as we 

look for new Booksurfers ideas.”
The books are written by children’s author 

David Gatward. Watkins believes there is still a lot 
of fear among publishers that e-books and digital 
means the end of printed books. “But it doesn’t—it 
just provides lots of opportunities to present sto-
ries to people in different ways.” Somewhat ironi-
cally, she also says that they are looking at print as 
the next stage with Booksurfers. “It’s a case of find-
ing a print partner who can match the interactiv-
ity of the digital editions. The functionality of the 
Kindle was such a natural fit, and it works so well.”

Booksurfers: Tech Pulls Kids Into Classic Stories
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By Dennis Abrams

When Rick Richter left his position as Presi-
dent and Publisher of Simon and Schuster’s Chil-
dren’s division to found Ruckus Media Group with 
the mission of “creating experiences through mo-
bile devices that entertain toddlers to teens from 
their fingers to their minds,” it seemed to most ob-
servers that he was turning his back on traditional 
publishing for good. Most observers, though, were 
wrong.

It was announced on September 7th that Ruck-
us Media was joining up with Scholastic to create 
the Scholastic Ruckus imprint, which will publish 
top children’s author’s across all platforms, includ-
ing print, e-books, and enhanced e-books. Ruckus 
Media will be publishing interactive story apps—
more than a dozen projects are already in the 
works—and the first releases (yet to be named) are 
planned for 2012.

Richter is excited about the possibilities of the 
new imprint and doesn’t see it as a step backwards. 
“We wanted to be able to offer a full range of ser-
vices to authors and illustrators,” he said. “We’re a 
state of the art digital publisher joining up with the 
extraordinary range of Scholastic. The idea is that 

we’re going to take on big products and aggregating 
top products to feed Scholastic’s initiatives—Ruck-
us will be as at home with digital as Scholastic is 
with print,” adding that “Ruckus will never be in the 
print industry. We’re simply taking the standard 
industry model, print then digital, and flipping it 
around.”

This is just one of several major moves Ruckus 
Media Group has made this year, including a deal 
announced in April for a licensing agreement with 
Hasbro to jointly develop original mobile storybook 
apps based on Hasbro brands, including Tonka 
Chuck and Friends, My Little Pony, and Transform-
ers Prime. The agreement covers all digital plat-
forms in the English worldwide; the storybooks 
will include interactive elements such as activities, 
coloring, and recording functions.

With a third of Ruckus’s business coming from 
overseas—Korean, China, Japan, the EU, and Saudi 
Arabia—it’s no wonder that Rick is looking forward 
to Frankfurt. “We’re there to seek out international 
partners in the e-book world, in the interactive 
story book world, but what we’re really looking to 
strike up is local marketing partnerships, world-
wide. We are hoping to place in every market.”

And at the end of the day, despite the partner-

ship with Scholastic, Ruckus remains a pure plate 
digital company. “We don’t print anything, we don’t 
take any returns, although we are happy to partner 
with people who do that.”

Rick Richter spoke on Tuesday at the Publishers 
Launch Children’s Conference.

Ruckus Media Teams with Scholastic, Adds Print to Digital

Photos from around the Fair by Johannes Minkus
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