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5 Things to Do: Friday, October 12
Maintaining Profitability Among 20+ E-Book Platforms
11:00 am to 11:30 am at the Hot Spot Publishing Services, Hall 4.0, 
A1300. Innodata will present strategies on how publishers can work 
with and take full advantage of various e-book distribution platforms.

Editors in a Brave New World
11:00 am to 12:30 pm in Hall 8.1, Room Symmetrie 2. For the second 
year, this successful event will explore the changing role of book editors, 
particularly in academic publishing. Reception to follow.

30 Years of the New Zealand Comics Scene
1:00 pm at the Comics Centre, Hall 3.0, K833. Four comic book artists 
from New Zealand present their unique styles and discuss the local com-
ic books scene. Book signing to follow.

Publishing Meets Merchandising
2:30 pm to 5:30 pm in Hall 4.C, Room Entente. Licensing experts present 
best practices for negotiating licensing rights, identifying partners and 
building brands beyond the book. (€ 250)

3D Cyber Classroom
Ongoing exhibit in Hall 4.2, B1414. Try out the latest in classroom and 
educational technology, or listen to presentations on how content cre-
ators can leverage these new digital tools.

BONUS: 2 Activities for the Weekend
Ignite Event - Self Publishing
10:30 am to 12:30 pm at the Sparks Stage, Hall 8.0, N988. There’s no 
denying the big impact of self publishing on the industry. Service provid-
ers will introduce their products, and authors will present their books.

Hobbit Cosplay Contest
1:00 pm in the Congress Center, Room Harmonie. Weta Workshop is 
sponsoring a contest for the best Hobbit costume to celebrate Peter Jack-
son’s forthcoming movie, The Hobbit. Grand prize is a five-night trip for 
two to New Zealand.

By Andrew Wilkins

The winner of this year’s Nobel 
Prize for Literature is Chinese writer 
Mo Yan who, according to the Swed-
ish Academy’s customarily brief ci-
tation “with hallucinatory realism 
merges folk tales, history and the 
contemporary.”

Mo Yan (a pseudonym for Guan 
Moye) is the author of several nov-
els, including Red Sorghum, Big 
Breasts and Wide Hips and Life and 
Death are Wearing Me Out, and sev-
eral short story collections. Many 
of Mo Yan’s works are published in 
English by New York-based Arcade 
Publishing (part of Skyhorse Pub-
lishing) and translated by leading 
Chinese–English translator Howard 
Goldblatt. Other English language 
publishers include Calcutta, India’s 
Seagull Books, which controls world 
English rights to the forthcoming 
Pow. 

Pictured here celebrating the 
announcement are Naveen Kishore 
and Sunandini Bannerjee of Seagull 
Books.

Mo Yan Wins Nobel Prize
Author 
Mo Yan

Seagull Books

Ford Focus on das Blaue Sofa

Frankfurt favorite Richard Ford re-
turns for a conversation about his 
new novel, Canada, his first in six 
years. The American charmed the 
audience with the story of Dell, a 
septuagenarian who recounts his 

adventures in the 1960s after fleeing 
Montana for Canada—something 
several nervous Americans might be 
contemplating should the upcoming 
presidential election go the wrong 
way.



�e first story told created 
something unexpected. A world, 
populated and shared by all the 
people, places and things that 
would ever be written about. 
Where everything starts from 
and leads back to a story.

It’s existed for eons and grown 
vast beyond imagining—a world 
teeming with the fabulous and 
fascinating elements of 
stories—things to discover, to 
read, to taste, to listen to and 
experience. And it’s only now 
we’ve ever been able to see and 
explore it. Together at 
smalldemons.com.

�e Storyverse. It’s as old as the 
first story. But it’s entirely new 
to us.

At last Marseilles was revealed. From the sea. 
�e way the Phocia must have seen it for 
the first time, one morning many centuries 
ago. With the same sense of wonder.

Jean-Claude Izzo, Total Chaos

What is the Storyverse?
MARSEILLES

Welcome to the Storyverse™

CONTACT: PARTNERS@SMALLDEMONS.COM



By Edward Nawotka

Everyone has favorite people they 
look forward to seeing at the Frank-
furt Book Fair each year. One of mine 
is Jutta Willand-Sellner, Rights Direc-
tor for German boutique publisher 
Eichborn. Her passion for publishing 
and enthusiasm for Eichborn’s eclec-
tic list is infectious—even when you 
can’t, like me, actually read German.

Eichborn’s travails are well 
known. It was the only publicly-
traded German publisher before 
the economic crisis forced it to file 
for bankruptcy in 2011. Cologne’s 
Bastei Lübbe stepped in to buy the 
company and save it from the execu-
tioner.

Of course, I was happy for Eich-
born and just as delighted to learn 
that the new owners had retained 
Jutta. “It was important to maintain 
a strong link to Eichborn’s history 
and story,” explained Felix Rudloff, 
Eichborn’s new, dynamic Publisher.

An 18-year veteran of S. Fischer, 
Rudloff is tasked with bringing new 
talent to the publisher, as many of 
the house’s young stars left in the 
wake of the crisis. He also wants to 
maintain the house’s “quirky and 
provocative” list, which serves as a 

nice complement to Bastei Lübbe’s 
highly commercial list. 

To wit: Er ist wieder da (in Eng-
lish: Look Who’s Back), a new sa-
tirical novel by Timur Vermes that 
imagines what it might be like if Hit-
ler woke up in a vacant lot in Berlin 
in 2011 and became a wildly popu-
lar—and wickedly vile—television 
talking head.

With a 50,000 copy first print-
ing, the book hit Der Spiegel’s best-
seller list in its first week on sale and 
is now sitting at #12. 

That’s a bold start. 
Eichborn’s rebirth is instruc-

tive on a number of levels. It dem-
onstrates that, regardless of the 
risks, courage is a requisite in this 
highly competitive marketplace; it 
reaffirms the power that brands can 
command in publishing—be it Eich-
born’s or, unfortunately, Hitler’s; and 
it reaffirms the necessity of main-
taining a sense of one’s original mis-
sion, even in the face of unrelenting 
change.

That the rights to Er ist wieder 
da have sold to the UK, Spain, Nor-
way, Italy and several other terri-
tories, should also come as no sur-
prise. Well, not if you know Jutta.

Bravo!
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By Laura Hazard Owen

Rovio Entertainment, the Finnish 
company whose Angry Birds app 
has now been downloaded over 
one billion times, announced its 
first book app, an iOS cookbook app 
called Bad Piggies’ Best Egg Recipes 
at the Frankfurt Book Fair on Thurs-
day afternoon.

The print version of the book, 
which Rovio published last year, 
goes by the same title, but the app is 
“not just a book,” said Peter Vester-
backa, Angry Birds CMO. “We took 
the content from the book, 41 egg 
recipes, but didn’t want to just take 
the book, make a PDF and sell it to 
people. We actually made it a lot 
more interactive.”

Bad Piggies’ Best Egg Recipes 
is on sale in the iTunes store for an 
introductory price of $0.99 or €0.79 
(an Android version is expected 
soon). The app includes step-by-
step photo instructions, an egg tim-
er and photos of the finished dishes. 
Users can also upload their own 
pictures of the recipes they make. A 
Chinese-language version of the app, 
featuring some additional recipes 

and photos, will be available in the 
Chinese app store soon.

“Look at the implications of 
Rovio getting into the book busi-
ness,” Vesterbacka said. “With ‘An-
gry Birds’ the game, we have built 
the biggest distribution format on 
the planet . . . For us, it’s very, very 
easy and very fast to cross-promote 
the book in all our games. We’re not 
looking for thousands or tens of 
thousands of downloads,” he con-
tinued, “we’re looking for millions 
of downloads of this book . . . We’re 
going for massive, massive volume.”

On pricing, he said, “there’s no 
reason why you should price book 
applications any differently [from 
other kinds of apps]. There’s no 
reason why something should cost 
more just because it happened to be 
a book before it turned up on one of 
these digital platforms.” So the app 
is $0.99 for now—it will later go up 
to $4.99—while the print version of 
Best Egg Recipes is $9.99 on Amazon.

This article was produced in cooperation with:

Rovio Announces First “Angry Birds” Book App
“We’re looking for millions of downloads of this book . . . We’re going for massive, massive volume.”

Editorial: Eichborn Reborn!

Edward Nawotka is Editor-in-Chief of Publishing Perspectives

Timur Vermes, author of Er ist wieder da

Finnish app giant plans to bring home the bacon.
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The lone agent (Edwin Buckhalter, Severn House)

Faces & Places at the Fair

Latest trend in the LitAg?

Juergen Boos & Susanne Rudloff (FBF)L to r: Worapan Lokitsataporn (Pubat), Sung-Hyun Moon (Korean Publishers Assn.)

Dana Kalinová (Czech 
Bookseller and Publishers)

Jung-Wen Wang (Taipei Book Fair), 
David Unger (Guadalajara Book Fair)Baker & Taylor (l to r): Daiana Kucawca, Zoe Meinecke, Michelle Turnbach

Evelyne Le Bourse (Larousse)

Geoff Kloske 
(Riverhead)

Philippe Ostermann 
(Dargaud)

John Ingram (Ingram)

Klaus Eck, Random House Germany

Stephan Schierke (arvato)

Rebecca Byers (Plon-Perrin)

Patrice Hoffmann (Flammarion)

Sofi Oksanen (Finnish author)

Witi Ihimaera (NZ author)
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4 Books to Watch from New Zealand
By Alex Mutter

“We’re generalists,” said Kevin Chap-
man, President of the Publishers 
Association of New Zealand, during 
a Hall 8 SPARKS stage event show-
casing select new titles from four 
different New Zealand publishers. 
“We publish all sorts of books, very 
successfully.”

Sarah Bennett, Associate Publisher 
and Production Manager at Awa 
Press, showcased Vinacular: A 
Wine Lover’s A-Z, by Scott Kennedy 
and John Saker. Vinacular is an intel-
ligent, fun guide to the wine-drink-
ing world. 

Debra Millar, General Manager of 
Publishing with Penguin New Zea-
land, presented Lives We Leave 
Behind, by Maxine Alterio. Alterio’s 
tale tells of two young New Zealand 

women who volunteer as nurses in 
World War I, and serve on the front 
lines in North Africa and France.

Jenny Hellen, Deputy Publishing Di-
rector of Random House New Zea-
land, discussed ACB with Honora 
Lee, by Kate de Goldi. The story, 
which is meant for children but can 
easily appeal to adults, is about an 
eccentric, quirky nine-year-old who 
bonds with her declining, dementia-
suffering grandmother.

Tracey Borgfeldt of David Bateman 
Limited, displayed Pure Vanilla: 
The Essence of Exquisite Cooking 
from the World’s Best Chefs, by Na-
tasha MacAller. Pure Vanilla’s reci-
pes feature the titular spice, which 
is one of the most common flavors 
in the world, yet comes only from 
an orchid in Mexico. The book high-
lights the sweet and savory aspects.

Four

Three

Two

One

Let Story Build Your Bottom Line
By KeriLee Horan

Like any good story, Thursday’s 
StoryDrive conference began with 
“Once upon a time.” Jonathan Gott-
schall, author of The Storytelling 
Animal, explained why humans are 
intrinsically drawn to stories. The 
success of books, television, video 
games, songs, even commercials, he 
asserted, are contingent upon a sto-
ry connecting with us emotionally, 
now more than ever.

“We’re all competing in this at-
tention economy,” he said, explain-
ing that increased time spent with 
our devices is not solely to blame 
for our distracted nature and short 
attention spans. “The mind is a 
wanderer by nature,” he explained. 
“We have about 100 daydreams per 
hour.”

Great stories, however, stop us 
in our tracks. “When we’re absorbed 
in a really good story, we experi-
ence zero daydreams per hour. The 
wandering mind goes still,” he said, 
likening good stories to a drug that 
“lulls the audience into an authenti-
cally altered state of consciousness.”

Matt Costello, author and inter-

active and creative consultant, has 
transformed critically acclaimed 
stories such as Pirates of the Carib-
bean into games and other new me-
dia products. He sums up his phi-
losophy into seven words: play, you, 
dream, wonder, experiment, others, 
and risk. 

“When you’re that the creative 
arena,” he advised, “take the judge-
ments out of it. There will be time 
for judgement and even buts, but not 
at an early stage.” To effectively ex-
ecute captivating projects with com-
pelling characters and story lines, 
open-mindedness, passion, creativ-
ity, and experimentation are crucial 
in the planning process.

Putting oneself and one’s pas-
sion into a story is key to success, 
Costello reasserted. That passion 
comes through and connects us to 
the story at our most basic human 
level, regardless of the format in 
which we consume it. “Story is natu-
ral to a human; it is as biological to 
us as upright posture and opposable 
thumbs,” Gottschall said. “It’s as re-
flexive as breathing or dreaming.” 
After all, to what can we relate if not 
a compelling story?

By Andrew Wilkins

“We’re about to embark on a time 
when brand is going to become ex-
tremely important,” predicted Will 
Atkinson, Sales and Marketing Di-
rector Faber & Faber. “In times of 
uncertainty, brands do very well.”

Atkinson was speaking about 
Faber’s own approach to branding 
with Mark Dressler on the Hall 8 
SPARKS stage yesterday. 

With its new business divisions 
such as Faber Academy, Faber Social 
and Faber Factory, the company now 
sees itself as “a business about read-
ing and writing” rather than a book 
publisher per se.

That said, Atkinson was keen 
to emphasise the importance of 
key brand values that apply equally 

across all its businesses: namely 
quality, longevity and pedigree. 
These values were not only the rea-
son why a new Faber poet is market-
ed in the same livery as T. S. Eliot and 
W. H. Auden, but also why, Atkinson 
said, 100 independent publishers 
were comfortable working with the 
Faber Factory e-book service, and 
also why Faber books continue to re-
ceive the critical broadsheet reviews 
that are still the main drivers of its 
UK sales.

That said, Faber’s branding isn’t 
fixed in stone. It’s being re-tweeked 
for next year’s London Book Fair, and 
is placed on books based on likely 
impact: “Where we think brand will 
carry a book we’ll use it, whereas in 
genres which have their own rules, 
such as crime fiction, we don’t.”

The Secrets Behind Brand Faber

“In times of uncertainty, 
brands do very well.”

–Will Atkinson

By Amanda DeMarco

There’s book discovery that’s driven 
by your social network, and book 
discovery that’s driven by recom-
mendation (“People who bought this 
also bought that”), but what about 
story-driven discovery?

Los Angeles-based startup 
Small Demons searches books for 
references (not just to other books, 
but to any people, places, media or 
products), then presents those ref-
erences on its website as searchable 
recommendations.

At the StoryDrive conference 
yesterday, CEO Valla Vakili explained 
that, because they occur organically 
in the story, these recommenda-
tions are both more heterogeneous 
and more meaningful than social or 
retail recommendations. Older dis-
covery systems “are flatlining,” said 
Vakili. “What if we could free the 
story from being the thing we act 
upon, and make it the thing that acts 
upon us?”

The StoryDrive audience 
seemed most curious to know how 
Small Demons monetizes its ser-
vice. The answer? For now: through 
commerce generated via the site, 
although various applications, from 

providing insight into the represen-
tation of brands to improving library 
searches, are imaginable in the fu-
ture.

Stories Can Lead Us to More Stories

Valla Vakili
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By Edward Nawotka

Finland doesn't boast with a par-
ticularly long literary history—the 
first significant novel in Finnish 
was published in 1870 by the Finn-
ish Literary Society. Today, however, 
Finnish literature is as multidimen-
sional as any on the international 
market. And while the global mar-
ketplace has taken notice of Nordic 
crime—something that has benefit-
ted Finland’s own bestselling crime 
writers, such as Leena Lehtolainen, 
Matti Rönkä and new upcoming au-
thors, like Pekka Hiltunen—there 
are many more books to be explored.

The biggest Finnish authors are 
often more overtly literary writers. 
They tend to write about themes 
linked to recent history, such as Sofi 
Oksanen whose novels are set in Es-
tonia during the Soviet era, or Katja 
Kettu whose most recent novel, the 
award-winning Midwife, is set in 
Lapland during WWII. 

These, like many of the new 
generation of writers born in the 
’60s and ’70s—Riikka Pulkkinen, 
Jari Järvelä, Riikka Ala-Harja, Riku 
Korhonen and Juha Itkonen—have 
broken away from the strong real-
istic sensibility that characterized 
Finnish literature for so long and are 
more likely to produce something 

unique. You might call it the “Fin-
landia aesthetic.”

Part of this willingness to play 
with form means that writers work 
across a variety of formats, produc-
ing adult and children’s literature 
alike, as well as plays and poetry. 

Humor is also important, and it 
might not be well known that Finns 
are more than willing to laugh at 
themselves: Kari Hotakainen, Petri 
Tamminen and Tuomas Kyrö all of-
fer satirical looks at society. 

As Finland has two national 
languages and literature written in 
Swedish, Finland has a life of its own. 
“Some of the best known Finnish 
writers outside Finland are Finland-
Swedish like award-winning Monica 
Fagerholm, Kjell Westö and Robert 
Åsbacka,” notes Nina Paavolainen, 
Project Manager for the Finnish Lit-
erature Exchange (FILI)—a cultural 
organization that promotes Finnish 
literature and translation abroad. 
“This richness is quite wonderful. 
You can also add some titles in Sami, 
language of the Sami community in 
Lapland, per year.”

All these literary riches will be 
on full display when Finland takes 
the stage as Guest of Honor at the 
Frankfurt Book Fair in 2014. But for 
readers around the world to enjoy it, 
it’s going to take an army of transla-

tors to make it happen. 
“The importance of profes-

sional translators cannot be too 
much emphasized in the context of 
so-called smaller languages,” says 
Paavolainen. And to prevent the 
kind of bottleneck due to a paucity 
of translators that Iceland faced 
when they served as Guest of Honor 
in 2011, FILI has developed a strong 
network of translators and is work-
ing to educate more. “Last summer 
in Helsinki, FILI organized [so far  
the] biggest international confer-
ence for translators translating from 
Finnish and Finland-Swedish: more 
than 130 professionals were gath-
ered in Helsinki for five days.”

By this same time next year, 
Paavolainen says she hopes that 
sales of translation rights for Finn-
ish books will have taken a “big leap 
forward” in the global marketplace. 

“Being the Guest of Honor at 
Frankfurt is a one-of-a-kind oppor-
tunity for everyone to experience 
and enjoy Finnish literature and 
culture,” says Paavolainen. “We hope 
the world will take full advantage 
of the chance to explore something 
new, different and exhilarating.”

Finland will be Guest of Honor 
in 2014 under the slogan “Finnland. 
Cool.” Visit the Finnish stand in Hall 
5.0 A951.

Finlandia Aesthetic: A Rich Diversity of Literature

The logo and visual identity for 
Finland’s Guest of Honor program 
at the 2014 Frankfurt Book Fair 
is “Finland. Cool.” Designed by a 
team of students from the Aalto 
University in Finland, “it is meant 
to be both concrete and abstract, 
if not a bit self-ironic,” says Nina 
Paavolainen, Project Manager 
Frankfurt 2014 for the Finnish 
Literature Exchange (FILI).

This article was produced with the support of 
FILI—Finnish Literature Exchange.
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By Laura Hazard Owen

Dallas-based startup BookShout, 
which is backed by book distri-
bution company Ingram Content 
Group’s CEO John R. Ingram, is doing 
something that may make Amazon 
and Barnes & Noble mad: it is im-
porting books that customers have 
purchased on Nook and Kindle into 
its own Android, iOS and web apps.

BookShout is doing this with 
the support of large publishers. The 
startup has already signed deals 
with Random House, HarperCol-
lins, Macmillan and Wiley, and is 
“finalizing” agreements with Simon 
& Schuster, Penguin and Hachette, 
along with other publishers. In-
gram’s publisher clients can sign up 
directly or through Ingram.

BookShout founder and CEO 
Jason Illian explained to me—sort 
of—how the process works. The 

company’s app doesn’t break the 
DRM on Nook or Kindle books. 
Rather, Ilian compared BookShout’s 
model to personal finance site Mint, 
which imports transactions from us-
ers’ bank accounts. Neither Mint nor 
BookShout relies on APIs (Amazon 
and Barnes & Noble don’t make their 
APIs public). Rather, to import books 
to BookShout users log in to the 
app with their Amazon or Barnes 
& Noble user name and password. 
The app verifies their purchases 
and then—if a consumer has bought 
a Kindle or Nook book from one of 
the publishers that BookShout is 
working with—lets the user access 
the publisher’s version of the file 
through the app. These publisher 
files are protected by DRM.

“The great thing is, it’s just your 
book,” Illian told me, adding, “It’s not 
taking Amazon or Barnes & Noble’s 
sale. If you want to buy from them, 

great, keep buying from them.”
The advantage for readers, 

the company says, is the ability to 
integrate their e-books with Book-
Shout’s social reading capabilities—
a goal that many startups have fo-
cused on, though it’s unclear that 
many readers actually desire these 
features.

The advantage for participat-
ing publishers, Illian says, is more 
data about their readers: “We want 
to be able to give information back 
to the publishers on how people are 
reading, where they’re shopping, 
what they’re sharing.” The Kindle 
and Nook book importing, though, 
doesn’t actually provide publishers 
with much information about their 
readers other than which platform 
they’ve bought a book on. Rather, 
BookShout’s hope is that publishers 
will choose to run promotions and 
let their authors interact with read-

ers through the BookShout platform.
BookShout is also selling e-

books directly—through its web-
site, not its apps—and takes a cut of 
those sales. So far, most of the titles 
on BookShout’s website are Chris-
tian and religious titles from Thom-
as Nelson, which is now owned by 
Barnes & Noble.

It seems like only a matter of 
time before Amazon and Barnes & 
Noble shut down BookShout’s im-
port function. “I think they’ll find 
us,” Illian told me with a big smile. 
“I’ll be interested to see what Ama-
zon thinks. My argument to them is: 
one, we’re not taking your sales, and, 
two, we’re not breaking any terms of 
service because we’re not taking any 
files from you. Will they try to shut it 
down? Maybe. Amazon is notorious 
for protecting their ecosystem. We’ll 
see how they react.”

Don’t Shout Too Loud: Amazon Might Hear

This article was produced in cooperation with:

By Alex Mutter

“In all of my work, I try to put myth 
first,” explained Witi Ihimaera, re-
nowned New Zealand author of 
Māori descent. “I don’t want to cre-
ate a Middle Earth in New Zealand—
I want to create a Māori Earth.”

Ihimaera, the author of Whale 
Rider and 2011’s The Parihaka Wom-
an, spoke with Rowan Payton about 
the realities of being an indigenous 
novelist at the New Zealand Forum 
yesterday

“I’m always trying to operate 

from a Māori center, and then move 
outward,” said Ihimaera. “The land 
is a history book, the sky is a celes-
tial text, the sea is a marine text. The 
Māori learned to read these texts a 
very long time ago.”

Ihimaera said being an indige-
nous writers means living in relative 
isolation—according to Ihimaera, 
there are really only five practicing 
Māori novelists—and inherent op-
position. “I think any indigenous 
writer is in a confrontational posi-
tion. From the beginning, you are 
writing against the dominant texts.”

Not Middle Earth, Māori Earth

Top Ten Buzzwords of Frankfurt 2012
By Ed Nawotka & Andrew Wilkins

1. Discovery:
There are sophisticated digital so-
lutions to help readers find your 
books, but it was frequently noted, 
“bookstores are still the best show-
room for publishers, and once they 
are gone, we won’t get them back.”

2. Digital First:
Increasingly, publishers are looking 
to experiment with new formats and 
take chances on authors by forego-
ing print altogether, but “quality has 
to remain high” lest it be construed 
as the same as “direct-to-DVD.”

3. Metadata:
One panel at Frankfurt was called 
“When will we stop talking about 
Metadata?” The answer is “never,” 

but the concept isn’t nearly as alien 
as it was last year. The fact is, “good 
metadata is driving sales.”  

4. Erotica:
It’s not pornography, it’s erotica—a 
nice way of saying “romance with 
lots and lots of explicit sex.” Special-
ist publishers report interest from 
countries where they’ve never sold 
rights. Thank E. L. James.

5. Pricing:
Elasticity is the name of the game. 
Drop the price to get sales volume; 
raise it to get profit once the book’s 
flying: the fixed retail price may be 
history.

6. BIC:
Brazil, India, China . . . Sorry, Rus-
sia, it’s time to drop the “R” when it 
comes to publishing, as these other 

hot markets are holding everyone’s 
attention. And it has a nice echo of 
the name of the beloved brand of 
pens.

7. Analytics:
Data and stats are no longer enough. 
Publishers want to understand con-
sumer behavior, and some of Ama-
zon’s competitors are prepared to 
give them access to the all-impor-
tant mine of info they’ve collected.

8. GAMA:
We had no idea what this acronym 
was when it cropped up in the title 
for a panel on the SPARKS Stage, but 
we learned that it means “Google, 
Apple, Microsoft, Amazon,” the four 
horseman of the digital apocalypse?

9. Story:
It doesn’t matter what you do; in 

publishing, it still comes back to one 
thing. You have to have something to 
say and say it well. Then it will sell.

10. Haka:
The new Frankfurt dance craze! On 
second thought, leave it to the Kiwis, 
you don’t have the face tattoos for 
it. Next year, the Brazilians promise 
you’ll learn to samba as seductively 
as the rhythm of the waves lapping 
Copacabana Beach.

Eichborn logo (die Fliege)
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By Roger Tagholm

Today sees the Fair’s very first Li-
censing Day at which a variety of 
speakers will share their expertise 
in an area that has always been im-
portant, but is now arguably even 
more important as content is in-
creasingly represented in a myriad 
different ways, from traditional 
plush toys to all manner of tablet 
and mobile apps. 

This afternoon’s session will 
look at publishing and merchan-
dising and, by coincidence two of 
its speakers are united by a single 
brand. Emma Cairns Smith is Licens-
ing Acquisition Director for Egmont 
UK, for whom Mr. Men remains one 
of its top three properties; while 
Kelvyn Gardner, MD of the UK Li-
censing Industry Merchandisers’ As-
sociation (LIMA UK), used to sell Mr. 

Men when he worked for WHSmith 
Distribution in the late ‘70s.

For children’s publisher Cairns 
Smith, the important factor in 
choosing a property that may trans-
late into books is the three R’s. No, 
that’s not reading, writing and 
arithmetic (although she obviously 
respects those too), it’s “research, 
research, research.” When deciding 
what to “license in”—i.e. which TV 
or website property might lead to 
books—she says, “The big thing for 
me is about getting close to kids. 
By the time something is hot you’re 
probably too late to buy the pub-
lishing rights because someone will 
have got there first. So we to do lots 
of consumer research, we talk to lots 
of children—‘what’s your favorite 
band, what’s your favorite game, 
what’s your favorite film?’

“It’s not about one workshop, 

it’s about a year’s worth of work-
shops to see what’s building. I’m as-
tonished by how few publishers do 
this. They think their instincts are 
all that matter, but actually it’s really 
complicated getting into the head of 
an eight-year-old.”

On contracts, she advises new-
comers to watch our for penalty 
clauses, such as a company’s change 
of ownership, or for the inadver-
tent selling of goods out of terri-
tory through a network of overseas 
suppliers outside your control. She 
adds: “You’ve got to read all the 
small print and have a legal person 
go through it and check it. It may 
seem like a cost at first, but it could 
save you a much bigger cost.”

Gardner believes the amount 
of book-related licensed product is 
increasing, partly because of digiti-
zation. “Nowadays, when publishers 
take on a new piece of IP to turn into 
books, they’re also buying rights to 
make mobile apps or iPad apps, as 
an extra product if you like,” he says.

He also believes the publishing 
industry has a significant advantage 
over other media sectors “because 
if you’re going to make any licensed 
property popular you need to get 
your potential consumer immersed 
in that world, and storytelling has 
always been one of the best ways of 

doing that.” 
The downside, however, is that 

the competition is fierce, with “thou-
sands, if not tens of thousands, of 
IPs out there, and yours has got to 
fight for its place alongside every-
thing else.” He believes you have to 
have something distinctive and that 
a degree of popularity is a prereq-
uisite. “It’s no good trying to licence 
some characters if you’ve sold 5,000 
copies of a book—you need to have 
a reasonable bestseller to get any-
thing going, I would say.”

On contracts, he warns against 
“buying rights to something you 
don’t exploit because people will 
remember that,” and he advises new 
licensees think long and hard. “If 
you’re only going to do something in 
the English language, don’t ask for all 
language rights—it will come back 
and haunt you on the next deal.”

But he is encouraging too, re-
minding publishers “because you 
are such a key category with this 
ability to tell stories, licensing peo-
ple in general like to hear from you. 
So even if you are a small-ish pub-
lisher and don’t consider yourself 
in the big league, you can probably 
find yourself a neat little TV show or 
greetings card character that has not 
got publishing rights, and you’ll get a 
very warm reception.”

Where Publishing Meets Merchandising: Lessons from the World of Licensing

It’s no good trying to licence 
some characters if you’ve sold 
5,000 copies of a book—you 

need to have a reasonable best-
seller to get anything going.

Event: The Best of Both 
Worlds: Publishing 
Meets Merchandising

2:30 pm to 5:30 pm in Hall 4.C, room 
Entente. the program price is € 250.

Kelvyn Gardner

By Alex Mutter

Today, the Forum Production in Pub-
lishing offers a series of talks on en-
vironmentally friendly publishing, 
cloud publishing and security.

At 10:00 a.m., publishers will 
debate the merits and drawbacks of 
the cloud as a publishing platform, 
with a focus on security. The event 
will be moderated by Ehrhard F. 
Heinold (Heinold Spiller & Partner).

A panel at 12:00 p.m. will dis-
cuss networked publishing and 
the development of new forms and 
channels of publication. The event is 
hosted by Klopotek and will feature 
presenters David Worlock (Outsell), 
Brian O’Leary (Magellan Media) and 
Fionnuala Duggan (CourseSmart), 
among others.

At 2:00 p.m. the discussion 
will shift to international trends 
in design, in a panel moderated by 
Betram Schmidt-Friderichs (Ver-

lag Hermann Schmidt, Mainz) and 
featuring internationally renowned 
publishers and designers, including 
Marc Tan (Singapore).

The program concludes at 4:00 
p.m. with a panel presented by the 
Two Sides Campaign on examples of 
outstanding green publishing prac-
tices. Speakers include Laetitia Rey-
naud (Intergraf), John Sanderson 
(UPM, London) and Dr. Jochen Gas-
sner (First Climate), among others.

All Forum Production in Publish-
ing events are in Hall 4, A1320.

Learn to Publish Lean and Green
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By Andrew Wilkins

Despite Australia’s general econom-
ic buoyancy, 2012 is turning out to 
be another tough year for the Aus-
tralian book industry against a back-
ground of low consumer sentiment.

Sales and Income Falls
According to Nielsen Book-

Scan’s survey of Aussie book re-
tailers, year-to-date retail sales for 
2012 are down 10% on the same 
period in 2011 (itself a gloomy time 
which saw the collapse of Australia’s 
largest book retail chain, REDGroup 
Retail). Booksellers included in the 
Nielsen survey have sold 38 million 
books as of September.

That dollar sales have dropped 
even further—14%—over the same 
period suggests that a fair amount of 
discounting has been going on even 
to maintain even these depressed 
levels. Indeed, the average selling 
price for books has been falling since 
2009, according to Nielsen.

Fifty Shades of Red
And all this despite the Fifty 

Shades of Grey dividend: the three 
books in the trilogy have sold 2 mil-
lion copies this year, or over 5% of 
all sales. Without E. L. James’s enliv-
ening of Australian marital life, vol-

ume sales would have been down by 
over 15%.

Two tough years back-to-back 
have created casualties. Last month, 
one of Australia’s hitherto most dy-
namic trade publishers, Murdoch 
Books, finally gave up the fight and 
has been bought by the largest lo-
cal publisher, Allen & Unwin, with 
a large number of jobs lost. Special-
ist R&R Publications has gone into 
liquidation, and Melbourne Univer-
sity Publishing posted a $2.1 million 
loss. Sales forces and lists are being 
trimmed, while one of Australia’s 
two remaining book printers, OPUS 
Group (which missed out on print-
ing Fifty Shades), is also downsiz-
ing after large losses. Adding to the 
gloom, major educational bookseller 
Education Works has gone into liq-
uidation following an unsuccessful 
brush with venture capitalism. 

Online Sales Continues to Grow
At the same time, the small 

but steady stream of newly opened 
bookstores has yet to fill the void left 
by last year’s closure of around 90 
REDGroup stores.

With the Australian dollar still 
strong, local postage costs prohibi-
tive and no GST on imports worth 
less than $1,000, the major ben-
eficiaries appear to be overseas on-
line retailers such as Amazon and 
Book Depository, although local 
online booksellers such as Bookto-
pia (sales up 46.5%), Boomerang 
and Fishpond are also experiencing 
strong growth. Pearson Australia 
has joined their ranks recently re-
launching Borders Australia’s online 
business (which it purchased in the 
REDGroup fire sale last year), as 
Bookworld.com.au.

E-Books Finally Hit J-Curve
At the same time, after several 

false dawns, e-books are finally tak-
ing off. One distributor told me re-
cently their sales of e-books were up 
1,000% on the same period last year, 
while Hachette’s Australian business 
reported similar growth between 
2010 and 2011. HarperCollins Aus-
tralia reported e-book sales more 
than doubled in the past year. With 
Amazon’s Kindle, Apple’s iBookstore 
and Kobo performing strongly, and 
even independent booksellers able 
to sell through e-book platforms 

such as Overdrive (which acquired 
local e-book platform Book.ish in 
March), ReadCloud and Copia, it’s 
now essential to have an e-book edi-
tion of your book in Australia.

While it’s been a tough year, 
there is anecdotal evidence that 
booksellers are starting ordering 
again in anticipation of Christmas 
cheer. This, and rising e-book sales, 
are at least showing a way forward 
in Australia—if not back to the hal-
cyon days, then at least into the ‘rich 
and strange’ world that will follow 
this troubling sea change.

Australian book sales 
have plunged 10% in 
2012, but e-book sales 
are finally taking off.

E-Books Offer Silver Lining for Australians

By Olivia Snaije

Indian and Pakistani authors, pub-
lishers and literature festival orga-
nizers discussed the vibrant and 
diverse world of South Asian Litera-
ture in a panel on the Weltempfang 
stage yesterday. 

Ravi Deecee (DC Books, India) 
Ameena Saiyid (Oxford University 

Press, Pakistan and architect of the 
Karachi Literature Festival), Namita 
Gokhale (author and founder-direc-
tor of the Jaipur Literature Festival), 
and Surina Narula (DSC Prize for 
South Asian Literature) touched on 
topics such as the multicultural lay-
ers in each of their countries, lin-
guistic diversity, and the importance 
of translation.

Celebrating the Diversity of South Asian Literature

By Vinutha Mallya

The Metropolitan Museum of Art, 
New York, will launch MetPublica-
tions today, an innovative portal to 
the museum’s comprehensive pub-
lishing program. The web resource 
offers access to 650 titles published 
by the Met since 1964. Of these, 140 
out-of-print titles can be read online, 
downloaded as PDF or even ordered 
print-on-demand. All titles are 
searchable entirely, and previews 
(20%) are displayed by Google 
Books with the Met’s branding.

“The entire project is mission 
driven, to provide wider access to 
the museum’s scholarship,” said 
Gwen Roginsky, the Museum’s As-
sociate Publisher and General Man-
ager. The exhaustive database was 
created with the help of nine interns 
who put in 5,000 hours identifying 
rights information, proofing and tag-
ging the content.

The Met’s Publishing Program Goes Online

While its domestic book trade may 
be in a dip, Australian rights activ-
ity is on the rise, with its income 
from rights sales increasing over 
the past year, according to Think 
Australian’s just-published annual 
survey of Australian rights manag-
ers and agents. Over 70% reported 
increased rights income, while 
only 11% reported a drop. 

There is a strong Australian 
presence at this year’s fair, with 
two fiction titles providing much 
of the buzz. Kate Morton (pic-
tured), whose new novel The Se-
cret Keeper is being spruiked by 
Allen & Unwin, is now an interna-
tional phenomenon, having sold 
over seven million books in 38 ter-
ritories since her 2006 debut, The 
Shifting Fog. 

Meanwhile, Text Publishing 
is generating massive interest in 
The Rosie Project by Australian 
debut novelist Graeme Simsion, 
with rights deals across about 20 
territories to date totalling around 
US$1.8 million. Simsion entered 

his tale of a professor of genetics 
in search of the perfect mate in an 
popular unpublished manuscript 
competition, which he won this 
year before being snapped up at 
auction by the Melbourne-based 
publisher. 
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By Randy Petway

When the discovery of books mi-
grates from physical browsing to 
Web recommendations to social net-
works—as the Facebook reader app 
Riffle is pioneering in the model of 
Pinterest or Spotify—an interesting 
change occurs in the publishing in-
formation supply chain. Publishers 
who focus solely on the trade in the 
traditional model overlook influen-
tial reader communities and miss 
emerging sales opportunities. In the 
digital world, publishers will need to 
adapt to the new hybrid Business-
to-Business-to-Consumer, or B2B2C, 
marketplace.

Some publishers have begun to 
take the plunge into reader-oriented 
business models, and a small per-
centage of sales do come from these 
direct-to-consumer initiatives. F+W 
Media has been experimenting with 
e-book clubs and subscription sites 
for art instruction titles. HarperCol-
lins has a devoted following for its 
HarperTeen portal through Face-
book, Twitter, YouTube, Pinterest 
and Tumblr. Meanwhile, Macmillan 
science fiction and fantasy imprint 
Tor Books recently went as far as to 
announce a DRM-free e-bookstore 
in an effort to bring together authors 

and readers, boost backlist sales and 
make e-books more similar to their 
physical counterparts. Unfortunate-
ly, these direct-to-consumer experi-
ments represent the exception and 
not the rule. 

In the legacy B2B model—
which today effectively means phys-
ical distribution to Barnes & Noble, 
for example, and digital delivery via 
the likes of Amazon and Apple—the 
reader is merely an afterthought. 
Publishers organize their fulfillment 
systems around intermediaries and 
hope that these third parties bring 
in the consumer. But as the market 
moves ever more in the consumer’s 
favor, publishers must strengthen 
the relationship between their con-
tent and their readers. The answer 
is not strictly B2C marketing, but 
derives from metadata and discover-
ability—publishers now need to get 
in the habit of organizing products 
and data around consumer needs.

With Facebook’s valuation in 
the billions, social media has become 
the most direct route to reach con-
sumers, and it is no secret that pub-
lishers seek to monetize this traffic. 
Beyond simple e-commerce on their 
own sites, publishers must harness 
reader “recommends” and “likes” 
and be in a position to accept a pur-

chase at any given moment. Con-
sumers have become accustomed to 
buying at the point of discovery, and 
a layer of social commerce affords 
publishers access to the influence 
that these social networks increas-
ingly wield. It becomes a case of 
direct-to-consumer commerce plus 
marketing, on top of the customary 
promotion to the trade.

The emerging B2B2C market 
need not represent a threat, but 
actually a new door opening for 
publishers. Indeed, HarperCollins 
just introduced a new community-
building Facebook app called “Like 
to Read,” which progressively re-
wards users who “like” a book and 
offers additional excerpts the more 
the book is liked. With robust meta-
data about products and authors, 
publishers can increase direct in-
teractions with their readers. And 
with a commerce layer and technical 
flexibility in pricing items, they can 
leverage social media by tailoring 
products for any environment. Tech-
nology that combines industry with 
consumer marketing and distribu-
tion will take publishers everywhere 
that their readers are and complete 
the circle of B2B2C.

Randy Petway is executive vice 
president of Publishing Technology.

Why Publishers Should Embrace the “B2B2C” Marketplace

Why exploiting 
“social commerce” 
is becoming a 
top priority for 
publishers.
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By Daniel Kalder

Israel is a small but energetic book 
market, with its own peculiarities, 
says Ziv Lewis, Foreign Rights and 
Acquisitions Manager at the Kin-
neret Zmora Dvir Publishing House, 
who spoke about the country at this 
year’s International Rights Directors 
Meeting on Tuesday.

Israel is a small but energetic 
book market, with its own pecu-
liarities. While some trends mirror 
international ones—for instance 
the success of YA series such as The 
Hunger Games or Twilight—Ziv Lew-
is points out some important differ-
ences also: 

“In general we are lucky to op-
erate in a literary market. The most 
successful books in translated fic-
tion tend to the literary end of the 
spectrum. In recent years, Nicole 

Krauss’s The History Of Love, Jona-
than Safran Foer’s Extremely Loud 
and Incredibly Close, and Aleksandar 
Hemon’s The Lazarus Project have 
all sold correspondingly more here 
than abroad. Other literary authors 
like Paul Auster and Haruki Muraka-
mi were bestsellers here in Israel in 
the 1980s before they received in-
ternational acclaim.”

The appetite for books in the 
country of only seven million is pro-
digious: 4 million Hebrew readers, 
1.5 million Arabic readers and 1.5 
million Russian readers support two 
major bookselling chains (Steimatz-
ky and Tsomet Sefarim, which are 
engaged in a price war) and a total of 
300 stores. Around 4,200 new titles 
are published each year while 35 
million books are sold annually. The 
market offers good opportunities 
for foreign publishers and agents as 
40% of those books are translations, 
out of which a mere 40% come from 
the English-speaking world.

“We have no language barrier. 
At any one moment roughly half the 
books on the local bestseller lists 
will be translations,” explains Lewis. 
“The percentage increases for chil-
dren’s and young adult books. Israel 
is a cultural melting pot, and there 

is no problem translating, publish-
ing and marketing translated work. 
Ten years ago Indian fiction was par-
ticularly popular here, and that was 
followed by Spanish. Now the trend 
is Scandinavia, of course, and we are 
constantly trying to assess where 
the next fruitful literary shopping 
area will be: China? Brazil?”

Of the 50 publishers listed by 
The Book Publishers Association of 
Israel, half are involved in foreign ac-
quisitions. The average print run is 
1,500 copies, while author advances 
range from €1,000 to €100,000, al-
though, adds Lewis, “most are under 
€3,000.” The standard royalty scale 
for Israel is 6% from retail price on 
the first 3,000 copies sold, jumping 
to 8% on sales up to 6,000 and 10% 
thereafter. As for contracts:

“We try and insist on an eight 
year license. In a market as small as 
ours, there is very little chance of a 
new contract so it makes sense to 
give the publisher maximum oppor-
tunity to exploit the market fully.”

E-books, however, have scarcely 
made an impact on the Israeli pub-
lishing market:

“We waited a long time for a 
Hebrew-friendly e-reader and un-
fortunately when e-vrit finally ar-

rived, it failed to capture the public’s 
imagination. Kindle, Sony, Nook, 
Kobo etc. are not available and with 
no successful Hebrew-friendly plat-
form it looks like Israel will skip the 
dedicated e-book reader phase alto-
gether and move straight to tablet.”

The fact is, says Lewis, “Firstly, 
in this tiny country with over 300 
bookstores no one is ever very far 
from a bookshop; and secondly the 
price of paper books is so low due to 
deep discounting.”

Publishing in Israel: A SnapshotWith three languages, 
translations are a top 
priority for publishers 
and sales are strong.

By Iona Teixeira Stevens

Turnover in the book industry in 
Italy fell by 8.7% in the first nine 
months of this year, according to the 
latest numbers from Nielsen. The 
news concurs with the latest “Book 
Report” covering 2011 from the Ital-
ian Publishers Association. 

In 2011, the publishing market 
had 3.3 billion euros in turnover, 
4.6% less than in 2010. Trade chan-
nels were also affected, with sales 
dropping 3.7% in 2011. Main genres 
affected were children’s, YA and 
non-fiction titles. 

In the international market, the 
Italian publishing industry saw a 
decrease in title translations, while 
exports remained steady with 41 
million euros.

But there is a light at the end of 
the tunnel: the Italian e-book mar-
ket grew by 20% compared to 2010, 
reaching over 150 million euros, pri-
marily fueled by law, commerce and 
medicine titles.

Sales of new tablets also 
brought new readers. “In the digi-
tal agenda, we have to see ourselves 
as content producers in general, 
not only books,” said Marco Polillo, 
president of the Italian Publishers 
Association.

Italy Print Falls 8.7%, 
But E-Books Are Up

By Michael Stein

Transcript, a translation grant pro-
gram that promotes Russian litera-
ture internationally, was launched 
in 2009 as the literary component 
of the Mikhail Prokhorov Fund. It 
promotes not only translations of 
fiction, children’s literature and po-
etry but non-fiction, academic, phil-
osophical and historical work that 
would otherwise be very unlikely to 
find its way into foreign languages.

Speaking at the Frankfurt Book 
Fair, Irina Prokhorova, co-founder 
and Chairwoman of the Founda-
tion’s Expert Council, commented 
on the fact that though the situation 
for Russian literature remains chal-
lenging, much has changed. “The 
problem today is that we don’t know 
who to reject because so many of 
the applications are so wonderful,” 
Prokhorova said.

A slightly commercial author 
who might have slipped in a few 
years ago probably wouldn’t stand 
a chance today, Prokhorova claims. 
The same holds true for the classics, 
although she maintains that retrans-
lating works of even the most presti-
gious Russian writers is still impor-
tant but has to be balanced against 
the number of writers that remain 

unjustly unknown outside Russia. 
“If we compare someone wanting 
to translate, say, the great classic 
writer Fyodor Sologub to wanting to 
translate the 5th edition of Tolstoy’s 
works then we will probably choose 
the Sologub,” Prokhorova said.

Prokhorova cited Italy, Spain 
the UK and the countries of Eastern 
Europe as the largest pool of grant 
applicants. “I particularly want to 
celebrate Eastern Europe, which 
wants to publish not only fiction but 
academic and intellectual work,” she 
added.

Among the 42 works selected by 
Transcript’s independent commis-
sion for support is a wide variety of 
classic, modern and contemporary 
work from Gogol to Bakhtin’s liter-
ary theory to translations of contem-
porary greats such as Mikhail Shish-
kin and Ludmila Ulitskaya.

Get Help Translating Russian Writers
Irina Prokhorova

“I particularly 
want to celebrate 
Eastern Europe”
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By Olivia Snaije

Small publishers in the US are man-
aging to reclaim territory in the 
shifting sands of the publishing in-
dustry, said Jeffrey Lependorf, exec-
utive director of the Council of Liter-
ary Magazines and Presses (CLMP) 
in discussion with Erika Goldman 
of Bellevue Literary Press, Julie 
Schaper from Consortium and Ira 
Silverberg, the National Endowment 
of the Arts’ (NEA) literature director.

“These years are the most excit-
ing times in the US for small press 
publishers since the 1960s. New 
publishers are being born and small 
publishers are really making a dent 
without necessarily grower larger.”

That said, operating a small 
press is extremely difficult, stressed 
Erika Goldman, and you can never 
take anything for granted. Bellevue 
published its first list in the spring 
of 2007 and has since brought out 
between six to eight books a year. 
Times have been rough, said Gold-
man, but when their novel Tinkers, 
by Paul Harding won the 2010 Pulit-
zer Prize for fiction, it “pulled us out 
of the abyss. The Pulitzer is what al-
lowed me to be here today.”

Small presses also operate in a 
spirit of collaboration, said Goldman, 
and it was thanks to a colleague who 
passed on the Tinkers manuscript to 
her, saying it wasn’t quite right for 
his house, that she realized within 
15 minutes of reading it that she had 
something remarkable in her hands.

Cooperation also came in the 
form of Consortium, which handles 
book sales and distribution for inde-
pendent publishers.

When Bellevue came to them, 
“we took them on as a start-up 
which we do occasionally. It usually 
takes publishers several years to get 
going to become a sustainable mod-
el. Erika had worked in commercial 
publishing; this is partly why we 
took her on, she had experience,” 
said Schaper.

Goldman said she owed part of 
Tinkers’ success to Consortium sales 
reps; who “really know their books 
and created the old fashioned phe-
nomenon of word of mouth.”

Social networking has become 
the new word-of-mouth as well, and 
is particularly effective for small 

publishers who have a clear identity 
and already know their audiences.

“Brands are becoming unique 
and recognizable. In the age of social 
marketing the small presses have a 
really good ability to reach out to an 
audience,” said Silverberg.

Independent publishing hous-
es are “being very savvy working 
with authors to get the word out. 
They are developing relationships 
with readers with the subscription 
model, such as Ugly Duckling Presse. 
They sell the most difficult thing, 
poetry and literature in translation, 
and yet their subscriptions have run 
out. Some small publishers make a 
special edition for their subscrib-
ers,” said Schaper.

Silverberg noted that as the 
big publishers in the US become 

more and more commercial, literary 
books fall through the cracks and 
many end up at small presses—to 
their advantage. Major awards are 
going to small presses because their 
books are better. Small presses stick 
by their authors, but the contrary is 
not always true.

“We have become a springboard 
for authors for larger houses. And 
savvy agents know this,” said Gold-
man. “We’ve just lost our second 
prize-winning author.” The Sojourn 
author Andrew Krivak has moved 
over to Bloomsbury, but Goldman 
says she can’t hold it against him 
given the modest advance Bellevue 
can offer.

As far as digitization goes, Bel-
levue is publishing e-books simulta-
neously at the behest of Consortium.

“E-books help drive print book 
sales. There’s been a nice synergy,” 
said Schaper.

At the NEA “we are encouraging 
people like Erika [Goldman] to ask 
for funding to digitize. We’re sug-
gesting that people shore up now 
because we don’t know what will be 
in five years. I don’t think it’s tech-
nological innovation so much as get-
ting up to date,” said Silverberg.

Big publishers faced with the 
digital revolution can’t move very 
quickly whereas small publishers 
have the flexibility to experiment, he 
added.

“It’s interesting that as things 
have gotten worse in publishing this 
is a good time for small publishers.”

By Michael Stein

Established book markets are expe-
riencing hard times, says Ann Betts, 
Commercial Director at Nielsen 
Book. “Unfortunately, it’s not a pret-
ty picture,” Betts said. Among the 
nine countries Nielsen monitors the 
book markets in—Australia, India, 
Ireland, Italy, Spain, South Africa, the 
US, the UK and New Zealand—all 
of them are experiencing declines. 
Betts attributes the hits these book 
markets are taking to two main 
factors: digital market growth and 
overall economic woes.

Figures for non-fiction show 
a decline across the board, while 
the children’s book market at least 
has a few bright spots. Where there 
has been some good news in estab-
lished markets has been in fiction in 
markets such as Australia and New 
Zealand, where the Fifty Shades of 
Grey phenomenon led to a sharp 
rise in sales. Betts also discussed 
how widespread the impact of E. L. 
James’s runaway bestseller has been 
across the globe and in the various 
genres in which it is categorized. For 

example, in the UK, it led to a 192% 
year growth in erotica sales while 
also accounting for a 384% rise in 
romance sales on the year.

While established book markets 
are hurting, the potential of emerg-
ing markets like India and Brazil 
remains significant. Nielsen began 
measuring the Indian book market 
in 2011, and it is the only market 
among those Nielsen monitors cur-
rently in the black, with a growth 
rate of 38%. At the same time Betts 
stressed that even the Indian market 
is facing a slowdown at the moment.

The Indian market possesses 
some surprising characteristics as 
well. While people tend to think of 
the US as being strong in the busi-
ness book market, American busi-
ness books account for only 7% of 

its non-fiction market. In the UK, this 
figure is just 3%. But Indian business 
books make up a full 16% of their 
non-fiction market. Another surpris-
ing feature is the strong sales pres-
ence of Indian authors, with eight of 
the top ten bestselling titles of 2012 
to date being Indian authors. Of its 
100 best-selling authors, 66 are In-
dian, compared to South Africa hav-
ing only 55 domestic authors in its 
top 100.

Erotica is up 192% and 
romance is up 384% so 
far this year in the UK. Market Expands for Hard Core

“The Fifty Shades of Grey phenom-
enon has really expanded our mar-
ket,” says Raelene Gorlinsky, pub-
lisher of Ellora’s Cave, the wildly 
popular digital and print erotica and 
romance publisher from the USA. 

“Hard core erotica isn’t for ev-
erybody, but we’re seeing countries 
who have never spoken to us before 
coming to see us for the first time.” 
The primary markets for erotica 
remain North America, Western 
Europe and Japan. She reports that 
particular markets have distinct 
tastes in their sexy books. “The 
Japanese, for example, really go for 
erotic suspense, but have no inter-
est in paranormal—shapeshifters 
and vampires, for example—which 
is exclusively an American interest.”  
 —Edward Nawotka

Erotica, Brazil, India Bright Spots for Book Market

Shifting Strategies Lead to Success for US Small Publishers
Small publishers have the 

flexibility to experiment.

Left to right: Jeffrey Lependorf, Erika Goldman, Ira Silverberg, Julia Schaper



China’s Liao Yiwu Honored with 2012 Peace Prize

By Wen Huang

In honor of his “eloquent and fear-
less battle against political repres-
sion,” the German Publishers and 
Booksellers Association has award-
ed its prestigious 2012 Peace Prize 
to Chinese dissident writer Liao 
Yiwu, who walked out on his native 
country and landed in Germany 15 
months ago to pursue what he calls 
“freedom to write and publish.”

“In his prose and poetry, Liao 
Yiwu erects an evocative literary 
monument to those people living on 
the margins of Chinese society,” says 
the statement issued by the associa-
tion’s board of trustees. “The author, 
who has experienced first-hand the 
effects of prison, torture and repres-
sion, is an unwavering chronicler 
and observer who bears witness 
on behalf of the outcasts of modern 
China.”

A native of Sichuan, China, 
Liao Yiwu is a poet, musician, nov-
elist and documentarian. He has 
authored The Corpse Walker, God is 
Red, For a Song and A Hundred Songs 

and Bullets and Opium, all of which 
have been translated into multiple 
languages including English, Ger-
man, French, Spanish, Swedish and 
Polish.    

In The Corpse Walker, for which 
the Peace Prize was given, Liao has 
recorded his interviews with 27 
Chinese living on the bottom rung 
of society, from a grave robber, a 
composer, a leper to a professional 
mourner paid to wail at funerals and 
a human trafficker. Liao's research 
took 11 years, and his final product 
is a stunning series of portraits of a 
generation and class of individuals 
ignored in history books and unac-
knowledged in the accounts of Com-
munist China.

His memoir, For a Song and a 
Hundred Songs, was published in 
Germany in 2011 and will be re-
leased in the USA in June 2013. The 
book captures his dehumanizing 
years in a Chinese jail between 1990 
and 1994, after he wrote a poem to 
condemn the government’s bloody 
crackdown on the student pro-
democracy movement in Beijing 

in 1989. His new book, Bullets and 
Opium, which has been released in 
German this month, documents the 
lives of ordinary citizens who were 
imprisoned or killed for their par-
ticipation in the 1989 protest.   

For many years, the Chinese 
government has deemed Liao’s writ-
ings subversive because they are 
critical of the socialist system. The 
government repeatedly denied him 
an exit permit to attend literary fes-
tivals abroad. In March 2010, when 
Liao was scheduled to appear at a 
literary festival in Cologne, Chinese 
agents pulled him off the plane that 
was to take him to Germany. In July 
2011, when Chinese police forced 
him to sign an agreement canceling 
the overseas publications of his pris-
on memoir in Germany and Taiwan, 
Liao escaped to Vietnam first and 
then Germany.  

“Only by escaping this colossal 
and invisible prison called China 
could I write and publish freely,” 
says Liao. “I have the responsibility 
to let the world know about the real 
China hidden behind the illusion of 
an economic boom—a China indif-
ferent to ordinary people’s simmer-
ing resentment.”

On receiving the award, Liao 
says he cannot be complacent. “I feel 
a heavy burden on my shoulder. As 

a witness who has escaped from a 
totalitarian state and stands in the 
land of the free, I have the respon-
sibility to fight for and help others 
who are victims of oppression.” 

The award ceremony will take 
place during the Frankfurt Book Fair 
on Sunday, 14 October 2012, in the 
Church of St. Paul in Frankfurt. Liao 
Yiwu won the Geschwister Scholl 
award last November.

Dissident writer, exiled to Germany, 
chronicles hardships of China’s underclass.

Leadership Strategies in Book Publishing – July 21-26, 2013
Leadership Strategies in Magazine & Digital Publishing: July 14-19, 2013

Why should you attend the Yale Publishing Course?
“A wonderful opportunity 
to learn from some of the 
best minds in publishing 
while sharing 
ideas with 
peers across the 
globe.”

Benjamin James, 
Publisher, Macmillan 
Publishers, Australia

The Yale Publishing Course is designed for mid to senior-level professionals from all over the world. 
Our mission is to provide participants with the knowledge and skills that will enable them to be more 
effective leaders and advance their careers.

To learn more, visit http://publishing-course.yale.edu

“YPC provided 
me with a new 
and broader 
perspective...

Most importantly, I 
learned valuable new ways 
to evaluate challenges and 
plan solutions.”

Melanie Falick, 
Publishing Director, 
STC Craft, Abrams, USA

“My week at Yale was 
an intensely stimulating 
experience, and one that I 
am sure will shape the way 
that I do my job.”

George Walkley, Head 
of Digital, Hachette UK

“An excellent resource that 
has given me new insight, 
ideas and strategies.”

David Wright, General 
Manager, ZDL, China

“What is unique to this 
program is that you’re 
in a classroom with the 
same group of people 
for a week. It creates an 
atmosphere where the 
questions and answers 
between the students & 
speakers are much more 
candid than what you get at 
a conference.”

Madeline McIntosh, 
COO, Random House, 
Inc. (YPC Speaker)

“

“
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“MAYBE THE  

FUTURE OF LITERATURE  

BELONGS TO AUTHORS  

WHO CREATE WORLDS  

INHABITED BY READERS WHO,  

INSIDE THESE UNIVERSES, 

CREATE THEIR OWN STORIES.” 

Bob Stein 
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