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Proud to be promoting our 2nd Professional 
Programme connecting Arab and international 
publishers providing opportunities
for translation across the world
Welcoming over 50 international authors including
 
- William Dalrymple,
- Gavin Esler
- Julia Gregson 

Visit us at 
Hall 5.0 Stand C975 or Hall 8.0 Stand R910 
to find out more or to register your interest

بحضور أكثر من 50 مؤلف عالمي، أبرزهم :

- ويليام دالرمبل 
- جيفن ايسلر 

- جوليا جركسون
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5 Things to Do: Wednesday, October 10
Serious Games Meets Education
2:15 pm to 5:00 pm at the Hot Spot Education, Hall 4.2 C1437. Several 
Dutch companies will discuss their experiences working in the increas-
ingly digital field of education and training.

CEO Round Table Panel Discussion
2:30 pm to 5:00 pm in Hall 4.2, Room Dimension. Hear from global lead-
ers as they navigate the digital transition and shape the future of the 
publishing industry.

Fantasy Literature from New Zealand
2:45 pm to 3:30 pm at the Guest of Honour Pavillion. Get to know this 
year’s Guest of Honour, New Zealand, as fantasy authors Nalini Singh, 
Elizabeth Knox and Lawrence Patchett discuss their work.

German Book Prize 2012 Longlist Exhibition
Ongoing at the Paschen Literatursalon, Hall 4.1, D510. For the duration 
of the Fair, books on this year’s longlist for the German Book Prize will be 
on display, along with hourly readings by the authors.

Play Video Games with Nintendo and Sony
Ongoing at StoryDrive Media & Entertainment Area, Hall 4.0 Foyer. Try 
out Nintendo’s latest game console, the Wii U. Sony will also debut its 
Wonderbook, an augmented reality storytelling device.

By Laura Hazard Owen, GigaOm

The problem that Ganxy solves 
should be a simple one: How can 
authors and publishers market 
and sell books directly online from 
one central hub? New York-based 
startup Ganxy—which launched of-
ficially yesterday at Tools of Change 
Frankfurt—provides an easy solu-
tion. The company gives authors and 
publishers a straightforward toolset 
to let them sell books and control 
marketing and promotions. In just 
a few minutes, anyone can create a 
“showcase” for a book that includes 
its cover, description, video and 
other marketing materials, and pur-
chase options. Authors and publish-
ers can sell books directly through 
the showcase or simply provide 
links to retailers. The entire show-
case can then be tweeted, embedded 
in a blog, website or Facebook page, 
or can just stand alone as a website.

Ganxy also allows authors and 
publishers to track where their sales 
are coming from. “People have had 
no idea what’s working,” co-found-
er and biz dev lead Joshua Cohen 
told me. With Ganxy, they know if 
a book was purchased by someone 
who clicked on their showcase from 
Facebook, for example, versus from 
a tweet. Users can also add an email 
capture field to a showcase, allow-
ing them to connect directly with 
readers who are interested in their 
books.

It’s free to create a showcase, 
but Ganxy makes money in two 
ways. The company takes 10% of 
each sale when an e-book is sold 
through a showcase (authors and 

publishers can choose whether they 
want to sell e-books directly). Ganxy 
also makes money through the affili-
ate links to retail sites that are em-
bedded in the showcase. 

Ganxy also wants to appeal to 
readers. When someone buys an e-
book directly through a Ganxy show-
case, it’s added to his or her library 
and can be downloaded in any for-
mat (EPUB, iOS, Kindle and so on). 
All the e-books Ganxy sells directly 
are DRM-free. (Publishers who don’t 
like that can just display retail links 
and not sell e-books directly.)

TOC Frankfurt: Ganxy Aims to Create 
Centralized Sales Channel for E-Books

This article was produced in cooperation with:

Celebrity Authors at the Frankfurt Book Fair

Arnold Schwarzenegger will attend 
the Frankfurt Book Fair to sign copies 
of his new memoir, Total Recall, at 
Hoffmann und Campe (Hall 3.0 B123) 
today, october 10,  at 4:15 pm.

PHoTo By GreG GormAN

In between your meetings over the 
next several days, be on the look-
out for famous authors roaming the 
halls of the Frankfurt Book Fair. This 
year, a number of celebrities will be 
at the fairgrounds signing books and 
discussing their work.

In the past, Frankfurt has host-
ed celebrities like Muhammad Ali, 
Mikhial Gorbachev, the Dalai Lama 
and Stephen Hawking.

Here’s a quick list of some of the 
stars you might see this year hang-
ing around at the Blue Sofa or their 
publishers’ stands:

• Ken Follet (UK)
• Richard Ford (USA)
• E.L. James (USA)
• Lloyd Jones (New Zealand)
• Jeff Kinney (USA)
• Donna Leon (USA)
• Herta Müller (Germany)
• Cees Nooteboom (Netherlands)
• Sofi Oksanen (Finland)
• Arnold Schwarzenegger (USA)
• Mikhail Shishkin (Russia)
• Martin Walser (Germany)

Joshua Cohen launches Ganxy at the Tools 
of Change Frankfurt conference yesterday.

By Edward Nawotka

“Mobile is the most important 
ecosystem for everybody every-
where. . .and books are a pretty small 
part of it. That’s nuts. There is a very 
large and very important opportu-
nity to bring books and book-buying 
engagement to this most personal 
platform,” said Andrew Bud of the 
Mobile Entertainment Forum (MEF) 
during the keynote speech at yester-
day’s Tools of Change for Publishing 
conference.

For the average person around 
the world, the screen on the mobile 
device is becoming “the first screen,” 
supplanting the television or laptop 
to second and third tier status. Un-
fortunately, the majority of people 
are not using them to read books: 
59% use mobile devices for games, 
while just 17% use them to buy and 
read books. 

“I’ve been perplexed by the 

relative lack of interest for books 
on mobile,” Bud told Publishing Per-
spectives. “Yes, it’s a harder sale, but 
as the traditional products that do 
well on mobile—ringtones, for ex-
amples—are fading, there is an op-
portunity for publishers to become 
a stronger part of this morphing 
market.”

This is especially true with the 
price of smartphones plunging to as 
little as $50. Currently, the smart-
phone is the top global device in 
use, accounting for 63% of phones, 
with feature phones at 37%, An-
droid at 28%, and the iPhone at just 
17%. Surprisingly, while Windows-
powered devices account for a very 
small part of the mobile market, 
owners of Windows devices are 
the most active mobile book buy-
ers—something that should come as 
good news to US bookseller Barnes 
& Noble, which has partnered with 
Microsoft to deliver content to their 
devices.

“I think this has something to 
do with the user interface,” Bud 
surmised, “or simply perhaps they 
attract a sophisticated user.” But, 
he added, publishers should not 
discount publishing for less sophis-
ticated devices. “The Nokia Asha 
was introduced earlier this year and 
swept across emerging markets. 
It has sold hundreds of millions of 
units.” 

In fact, the biggest opportu-
nity for publishers is likely catering 
to these users. “Latin America has 
been a furnace of growth for mobile 
and people there are hungry for in-
novation,” said Bud, citing telecoms 
company Telefónica Digital as being 
on the leading edge in this market, 
particularly when it comes to books. 
“Latin America is one of the largest 
markets for paid for mobile content 
in the world. It’s a huge opportunity.”

TOC: “The First Screen”

 Why books on phones are a big 
opportunity for publishers . . .

ANdreW BUd, moBILe eNTerTAINmeNT ForUm



�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.

�is is where we live today. A monochrome 
world has become Technicolor, a single 
croaking speaker has become wraparound 
sound. Is this our loss? No, it is our 
conquest, our victory.

Julian Barnes, England England

What is the Storyverse?
TECHNICOLOR

Welcome to the Storyverse™

CONTACT: PARTNERS@SMALLDEMONS.COM
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By Edward Nawotka

Around the world authors are say-
ing to themselves “why is it I need a 
publisher when I can just do it my-
self?” Self-publishing has, without 
a doubt, grown into a phenomenon.

The latest evidence of this is 
the global success of E L James’ Fifty 
Shades of Grey and its sequels. The 
book which originated as a self-
published work of Twilight fan fic-
tion. It was then re-worked and pub-
lished as an e-book and POD title by 
The Writers’ Coffee Shop, a virtual 

publisher based in Australia. And it 
sold well, moving tens of thousands 
of copies—some say as many as 
100,000—through blog promotion 
and word-of-mouth. 

By anyone’s accounting this 
would be deemed a big success. 

But what about the rumored 50 
million copies that the book has now 
sold around the world? 

Could James have done that on 
her own? 

No, certainly not. 
It it took Random House and 

Bertelsmann’s global network—and 
editorial, production, distribution 
and sales expertise—to make that 
happen. 

James’ success, much debated, 
discussed and in some literary cir-
cles, derided, is proof of why even 

the most successful self-publishers 
can still benefit from a relationship 
with the traditional publishing in-
dustry. 

On the other hand, what’s not 
being said, is just how much the 
publishing industry can benefit 
from—nay, needs—the E.L. James’ of 
the world. 

In many markets, James’ book 
will easily be the top-selling title of 
2012. The sales from that series will 
keep the doors of several bookstores 
open and has brought books, once 
again, to a global mass market.

Simply put, amid the continu-
ing economic recession, the publish-
ing industry needed Fifty Shades of 
Grey. James didn’t need a publisher 
as such, but once she turned to the 
pros, her relatively modest success 

was turned into a maelstrom of 
money. And, for 2012 at least, put 
booksellers—and one might argue, 
the publishing industry itself—back 
in the black.

The answer isn’t black 
and white, it’s fifty 
shades of grey . . . 

What Author Could Possibly Need a Publisher?

edward Nawotka is editor-in-Chief 
of Publishing Perspectives

By Laura Hazard Owen, GigaOm

“Times are hard,” Diane Spivey, 
Rights and Contracts Director at Ha-
chette’s Little, Brown Book Group, 
acknowledged in her introduction 
at Tuesday afternoon’s 26th annual 
International Rights Directors Meet-
ing. “To continue to grow, or even 
hold our own, as publishers, we 
are having to work harder and go 
farther to get the income.” In many 
cases, foreign rights deals are less 
than lucrative—”how do you jus-
tify a €750 or $300 deal?” Spivey 
wondered—and publishers are “in-
evitably chasing money [with] lots 
more admin and, you could argue, 
lots more hassle . . . We may have to 
accept that we replace one €10,000 
deal with ten €1,000 deals.”

Yet the changing world of rights 
also offers new opportunities for 
publishers who are willing to seek 
them out. One country that can be 
particularly challenging, but also 
particularly rewarding, is China—
the largest publishing industry 
in the world, and the focus of this 
year’s meeting “This market more 
than pays off the time and effort if 
you are willing to invest in it,” said 
Lynnette Owen, Little, Brown Book 
Group’s Rights & Contracts Director.

Wuping Zhao, VP of Shanghai 
Translation Publishing House, out-
lined the lucrative opportunities for 
foreign publishers who want to sell 
translated titles in China. There are 
580 state-owned publishers in Chi-
na, he said, with 70% of those based 
in Beijing and Shanghai. The number 
of foreign rights acquired from for-
eign countries has increased greatly: 

Chinese publishers acquired rights 
to 15,592 foreign titles in 2011, up 
from just 1,664 in 1995. The in-
crease is thanks to the market open-
ing up slightly, as China’s General Ad-
ministration of Press and Publishing 
no longer controls the publishing of 

translated titles directly.Today most 
publishers have translated titles on 
their lists, Zhao said.

While many Chinese publish-
ers are still reluctant to buy foreign 
rights, Zhao said—preferring, for 
example, to translate public domain 
titles—some books are just so popu-
lar that Chinese publishers rush to 
bid for them. One good example is 
E.L. James’ blockbuster Fifty Shades 
of Grey. A Chinese publisher bought 
the rights before realizing how much 
of its graphic content would need to 
be deleted in accordance with Chi-
nese censors. As a result, the book 
has not been published in China yet, 

and it’s unclear when that will hap-
pen. 

Gray Tan, owner of the Gray-
hawk Agency, discussed the differ-
ences between China’s two language 
markets—the traditional character/
complex language market, which en-

compasses Taiwan, Hong Kong and 
Macao, and the simplified language 
market of mainland China. (The best 
way to think of these two markets: 
think of them as UK and U.S. English, 
but with more spelling differences.) 

While foreign publishers of-
ten think of selling foreign rights to 
mainland China, they need to con-
sider Taiwan as well, Gray said: “Tai-
wanese publishers buy a lot of rights 
and are strongly influenced by inter-
national trends,” whereas mainland 
China, like Japan, “has its own rules” 
and books that sell well there are not 
necessarily the same as those that 
sell well in the West. That’s why Tan 

recommends publishers sell foreign 
rights to Taiwan first: It’s an “impor-
tant reference point for mainland 
Chinese publishers,” as once a book 
is published in Taiwan, any publish-
er in mainland China can read it eas-
ily and may want to buy the rights.

Tan also provided a brief over-
view of China’s mobile e-book mar-
ket, which can often seem confusing 
to foreign publishers. China Mobile, 
one of two major telecom provid-
ers in China, is the country’s largest 
e-book platform. Publishers may 
be reluctant to sell foreign rights to 
China Mobile, as it takes a huge cut 
of sales—at least 50% and some-
times as much as 70%—and sells 
the e-books at a 90% discount from 
the print price. “These terms sound 
really bad,” Tan said, but China Mo-
bile has such a large user base that 
if a book becomes a bestseller on the 
platform, “we might be talking about 
six-figure U.S. revenue.” And, he sug-
gested, “if your e-book clause says 
you can’t sell an e-book with a price 
under 50% of the print edition—you 
might want to modify that clause” in 
order to work with China Mobile.

Chinese publishers acquired rights to 15,592 
foreign titles in 2011, up from just 1,664 in 1995.

Rights Market in China is Booming, But Complicated

This article was produced in cooperation with:

At yesterday’s International rights directors meeting
Left to right: Gray Tan, Xie Na, Wuping Zhao, Lynette owen
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By Edward Nawotka

Finland will serve as the Guest of 
Honor at the Frankfurt Book Fair 
2014. If you want to get a jump on 
preparations, your first stop should 
be the website of FILI, or the Fin-
ish Literature Exchange (www.fin-
lit.fi). There you’ll be able to find 
news about the country’s extensive 
translation programs and the online 
literary journal Books from Finland, 
which offers sample translations, 
book news and reviews. 

FILI was founded in 1977 as 
part of the Finnish Literature Soci-
ety (established in 1831), in order to 
promote Finnish literature abroad. 
With an annual budget of €2.5 mil-
lion, most of which comes from the 
Ministry for Education and Culture, 
FILI awards €650,000 in translation 
and printing grants to more than 
300 different projects. This results 
in some 200 translations into almost 
50 different languages each year. 

“FILI covers all the trade 
genres, but fiction dominates,” says 
Nina Paavolainen, Project Manager 
Frankfurt 2014 for FILI, adding, “a 
lot of effort has been put in [recent-
ly] on the promotion of children’s 

and YA books.” 
And while certain authors prove 

popular year after year—Mika Wal-
tari (35 languages, 400 translations) 
and Tove Jansson (40 languages, 
400+ translations), for example—
there are hundreds more authors to 
explore. “Arto Paasilinna is just one 
example,” notes Paavolainen, “He’s 
already been be translated into 30 

languages and has been popular in 
France and Italy for decades.” 

Neighboring countries such 
as Estonia and Sweden are already 
big markets for Finnish literature, 
but says, Paavolainen, “the German 
market is often a gateway to other 
countries, and the French market 
has been opening up considerably 
during the past years.” 

The Guest of Honor program 
will be a unique opportunity for 
the modest Finns to show off the 
scope of their rather sizable liter-
ary achievements. “It is, without 
a doubt, a big opportunity for us,” 
says Paavolainen. “We want to be 
able to reach deeper into our fellow 
European markets, to the Americas, 
and beyond. In the meantime, we’re 
organizing numerous international 
editors’ visits in the coming year and 
hope interested publishers [will] 
take this chance to come and experi-
ence Finnish publishing first-hand.”

Finland will be the Guest of 
Honor at the Frankfurt Book Fair 
2014 with the slogan “Finnland. 
Cool.” Look for the Finnish stand in 
Hall 5.0, A941.

650,000 Reasons to Publish Finnish Literature

FiLi group 2012. top row, from the left: Project Manager nina Paavolainen, Communications Manager Hannele Jyrkkä, 
Project Manager tiina Lehtoranta, Project assistant Päivi Haarala, Project assistant Johanna Sillanpää, Departmental 
Secretary Merja aho, Editor in Chief Soila Lehtonen. Bottom row, from the left: Planner Johanna Pitkänen, Project Man-
ager tiia Strandén, Director iris Schwanck, Project Manager Maria antas, trainee Saara Wille. (Photo: SkS/Milla Eräsaari)

FILI, the Finnish Literature 
exchange, is ready to help 
publishers prepare for 
Finland’s turn as Frankfurt’s 
Guest of Honor in 2014.

This article was produced with the support 
of FILI—Finnish Literature exchange.

By Andrew Wilkins

“On Amazon, publishers are invis-
ible. On Zola Books, they will have 
their own storefront,” said Zola 
Books CEO Joe Regal, at a sneak pre-
view of the Zola Book’s new e-books 
platform. The service is set to go toe-
to-toe with Amazon, Barnes & Noble 
and Kobo in a week’s time.

Publishers will be front and 
center of the new platform, able to 
curate their own consumer-facing 
pages, fleshed out with their own 
RSS and Twitter feeds. 

Importantly, consumers will be 
able to follow the publishers they 
like best through Zola, allow pub-
lishers to push information to them 
over the platform. Publishers will be 
able access site analytics and sales 
data directly.

In a world where 86% of read-
ers don’t know the difference be-
tween a self-published e-book and a 
professionally-produced one, Regal 
suggested, this would enable pub-
lishers to emphasise their value-add 
to authors and readers.

With trading terms based on 
the agency model, Zola’s e-book 
platform will be device agnostic, en-
abling readers to read across all ma-
jor platforms, including Android, iOS 
and the Kindle. Zola will also incor-
porate social reading, allowing read-
ers interact with other each inside 
the pages of the e-books.

Zola E-Book Store Puts 
Publishers Up Front

By Andrew Wilkins

One of the reasons to come to 
Frankfurt is find out what’s really 
going on. There was a lot of good in-
telligence on offer at Monday’s Pub-
lishers Launch conference, although 
a colleague remarked to me it was 
rather like drinking from a fire hose; 
for every drop you catch, a hundred 
fall to the ground.

“The question is no longer ‘Will 
it happen?’ but ‘What will happen to 
you when it does—and what you can 
do about it?’” said Michael Cader of 
the US-based Publisher Lunch set-
ting the tone for the day.

We’re in a world, as Benedict 
Evans of Enders Analysis indicated, 
where everyone is online. Between 
them Apple, Google, Facebook and 
Amazon now have almost two bil-
lion users, and there are six billion 
mobile connections on the planet. 
With smartphone sales overtaking 
PC sales and with tablet sales now 
a third of PC sales, publishers must 
develop new content and the skills 
to address these new markets.

We may gain as much as we lose 
in production values. Dominique 
Raccah, founder of Sourcebooks, 
showed off two of her own digital 
products aimed at young children 
which showed deep levels of inter-
activity while respecting the unique 
nature of the parent-child reading 
experience. Marcello Vena of Italy’s 

RCS Libri showed off a beautiful 
iPad edition of Philippe Daverio’s Il 
Museo Immaginato, advising, “Don’t 
dismiss innovative ideas too early—
the execution could be the issue 
rather than the idea.”

For all the money organiza-
tions like Perseus Books Group are 
spending trying to understand the 
online conversation, with services 
like CoverCake, Peter Hildick-Smith 
of the Codex Group delivered the 
rather sobering conclusion: the best 
discovery tool we have is still the 
humble bookshop! “The bookstore 
is discoverability’s theatre: protect 
it. Once it’s gone away, it’s never 

coming back.”
Rebecca Smart of the UK’s mili-

tary history specialist Osprey Pub-
lishing had a rather revolutionary 
idea to share: “We’re in the business 
of publishing books for our custom-
ers, not finding customers for our 
books.” Osprey’s customers regular 
suggest book ideas to it, and are 
even give the chance to vote of pro-
spective projects.

Why would anyone invest in 
publishing in its current state? Brian 
Napack of Providence Equity Part-
ners provided the answer: “we know 
people like and read books and will 
pay for them.” Lest we forget.

Publishers Launch into the Future



Join the single largest exclusive gathering of senior-level 

digital publishing executives and learn: 

•	 How	to	create	operational infrastructures	that	quickly	and	
effectively	support	the	growth	and	development	of	a	digital	
publishing	business.

•	 How	to	take	advantage	of	new	distribution channels	to	increase	
your	customer	base	and	grow	sales.

•	 New trends in consumer	behavior	that	encourage	new	product	
development	and	international	growth.

•	 How	to	partner with authors	to	increase	their	profile	and	improve	
the	discoverability	of	their	content.	

•	 New digital strategies	from	leading	publishers,	which	you	can	
quickly	incorporate	into	your	business.	

•	 New ways of staffing	to	ensure	a	nimble,	skilled	response	to	new	
opportunities.		

•	 New technology solutions	being	developed	for	the	new	digital	
publishing	environment.

2013

January 15 – 17, 2013

The Hilton New York Hotel
New York

conference.digitalbookworld.com
register by OctOber 26, 2012 and save!
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L to r: Yingxin Gong (BiZ Peking), Jin Xia (CBBr), Liu Haiying (CBBr), Zhou Dan, (China Publishers)Jens Bammel, IPA

L to r: Jeffrey Lependorf (CLMP), ira Silverberg (nEa), riky Stock (GBo)

L to r: Stefanie Boos, Juergen Boos (Frankfurt Book Fair)

Ta mako: Tattoos on a maori man Professor Dr. Gottfried Honnefelder (Börsenverein), richard robinson (Scholastic)

L to r: Bill Manhire (poet, nZ), Guido Westerwelle (German Foreign Minister), 
Bill English (Dep. Prime Minister, nZ), Joy Cowley (author, nZ)

Angry Birds at the rovi booth

Nina Paavolainen, FILI

Tuesday’s Faces of the Fair



When users discover your content, they want to be  

able to access it, re-use it and share it effortlessly 

within their workflows.

But, as a publisher, how do you meet user 

expectations and still retain control over how 

your content is viewed, accessed and shared?

Visit our booth — Hall 4.2, Stand F410 —  

to learn about content rental and sales in  

copyright compliant workflows.

Integrated Content and Licensing Solutions

Rights. Content. Solutions. 
Please Join Us for Executive Discussions on

          •  Copyright Compliant Content Delivery with guest 

Jayne Marks, Vice President of Publishing, Wolters Kluwer Health 

   •  Open Access with guest Darren Gillgrass, Managing 

Director: Custom Publishing, Informa Healthcare

Where: Hall 4.2, Professional and Scientific Information Hotspot

When: 11 October, 9:15-10:45

www.copyright.com/frankfurt

Children’s Publishing to Pioneer New Forms of Reading
By Olivia Snaije

With blue skies over Frankfurt, the 
world’s media was welcomed to the 
Book Fair’s opening press confer-
ence yesterday morning.

Juergen Boos, Director of the 
Frankfurt Book Fair, and Richard 
Robinson, President and CEO of 
Scholastic Inc. presided.

Professor Dr. Gottfried Hon-
nefelder, President of the German 
Publishers & Booksellers Associa-
tion, began by giving an overview 
of the German book market, which 
at the end of September was down 
2%, with e-books sales about 2% of 
the total. The “bricks and mortar” 
book trade is down 4.7% and “this 
is a figure we need to think about,” 
said Honnenfelder. He added that in-
dependent bookstores were gener-
ating new ideas and that politicians 
and the government should support 
its development.

The publishing market overall, 
on the other hand is growing, not 
shrinking, asserted Director of the 
Frankfurt Book Fair, Juergen Boos. 
However, “what used to constitute 
a straightforward, reliable sector 
framework is now sprouting in all 
directions.” The Book Fair has de-

veloped a “Roadmap to Publishing 
Trends” which identifies patterns 
and changes in the industry and 
shows new business models, emerg-
ing cultural patterns and identifies 
the skills necessary in the future.

“The publishing universe is 
changing and the school blackboard 
has morphed into a touch screen,” 
said Boos. “We need to be curious, 
open-minded and enjoy experi-
menting.” 

Scholastic’s President and CEO 
Richard Robinson’s presentation fo-
cused on the potential of children’s 
books as leaders in the digital world, 
at the same time as classics such as 
Good Night Moon, Where the Wild 
Things Are or Lord of the Rings, are 
constantly being rediscovered.

Children’s publishing “will like-
ly become the leader in pioneering 
new forms of reading because, as we 
all know from watching babies with 
iPads, children are intuitive digi-
tal readers,” said Robinson. “While 
print picture books will never go 
away, children’s trade and educa-
tional publishing should quickly 
develop new forms of book creation 
and distribution, so our publishing 
world could be quite different by the 
year 2020,” he concluded.

richard robinson, President and Ceo of Scholastic, at this year’s opening press conference
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Trade and educational publishing 
in Singapore has increased dramat-
ically in the last several decades, 
and for the first time, many of these 
companies will be featured at the 
Frankfurt Book Fair. 

With the mixture of cultures 
and the forging of connections in 
the international business commu-
nity through the work of the Media 
Development Authority and the In-
ternational Enterprise, Singapore 
has become a rich opportunity for 
publishers and foreign investors 
from all over the world.  

As proof, the Singapore Book 
Publishers Association, which 
has been in existence since 1968, 
has grown from 22 to 76 publish-
ers with specialties as diverse as 
STM, educational, manga, lifestyle, 
and literary publishing. Many of 
the publishers have begun to de-
velop relationships with publishers 
and markets around the world.

A huge draw for international 
publishers is the annual Singapore 
Writers Festival, sponsored by the 
National Arts Council of Singapore. 
This November, the Festival will 
bring together writers and pub-
lishing luminaries from around 
the world to speak, host work-
shops and seminars, and features 

events in Singapore’s four official 
languages: English, Malay, Chinese, 
and Tamil. 

Educational publishing is one 
of the larger segments of publish-
ing in Singapore, with both local 
and international companies work-
ing in this field. Pearson Interna-
tional and Marshall Cavendish 
have a large presence.

Singapore-based Star Pub-
lishing Discovering Mathemat-
ics is the current best-selling 
secondary mathematics series in 
Singapore and officially launched 
the US edition of the Mathematics 
Common Core series at the National 
Council of Teachers of Mathematics 
in Philadelphia earlier this year.

Shing Lee Publishers is in-
ternationally renowned for their 
educational publishing of both 
textbooks and educational mate-
rials, which have garnered praise 
from renowned institutions. ISEAS 
(Institute of Southeast Asian 

Studies) Publishing also has an 
educational focus. This academic 
press publishes books and journals 
on politics, economics and social 
issues.

Traditional educational pub-
lishing goes one step further with 
FAN-MATH Education, a specialist 
publisher for mathematics, who de-
veloped their own teaching meth-
ods for Singapore Mathematics, 
WINKtoLEARN, whose flashcard 
learning program pioneered by 
Dr. Glenn Doman (from USA) and 
Dr. Makato Shichida (from Japan) 
have brought their language learn-
ing programs to children under the 
age of 7 all over the world. English 
Corner Publishing publishes the 
#1 best-selling science comic book 
for children called Science Adven-
tures. English Corner will soon be 
releasing a science comic for older 
children, ages 12 to 14. 

But educational publishing 
isn’t the only thing Singapore pub-

lishers can boast about on the in-
ternational stage. Trade publisher 
Monsoon Books attracts top fic-
tion and nonfiction writers from 
all over the world and has adapted 
their books for television and film. 
Other Singapore-based publishers 
who have expanded their reach 
worldwide are AK Publishing 
(illustrated books for children), 
Armour Publishing (general-
interest nonfiction), Bluetoffee 
(lifestyle books), and Lingzi Media 
(expanded beyond its international 
publishing to include consulting 
services and their Chinese Lan-
guage Reading Programme). 

There is a lot of opportunity 
in Singapore for publishers around 
the world.

Publishing in Singapore SPoNSored By THe SINGAPore BooK PUBLISHerS ASSoCIATIoN

don’t miss the book 
launches of important titles 
from Singapore publishers 
today at 10:00 am at Hall 
5.1 a962. Join us for a 
networking party today at 
4:30 pm in Hall 5.0 E933.

Reflections of Modern Europe: 12 EU Lit Prize Winners

By Olivia Snaije

Six men and six women won the 
2012 European Union Prize for Lit-
erature announced yesterday: Anna 
Kim (Austria), Lada Zigo (Croatia), 
Laurence Plazenet (France), Vik-
tor Horvath (Hungary), Kevin Barry 
(Ireland), Emanuele Trevi (Italy), 
Giedra Radvilaviciute (Lithuania), 
Gunstein Bakke (Norway), Piotr 
Pazinski (Poland), Afonso Cruz (Por-
tugal), Jana Benova (Slovakia) and 
Sara Mannheimer (Sweden).

The Prize is open to 37 coun-
tries involved in the EU Culture Pro-
gram. Each winner receives €5,000 
and an opportunity to receive fund-
ing for translation from the EU Cul-
ture Program. Since the prize was 
launched in 2009, the EU has pro-
vided funding for 32 of its winners 
to have their books translated into 
various languages, part of the €3 
million invested each year by the 
European Commission on literary 
translation.

“The beating heart of Europe is 
culture,” said Anna Dünnebier, Vice 
President of the European Writer’s 

Council, adding that the stories the 
prize winners tell are reflections of 
today’s Europe, whether it concerns 
past history, such as the former war 
in Yugoslavia or the present social or 
economic conflicts.

The beating heart of 
europe is culture

author Lada Zigo (Croatia) is 
one of the 12 winners of this 
year’s eU Prize for Literature

By Alex Mutter

Txtr, a Berlin-based e-reading 
solutions provider, unveiled on 
Tuesday the txtrbeagle: a  light-
weight, low cost e-reader designed 
to open up a new mass market for 
e-books.

Thomas Leliveld, txtr’s Chief 
Commercial Officer, explained that 
in many places outside of the US, 
and in the EU especially, e-books 
have not been readily adopted. The 
market, Leliveld asserted, is in need 
of a large disruption in order to drive 
e-book penetration, and txtr looks to 
“aggressively” provide just that sort 
of disruption with its new e-reader. 

Weighing in at a mere 128 
grams, the 5-inch txtrbeagle is a 
comparable size to the new Kobo 
Mini, and is a trimmed-down, simple 
device. It uses no connector cables 
or power cords of any kind, and no 
purchases are made from the de-
vice itself. Rather, users purchase 
titles on their Android smartphones 
through txtr’s mobile app, and then 
transfer the e-books to the beagle 
via Bluetooth. The device uses two 
AAA batteries and holds 4 GB of 
memory. Users can have up to five 
books open simultaneously.

Leliveld described txtr’s target 
consumer as the “connected novice 
user”—those who want simplicity, 

style and portability as opposed to 
high prices and lots of features.

Perhaps the most enticing thing 
that the beagle has going for it is 
its potential price point. It is meant 
to be bundled with data plans and 
other mobile service packages, and 
according to Leliveld: “from discus-
sions with network operators, we 
foresee the txtrbeagle to be avail-
able to consumers for a price as low 
as €9.90.”

Txtr has yet to announce spe-
cific network partners, although 
Leliveld said that negotiations were 
ongoing with operators in Asia, Eu-
rope and the US. Leliveld also did 
not specify a release date: while the 
hardware will be available before 
the end of the year, the actual launch 
is contingent on the mobile opera-
tors, but should happen in January 
or February of 2013.

Txtr Unveils “Disruptive” 5-Inch Beagle
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By Roger Tagholm

British publishers, editors and 
agents arrive at the Messe today, 
buoyed up by the fact that the con-
tinuing success of Fifty Shades and 
the debate over the merits of JK 
Rowling’s The Casual Vacancy have 
put books firmly center stage in peo-
ple’s minds. 

Genre Titles Going Mainstream
Editors are bracing themselves 

for the inevitable conversations 
about erotica, but they also have 
wish lists that acknowledge how the 
tastes of the public are blurring and 
changing. Hodder Publishing Direc-
tor Carolyn Mays notes how fan-
tasy and science fiction have moved 
more into the mainstream and 
says: “We’re not only being shown 
more of these books, we’re also go-
ing out and looking for them. We’re 
expanding this area . . . In May next 
year we’re publishing Red Moon by 
Ben Percy, about a world in which 
werewolves exist. What’s interesting 
about this title is that Ben is a liter-
ary author, and I’m not sure that five 
years ago this book would even have 
been written.”

Cape Publisher Dan Franklin is 
wary of trying to find trends where 
none exist, but even he concedes 
that literary writers like Colson 
Whitehead are playing with the form 

(in his novel Zone One) “But until Ian 
McEwan delivers his first werewolf 
novel, I’m not sure we can say some-
thing is happening.”

Kate Elton, Publisher of Harp-
erFiction, where sales of George R.R. 
Martin remain “extraordinary,” says 
she would like to find “one more 
epic fantasy writer. The barriers be-
tween genres that used to exist are 
breaking down—not everyone who 
reads G.R.R. Martin is a fantasy read-
er. What we’re seeing as well is how 
much series dominates. People want 
to lose themselves in more than one 
book, and that’s changing the way 
we’re publishing. For example, the 
Swedish crime writer Anders de la 
Motte that Blue Door bought—we’re 
going to publish this trilogy in the 
same month, whereas a few years 
ago, we’d have done one a year.”

Hamish Hamilton Publisher Si-
mon Prosser believes the market is 
opening up for literature in transla-
tion. “I’ve bought far more in the last 

six months than is usual, and I’m 
particularly interested in meeting up 
with the foreign publishers of these 
writers. The market is more recep-
tive which could be for a number of 
reasons. The Chilean author Roberto 
Bolano is very popular in the United 
States and people like him help the 
audience become receptive. I do 
wonder too, if the Net hasn’t made a 
difference. The Net makes the world 
feel less parochial—it connects us as 
never before.”

More Digital Competition
Peter Straus of Rogers, 

Coleridge & White, who is also Pres-
ident of the Association of Authors 
Agents, is concerned about dis-
counting and perceptions of value. 
“People think everything on the Net 
should be free, so e-books should be 
free which drives down the price of 
printed books. But if a book is red 
hot, if people want it, it creates a mo-
mentum and it will be sought after 

and people will pay for it.
“The sales of Fifty Shades are 

fantastic—it shows the appetite for 
books is there—but I want the in-
dustry to show more confidence. It’s 
still very reactive. I want more event 
publishing, more publishing with in-
ternational focus and meaning.”

Simon & Schuster MD Ian Chap-
man says the launch of the Nook is 
significant, “a big moment for the 
trade,” and adds: “The challenge for 
publishers is how to remove costs 
from the business as we make the 
transition to digital. It’s about reduc-
ing publishing to its basics—identi-
fying talent and nurturing it.

“I’m very optimistic and excited 
about the future of book publishing 
and I think Frankfurt is more im-
portant than ever. Even though the 
world has become smaller and we 
can all hide behind e-mail or social 
media, it’s still important to have 
those one-on-one conversations 
where you look someone in the eye.”

As the Book Fair 
opens, UK publishers 
are anticipating a 
boom in genre titles 
and enhanced digital 
competition. 

Genre-Busting Book Trends in the UK

Guest of Honour New Zealand

 FRANKFURT ACADEMY PROGRAMME – 
A SELECTION OF SEMINARS 
 Rights Express (10 October 2012, 9.15 a.m. – 12.00 p.m., Hall 4.C, Room Entente)
 Trends in the children’s and YA book market (10 October 2012, 2.30 p.m. – 5.30 p.m., Hall 4.C, Room Entente)
 TOC Metadata Goes Global (11 October 2012, 9.30 a.m. – 12.30 p.m., Hall 4.C, Room Entente)
 HTML 5 and EPUB3 (11 October 2012, 2.30 p.m. – 5.30 p.m., Hall 4.C, Room Entente)
 Marketing for publishers (12 October 2012, 9.30 a.m. – 12.30 p.m., Hall 4.C Room Entente)
 Publishing meets merchandising (12 October 2012, 2.30 p.m. – 5.30 p.m., Hall 4.C Room Entente)
 Young Professionals’ Day (13 October 2012, 10.00 a.m. – 5 p.m., Hall 4.C, Room Entente, in German)

Tickets available at the door.  www.frankfurt-academy.org

 

*All events in English language unless otherwise specified.

FBM_2012_09_Anzeigen_Publishing_Perspectives_235x150_RZ.indd   1 26.09.12   13:51

Kate elton Simon ProsserIan Chapman



PUBLISHINGPERSPECTIVES FrankFurt Book Fair • 2012 13

The Unhappiness and Optimism of Being Greek
By Evangelia Avloniti

“I feel unarmed against the crisis 
quite often these days,” says Anasta-
sia Lambria, publisher of Potamos. 
“Our country is without bookshops, 
the reading public is without money, 
and crucially, without horizons.”

You might think Anastasia Lam-
bria is a pessimist, but she’s not—at 
least not in Greece. She’s a realist. 
Though her publishing house is still 
financially healthy, the Greek book 
market is not, and as it is slowly 
sinking, it is slowly bringing publish-
ers down with it.

The domino effect was initially 
triggered by the harsh austerity 
measures. Greek salaries dropped 
dramatically, and this had a trickle-
down effect on book sales. As a re-
sult, most booksellers are currently 
unable to fulfill their financial obli-
gations towards publishers and the 
banks.

“Greece suffers from a liquidity 
crisis,” says Anna Pataki, publisher 
of Patakis, one of Greece’s largest 
publishing houses. “We must re-
member that the future of the Greek 
book market is in direct relation to 
the future of Greece at large.”

As for the future of Greece, it is 
set to be dismal and bleak. Or if we 

are to believe the economists: a dev-
astating downward and backward 
journey to post-WWII and post-civil 
war 1950s, which is not much of a 
future at all.

“The country is disintegrating, 
which is a shame as this could have 
been an opportunity to change for 
the better,” says George Pavlopoulos, 
the youngest writer with our agency. 

“It is likely that we are slowly 
slipping into barbarism, although I 
do not know for sure,” ponders Soti 
Triantafillou, one of Greece’s most 
prolific and beloved writers. “In any 
case, the recession should be a new 
chance for books and reading,” she 
adds optimistically.

I can only agree with her. If 
there’s been a good thing about the 
crisis, it is that it has renewed inter-
est in the country and has offered a 
fresh chance for Greek books to be 
read outside of Greece. The agency’s 
recent successes with Nikos Dimou’s 
book of aphorisms, On the Unhappi-
ness of Being Greek—which has so 
far been sold into Germany, France, 
Italy, Spain, the UK and Turkey—is 
a case in point. Christos Ikonomou’s 
collection of short stories, Some-
thing Will Happen You’ll See—which 
has received glowing reviews in Italy 
and is currently being translated into 

German by C. H. Beck—is another. 
Both books deal with the Greek cri-
sis, but by shedding light on aspects 
of Greek reality rarely shown by TV 
cameras or newspaper articles.

I hope there will be more in-
ternational successes, not neces-
sarily related to the crisis. There is 
a wealth of wonderful Greek books 
that deserve to be read outside the 
country. The aim is to continue chal-
lenging stereotypes and keep build-
ing bridges between Greece and the 
rest of the world through literature.

That is the biggest challenge we 
are all facing in Greece these days: to 
try and adapt to the crisis produc-
tively and creatively.

“The worst thing for people to 
do at this stage is panic,” warns Aris 
Laskaratos, publisher of Aiora Press 
echoing my thoughts. “We need 
fresh ideas, synergies and flexibility. 
We need to think outside the box.”

“I hope that our weapons 
against the crisis prove effective 
with time,” says Anastasia Lambria. 
“We do not fool our readers; we like 
to publish books that explain the dif-
ferent facets of the reality in which 
we find ourselves into. And we want 
to bring back some of that joy of 
reading we used to feel in the past.”

“There was never a question of 

the future of the book in Greece be-
ing at stake because of the crisis,” 
says Anna Pataki. “Books will always 
exist not matter what. The question 
is whether it will be us or other play-
ers on the scene in the future.”

The founder and director 
of ersilia Literary Agency 
in Athens on how the 
economic crisis has 
impacted publishing. 

Know Thyself: Greek Books About the Economic Crisis
By Evangelia Avloniti

Modern Greek fiction and non-
fiction is barely known outside of 
Greece. Not surprisingly, the recent 
economic crisis has come to change 
that. As Europe plunges deeper into 
recession, readers all over the world 
are becoming increasingly interest-
ed in the small debt-ridden country 
at the center of it all.

Are Greeks as unruly and work-
shy as the press portrays them to be? 
How have the austerity measures, 
social tension and soaring crime af-
fected everyday people? Thankfully, 
good books can provide answers 
that most news channels cannot; 
more importantly perhaps, they can 
challenge stereotypes.

Christos Ikonomou, a 41-year-
old author who was called “the 
Greek Faulkner” by to Italy’s La Re-
pubblica, wrote his short story col-
lection, Something Will Happen You'll 
See, just as the economic crisis was 
erupting. His heroes and heroines 
are pensioners, protesters, laborers 
and the unemployed living in the 
heart of the western suburbs of the 
port of Piraeus. The stories he builds 
around them are heart-wrenching 
and moving, yet devoid of any sen-
timentality. They are deeply illumi-
nating, not only about working-class 

Greeks in the face of the economic 
crisis, but more importantly, about 
the human condition.

“Greece's crisis has deep and 
obscure roots. I don't write about 
the surface of things, but about what 
is under that surface,” the author 
said in a recent interview with La 
Repubblica. “Ikonomou redefines 
the value and the archetypal im-
portance of the Greek epic,” wrote 
Italian magazine Panorama, “ . . . he 
depicts the difficulty of living in the 

here and now.” Qualities that have 
prompted German publisher, C.H. 
Beck, to make Ikonomou’s book 
their first Modern Greek fiction ac-
quisition in decades.

Nikos Dimou’s small book of 
aphorisms about Greece and Greeks, 
conveniently titled, On the Unhappi-
ness of Being Greek, is a philosophi-
cal gem that scratches far beneath 
the surface of the Greek psyche.

First published in 1975, the 
book became an overnight bestsell-
er in Greece and is currently in its 
31st edition having sold more than 
110,000 copies. An instant bestsell-
er in Germany (Kunstmann, 2012) 
where it has gone on to sell more 
than 18,000 copies in three weeks, 
the book has also been published 
in France (Payot, 2012) and Italy 
(Castelvecchi, 2012). Spanish (Ana-
grama), Turkish (Istos) and UK edi-
tions (Zero Books) are forthcoming.

According to German news-
paper, Die Welt, Dimou's book “is 
painfully relevant to understanding 
the current crisis.” The Frankfurter 
Allgemeine wrote: “Only the Gods 
know why it took almost forty years 
for this work to finally appear in 
Germany." “A manual of the Euro cri-
sis,” proclaimed HR2 radio. Accord-
ing to its author, Nikos Dimou: “This 
book is not a humorous collection of 
aphorisms about the shortcomings 
of Greeks—but a bitter reflection 
on their tragic destiny . . . (it is) the 
product of a man who cares deeply 
for his country, and tries to help his 
fellow citizens fulfil the Delphic mot-
to: ‘Know thyself.’”

Which is precisely what makes 
cultural exchange through literature 
so vital and urgent in this time of 
global crisis: through good books we 
do not only get to know ourselves 
better but also those around us.

Basically, Greeks are unaware of reality. They live 
twice above their financial means. They promise 
three times more than they can deliver. They claim 

to know four times more than what they actually learned. Their 
feelings (and emotions) are made to appear five 
times greater than what they actually feel. 

–Nikos Dimou, Greek author
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Indian Printers Rally Collectively to Compete with China

Partnerships Key to Working with Arabic World

By Ramu Ramanathan

“India’s share in the world pie of 
book exports is miniscule, just 0.5%, 
and it needs to be considerable,” 
says P. Sajith of Welbound World-
wide. What’s going on? 

A recent in-house survey at 
French publishing giant Hachette 
indicated that a majority of produc-
tion heads throughout the company 
preferred printing in China over 
India. Sixty percent responded that 
Chinese infrastructure, resulting 
from decades of focused develop-
ment, put China firmly ahead. 

The survey also noted other is-
sues that diminished India’s com-
petitiveness: Indian printers em-
ploy just one one-tenth of the sales 
force actually required; four-color 
printing in India was 15% more ex-
pensive than China (likely resulting 
from 30% higher paper prices in In-
dia); and some Chinese companies 
incentivized error spotting, which 
cut down on defects and rejects.

Indian printers took this as a 
clarion call to step up and launch a 
new initiative that, in the words of 
Pramod Khera, director of Repro 
India, was “ambitious, attention-
grabbing and unprecedented.” 
This is the India Printers Collective 
Stand—a showcase of Indian print-
ing, first at the London Book Fair 
and now at this year’s Frankfurt 
Book Fair—which aims to demon-
strate the ability of Indian printers 
“to better service our clients,” says 

Rajesh Jayaraman, VP of Marketing 
at Multivista Global.

Indian Printing Turns a New Page
“The Indian print industry has 

undergone a revolutionary change 
and is poised to become one of the 
major producers and manufacturers 
of printed products to the world,” 
says Khera. 

Naturally, this includes stra-
tegic investments. As Gautham Pai 
of Manipal Technologies explains, 
“All book printing firms in India are 
optimizing space at their facilities. 
There’s automation and tighter pro-
cesses. There is also scope to expand 
the current infrastructure or add 
new facilities elsewhere. Most firms 
are boosting their binding and post-
press lines to ensure a faster flow of 
soft cover and hard-case books.”

Pai outlines the Indian strategy: 
“Printers in India are becoming in-
creasingly sensitive about the total 
cost of the product rather than just 

the printing cost. In order to stay 
competitive, the top 20 book print-
ing firms in India are offering end-
to-end solutions to their customers. 
Today, most of them can offer elec-
tronic publishing with a fair amount 
of ease.”

The collective stand at Frank-
furt is unquestionably idealistic, but 
as Vasant Goel of Gopsons says, at 
the heart of this cross-industry ini-
tiative lies the physical book, which 
is a remarkable invention. Time will 
tell how big an impact the India ini-
tiative has on the international book 
trade. But in 2012, as it looks set to 
go global, the possibilities are dizzy-
ing and endless.

Ramu Ramanathan is group 
editor Haymarket India and editor of 
PrintWeek India.

The Indian government has com-
mitted $7.56 billion every year for 
a period of five years and had set 
aside $3.33 billion for 2010-11, 
all with the aim of improving the 
quality and availability of school 
books throughout the country.

“India is poised on the cusp 
of a great educational revolution,” 
says P. Sajith of Welbound World-
wide. Today, if one averages seven 
textbooks per literate student, 
the government prints 1.5 billion 
books per year for 1-10 standards. 

Then there are private publishers 
who add 300 million to this tally.”

Bhuvnesh Seth of Replika 
Press agrees, “Higher education 
is equally—if not more demand-
ing—than ever, due to the prolif-
eration of private universities and 
colleges. About 100 million books 
are estimated to be focused on 
this segment. Approximately two 
billion books address the educa-
tional segment in general. Of this 
about 50% is produced by adhe-
sive binding methods.“

Gov’t Drives Investment in Indian Printing

With their new 
collective stand at 
Frankfurt, Indian 
publishers look to 
reassert themselves 
to the world.

By Olivia Snaije

The Arab world, with approximately 
300 million Arabic speakers, has 
one of the fastest growing popula-
tions on the planet. It is a natural 
destination for Western publishers 
seeking to jump on the bandwagon 
of opportunity. At the same time, for 
most Western publishers, this world 
represents the unknown.

More and more, Western and 
Arab publishing companies are find-
ing that creating partnerships is the 
best way to enter the region.

“Partnerships are a way for 
[Western] publishers to break away 
from their ignorance of this market 
and to penetrate it, and for Arab 
publishers it gives them privileged 
access to production, distribution 
and translation, and allows them to 
develop a long term relationship,” 
noted by French anthropologist 
Franck Mermier in an in-depth study 
published by Actes Sud in 2005.

One such partnership was cre-
ated almost three years ago when 
Hachette Livre International and 

Librairie Antoine in Beirut joined 
forces in a 50-50 joint venture to 
publish works in Arabic. A strong 
relationship already existed as the 
companies had been doing business 
together for 75 years in distribution. 

Emile Tyan, who heads the new 
venture Hachette Antoine, said that 
having Hachette as a partner was 
like adding a “turbo: we go faster 
and higher. It’s a very good opportu-
nity for a local company like Antoine 
because it gives us the credibility of 
an international company and we 
can develop in the region and not 
just in Lebanon.”

Patrick Dubs, Director General 
of Hachette Livre International, con-
curs. “Our objective is to sell outside 
of Lebanon. We are now dealing with 
Saudi Arabia, the Emirates, North 
Africa, and hopefully one day Iraq.” 

Dubs said he didn’t think twice 
about the partnership. “Antoine 
speaks the same language as Ha-
chette. There is transparency, vigor; 
they are extremely professional and 
have the same business goals as we 
do. It took us less than nine months 

to set up our business.”
Hachette Antoine publishes 

educational books, for the most part 
in French, and trade books in Ara-
bic, primarily Arabic fiction—best-
selling author Ahlam Mosteghanemi 
just signed with them—along with 
translated authors such as Harlan 
Coben and Mary Higgins Clark. Ha-
chette Antoine also won the bid to 
publish J.K. Rowling’s adult novel, 
The Casual Vacancy.

“We created a métier of editors 

to work with manuscripts and a 
marketing team,” said Dubs. “It took 
some time but now they are very 
dynamic . . . we are very satisfied. 
When you deal with quality people 
and do good business, what more 
can you want?”

EVENT: Successful Partnerships 
in Education and Academic 
Publishing in MENA

WHEn: today, 10 october, 10:00 am
WHErE: SParkS Stage, Hall 4.2 B400

Speakers from international compa-
nies and their Arab counterparts will 
share insight about their business 
successes and cooperations.

Amit mittal at 
the collective 
stand



By Jillian Ewart

New Zealand has a population the 
size of just 4.5 million distributed 
over two dramatically beautiful and 
rugged islands in the south of the 
Pacific Ocean. “We are the smallest 
developed economy on earth and 
the farthest away from our markets,” 
Phil O’Reilly, Chief Executive of Busi-
nessNZ, told Booksellers New Zea-
land Conference in August.

Following in the footsteps of 
Iceland, last year’s Frankfurt Book 
Fair Guest of Honor, this other small 
but exuberant nation is here to make 
its mark in the international book 
world. We have 50 publishers and 
80 authors attending and impres-
sive cultural entertainment to help 
us get noticed.

NZ Publishing at a Glance
Per capita, New Zealand’s pub-

lishing industry is on par with the 
UK, Canada, USA, and Australia. Ma-
jor international publishing houses 
have offices here: Penguin/Pearson, 
Random House, HarperCollins, Ha-
chette, Scholastic, LexisNexis, Wiley, 
Cengage and more. Most produce 
New Zealand lists, with trade houses 
putting out from 30 to as many as 
90 titles a year, in addition to their 
overseas lists.

The Publishers Association of 
New Zealand (PANZ) has 72 mem-
bers, covering both trade and edu-
cation publishing. These include 
a variety of mid-sized publishers 
(producing 25 titles a year), and 
smaller, often specialist houses (10 
or fewer titles).

Over the past five years, an av-
erage 1,890 titles have been pub-
lished annually. The market share of 
New Zealand titles for the main cat-
egories is 32% nonfiction, including 
cookbooks; 17% children’s books; 
and a surprisingly low 3% fiction, a 
market clearly dominated by over-
seas production.

Educational books, on the oth-
er hand, are an export success. At 
Learning Media NZ, a major educa-
tional publishing company, exports 
represented 20% of their NZ$26 
million in revenue for last year.

“The Guest of Honor program 
has allowed New Zealand publishers 
to stand in front of one of the world’s 
biggest economies and see immedi-
ate success,” says Kevin Chapman, 
President of PANZ. “By the end of 
this year we will have another 83 ti-
tles available in German translation 
in their bookstores. The opportunity 
offered to publishers, which we em-
braced and marketed aggressively, 
means all of New Zealand’s export-
ers get to stand on our shoulders in 
important markets.” 

Recent Nielsen BookScan fig-
ures reveal that our book trade is in 
reasonable health: New Zealand has 
not escaped the drop in volume and 

value that book markets in the rest 
of the world have experienced. New 
Zealand’s decline is on a par with the 
UK, but is smaller than that of Aus-
tralia or the United States. (See box.)

Bookselling is Bullish
The market revenue of book 

sales is calculated to be in excess of 
NZ$350 million a year. 

According to estimates, book-
store chain Whitcoulls with 60 
stores has 30% of the market; the 
Paper Plus (105 stores) and Take 
Note (43 stores) owner-operated 
stationery/bookstores with group 
marketing policies have 25%; and 
big box multi retail discounter The 
Warehouse (89 stores) has 20%.

The remainder is rounded out 
by independent and specialist book-
stores (13%), library and school 
wholesalers (7%), and internet re-
tailers (5%). Note that few but the 
independent book sellers are purely 
retailing books—the accepted New 
Zealand bookstore model includes 
gift, school and commercial statio-
nery, cards and magazines, as well 
as book stock.

Paper Plus CEO Rob Smith is 
bullish about the group’s recent 
trade. “Because of category movers 
like Annabel Langbein’s cookbook 
Simple Pleasures, the popularity of 
Fifty Shades of Grey, and the biogra-
phy of top Kiwi Rugby coach Graham 
Henry, we are still seeing good sales 
in books.” Paper Plus’ market de-
cline year-on-year as of last March 
31 on a like-for-like basis was only 
down 0.6%. 

Booksellers New Zealand CEO 
Lincoln Gould says bookshop mem-
bership of the organization is strong. 
He believes the bookselling industry 
is showing resilience in the face of 
the slump in retail, but notes that, 
to date, New Zealand has not really 
been hit by the impact of e-books. 
There have been delays in imple-
menting a scheme that would al-
low booksellers here to offer newly 
released e-books, but an announce-
ment is expected shortly.

But back to the Kiwi* with a 
world overview: “New Zealand’s 
economic base is stable, and we 

have growing recognition as export-
ers. The New Zealand brand has in-
tegrity as we are the least corrupt 
country in the world. It is larger and 
more complex than just green and 
clean,” says Phil O’Reilly. “I was told 
in South America ‘I love the place, I 
love the people.’”

“Books have a part in this . . . 
they tell our story.”

*Kiwi: informal name for a New 
Zealander. Given the fact that most 
of us travel extensively, like the large 
number of publishers and authors 
heading for the Frankfurt Book Fair, 
it is ironic that this national icon bird 
does not fly!

The book business in New Zealand, this year’s Guest of Honor, 
has proven resilient despite global economic tremors.

Country Statistics for the 
First 28 Weeks of 2012 
(Measured Against 2011)

NEW ZEALAND:
2.9m units, nZ$68.8m, -5.0% 
volume, -8.1% value

AUSTRALIA:
26.5m units, auS$449.5m, 
-15.4% volume, -18.2% value

UNITED KINGDOM:
95.7m units, £685.8m, -5.2% 
volume, -6.1% value

UNITED STATES:
296.6m units, -9.7% volume 
(value not recorded)

Statistics provided courtesy of Ka 
Meechan, Managing Director Asia 
Pacific for Nielsen Book Services. 
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