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It’s one thing to publish a book—these days, 
everyone is doing it—but another thing 

to sell it. But how? That’s the theme of this, 
our inaugural issue of the monthly Publish-
ing Perspectives magazine. 

Book discovery, that vague premise about 
helping readers find titles online, has been 
much discussed over the past several years, 
but no one has yet to find a magic formula to 
make it work. Recently, publishers and au-
thors have stumbled on a not-so-surprising 

epiphany: your best chance to help some-
one find your book and subsequently buy it 
is through bookstores. Physical, bricks-and-
mortar bookstores. 

A decade ago this spring, I took a road trip 
with Lonely Planet from pre-Katrina New 
Orleans up the spine of the United States to 
Chicago, stopping at two dozen independent 
bookstores along the way. It was an era of 
great anxiety for the corner bookshop: Am-
azon was not yet the goliath it is today but 
was a nascent threat, and booksellers feared 
the big-box bookseller opening up down the 
road was likely to put them out of business.

Oh how times have changed. Borders is 
now a memory (save for the Middle East, 
where the brand still survives), and Barnes 
& Noble can’t close underperforming stores 
fast enough. Amazon is king, but those (some 
not so little) bookstores that managed to sol-
dier on through the uncertainty of the past 
decade are now also thriving. Many are more 
upbeat and optimistic than they have been 
in years.

And the international community is tak-
ing note. At this year’s American Bookseller’s 
Association Winter Institute, a contingent of 
booksellers from as far afield as Denmark, 
Guatemala and New Zealand joined the 

Americans to glean tips on everything from 
inventory management to book clubs to mar-
keting (see our lead story on page 5).  

The future, it seems, is in the smaller-for-
mat, more curated and personalized experi-
ences that independent stores can offer. In 
this strange way, real life is mirroring trends 
online, where niches rule and any individual 
taste can be catered to. Ironically, the Inter-
net didn’t kill the corner bookshop. Instead, 
it made it all the more relevant.

Relevance. That’s key to us, too. For 
five years now, Publishing Perspectives has 
brought you daily reports from the global 
publishing industry. But we want to know 
what’s most interesting, edifying and, above 
all, relevant to you. Let us know how we’re 
doing and what you’d like to read about. Send 
us an email. Give us a call. We’d love to hear 
from you. In the meantime, enjoy!  •

Reports of the Bookstore’s Death Have Been Greatly Exaggerated

      LETTER FROM THE EDITOR      |      By Edward Nawotka      |      Publishing Perspectives      |      Issue 01      |     To table of contents »

Edward Nawotka, Editor-in-Chief,
Publishing Perspectives

the Internet didn’t kill 
the corner bookshop
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International Indie Booksellers 
Look to Americans for Strategy

Report from the 
American Booksellers Association’s 
Winter Institute event
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Independent bookstores in America are fly-
ing high and many are reporting—at least 

anecdotally—that 2013 was their best year 
yet. Several have seen gains of 15% or more 
over the December of the previous year, ac-
cording to anecdotal conversations at this 
year’s Winter Institute—the annual conven-
tion for indie bookstores organized by the 
American Booksellers Association (ABA) 
held in Seattle this week.

The fifth iteration of the Winter Institute 
was the biggest yet, drawing some 500 book-
sellers from across the United States. It was 
also the first year in which the international 
community was invited, with several book-
sellers and representatives of bookseller as-
sociations flying in from Canada, Australia, 
Guatemala, New Zealand, Ireland, the UK, 

Denmark, Germany and France to try and 
glean from the American indies’ success.

What is the attraction? The simplest an-
swer now is that the bookselling world is flat. 
Just look back on comments at Digital Book 
World from Simon & Schuster CEO Carolyn 
Reidy attributing much of her company’s 
growth to the increased sales of English-lan-
guage books overseas.

Marianna Moller of the Kristian F. Moller 
bookstore in Aarhus, Denmark acknowl-
edged that English-language books are, in-
deed, popular in Denmark. “That has always 
been the case. But the problem is that people 
are buying them over the Internet from the 
UK. We stock them, but when they buy them 
from us we have to mark them up with 25% 
VAT so customers buy them online and have 

them shipped so they don’t have to pay that 
tax. We have an open market and no fixed 
book prices, so price, price, price is always a 
consideration for the customer.”

Bookselling industry newsletter Shelf 
Awareness has taken note of the market 
overseas as well, and is expanding abroad 
with its program of customized marketing 
newsletters for bookstores. Among their 
first clients are the American Book Center in 
Amsterdam, Antoine Online in Lebanon and 
Kinokuniya in Singapore.

The ABA’s IndieBound book marketing 
program has influenced several marketing 
programs across Europe and the world, giv-
ing the ABA greater exposure to the inter-
national market; Oren Teicher, CEO of the 
American Booksellers Association (ABA), is 
currently serving as the vice president for 
international affairs at the European and In-
ternational Booksellers Federation [EIBF].

Among those Teicher persuaded to attend 
the Winter Institute was Philippe Hunziker 
of the Sophos bookstore in Guatemala City, 

Sophie Saint-Marc of Alire in France 
was particularly impressed with the 
American booksellers’ engagement 
with their communities.

The fifth iteration of 
the Winter Institute was the 
biggest yet . . . also the first 
year that the international 
community was invited.

http://www.bookweb.org/
http://www.shelf-awareness.com/
http://www.shelf-awareness.com/


7

after they met at FIL Guadalajara. “I’m here 
to learn from the Americans who have been 
very successful in keeping their business 
thriving. I am convinced that there is a lot I 
could learn a lot from the Americans. One of 
the things I’m trying to do here is learn how 
the ABA functions so I can help start form-
ing one in Guatemala. We need associations 
in Latin America. I’m also going to try and 
persuade other bookstores in Guatemala 
and the region to join the EIBF.”

Sophie Saint-Marc of France’s Alire, where 
she is responsible for informatics for French 
independent booksellers, came to investi-
gate new technical solutions. She noted that 
the French system can already handle print, 
print-on-demand, and ebooks, though de-
mand was almost exclusively for print. She 

was especially impressed by the Americans’ 
ability to build up the community to sup-
port local bookstores. “We don’t have any-
thing like that in France. We don’t have book 
clubs, for example. That’s a great idea: a large 
group of people reading together as a com-
munity. We really should do that.”

What’s important to note is that several 
American booksellers see their community 
in broader terms than just their immediate 
customers.

At a luncheon hosted for the independent 
community by several former ABA presi-
dents, Mitchell Kaplan, owner of the Miami-
based chain Books & Books, said he views 
his bookstore as a gateway to Latin America 
and the Caribbean.

“Our commitment [is to serve] the local 
community, many of who speak Spanish,” 
said Kaplan. “It’s a big community that is ex-
tremely diverse with people from all over the 
region; we sell lots of books in Spanish and 
present authors in Spanish, with no English 
component. We embrace the community in 
that way so they can feel a part of it.”

As for being a gateway to Latin America, 
Books & Books has operated an franchise in 
the Cayman Islands for several years. “We 
shipped it over in a container,” said Kaplan. 
“It’s really amazing.”  •

Read this article online »

Oren Teicher of the ABA convinced Philippe Hunziker 
(pictured) to fly to Seattle from Guatemala City, 
Guatemala to attend the ABA’s Winter Institute.

      SELLINg & SALES      |      By Edward Nawotka      |      Publishing Perspectives      |      Issue 01      |      Back to table of contents »

More bookselling articles online:

By Edward Nawotka

The Bookish Sale: Was it 
Preordained?

The sale of Bookish to startup Zola Books 
says two things: a) publishers are not 
booksellers and b) technology is no 
panacea for publishing’s problems.

By Tanja Tuma

Why Don’t More Bookstores 
Stock Self-published Titles?

Bricks-and-mortar bookstores are missing 
a huge opportunity by failing to take 
advantage of the self-publishing 
revolution, argues Tanja Tuma.

http://publishingperspectives.com/2014/01/international-indie-booksellers-look-to-americans-for-strategy/
http://publishingperspectives.com/2014/01/the-bookish-sale-was-it-preordained/
http://publishingperspectives.com/2014/01/the-bookish-sale-was-it-preordained/
http://publishingperspectives.com/2014/01/why-dont-more-bookstores-stock-self-published-titles/
http://publishingperspectives.com/2014/01/why-dont-more-bookstores-stock-self-published-titles/
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Selling Spanish Language Books in the 
USA is a Rewarding Responsibility

Pictured: the new Spanish-language book section at 
Brazos Bookstore in Houston, Texas

Reading. To me it’s always been a no-
brainer: I enjoyed reading something if 

it was good. Of course good, being subjec-
tive, simply meant worth my time. If some-
thing were translated from, say, Hungarian 
or Japanese, great! I’d be reading something 
worth my time, and I might even learn a lit-
tle Hungarian or Japanese culture along the 
way. A double-win, right? 

However, as I grew older I discovered 
there were many people who never consid-
ered reading translated works, some simply 
from of lack of exposure or availability, but 
others who resisted or scoffed at the notion 
that reading literature in translation was 
worth their time (see: good). Admittedly, I 
tended to lump these people with the same 
myopic types who knitted their brows at 
having to watch a movie with subtitles. Per-
haps, stating the obvious, these people are 
difficult to convince of the merits of delving 
into translated works.

That is one of the major challenges of start-
ing and curating a Spanish-language sec-
tion in Brazos Bookstore, an independent 
bookstore in Houston and a well-known and 
beloved establishment celebrating its 40th 
year. Another challenge (and in my opinion, 

http://www.brazosbookstore.com/
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the more easily remedied) is exposure. See, 
I work at said bookstore, and what I’ve hap-
pily learned is that many people are willing 
to read books in translation; they only need 
the availability, to be shown these incred-
ible works to realize what they’re missing. 
I’ve learned that the challenge of exposure 
is not a challenge at all. It’s actually a lot of 
fun. There’s something beautifully strange, 
even cyclical, about the process: an English-
speaking bookseller sharing excitement 
for a Spanish-translated novel to a Spanish 
speaker who then purchases the book in its 
original language!

Something amazing is happening, a no-
ticeable increase in the number of customers 
asking about Latin-American and Spanish 
writing. These readers are curious, inter-
ested in suggestions and often eager to try 
whichever books you champion. The days of 
Spanish-language literature being reduced 
to Cervantes or García Márquez have passed. 
The diverse, expansive world of Spanish lan-
guage literature is slowly getting recognized 
by English readers. I’ve seen this first-hand.

Still, I’m talking about people who read 
and speak English but are reading books 
in translation. What about the other way 
around? The demographics of America are 
changing before our eyes. Spanish speakers 
account for over half of Houston’s population, 
and Houston is the fourth largest city in the 
country. Houston is an international city. In 
my neighborhood alone there is the Chinese 
Consulate and not five minutes away stands 

the Norwegian Consulate. In other words, 
Houston is global. There are over one hun-
dred languages spoken in Houston and yet, 
where are Spanish-speakers going to discov-
er Alice Munro or Paul Auster? Or discover 
a great new collection of essays? Where will 
they find their favorite children’s book, the 
one their parents read to them growing up 
in Mexico or Spain, Argentina or Honduras? 
The ever-increasing Spanish-speaking com-
munity in Houston is too large to ignore.

Brazos has begun carrying titles both orig-
inally written in Spanish and translated into 
Spanish. This, in its own subtle way, is a shift. 
There was always the opportunity to buy a 
Márquez novel in English, but what about 
getting book original Spanish or, conversely, 
books by English writers—such as Martin 
Amis, Junot Diaz or Charlotte Bronte—trans-
lated into Spanish? Spanish readers can now 
get books in their original language and, ad-
ditionally, if they haven’t read any Cormac 
McCarthy, he shares the shelf, translated, as 
well. It’s now feasible for Houston’s enor-

mous Spanish-speaking community to come 
into a bookstore and browse or ask about a 
title, even order a book that they’ve wanted.

What this represents is a democracy, not 
a perfect one by any means, but the effort to 
share the shelf space with other languages 
and cultures, for the bookshelves to slowly 
represent the diversity of the city in which 
they reside.

Mary Allen, the Marketing and Publicity 
Coordinator at Brazos Bookstore, believes 
one of the biggest challenges will be inte-
grating with the Spanish publishers who 
use different systems for ordering and re-
ceiving books. Another challenge is carrying 
books that aren’t seen everyday. “What we 
are looking for are authors that are lesser 
known here but popular with the literary 
crowd in Spain or South America,” she says. 
“Things that the well-read Spanish speaker 
would not have read yet.”

It will be difficult to sway the hearts and 
minds of Houston’s readers. But, in my opin-
ion, it’s a noble cause and, as a bookseller, a 
responsibility. The beauty and insight of one 
language, its many nuances and histories, 
shouldn’t be reduced to the single language 
that a person speaks. Traveling to Russia, Ja-
pan and El Salvador (through the magic of 
fiction) has been among of my greatest joys 
and joys that shouldn’t be denied nor out of 
reach for anyone. Carrying titles as new and 
exciting as Gillian Flynn’s Gone Girl to classics 
like Crime and Punishment give the Spanish 
section at Brazos a variety and appeal, in-

Something amazing is 
happening: a noticeable increase 
in the number of customers 
asking about Latin-American 
and Spanish writing.
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troducing customers to books and authors 
they may have never heard of.

Despite the shamefully low rate of books 
published in translation in the United States 
(3% by some estimates), it seems a time for 
optimism. The Spanish section has only been 
around for a month and already customers 
have asked (and purchased) books by Javier 
Marías and Juan Gabriel Vásquez. These are 
small steps, but they’re the right ones.

I like to envision a Spanish-reading cus-
tomer in Houston not having to resort to 
Amazon or some other online behemoth to 
get the new Haruki Murakami novel in their 
own language. Murakami’s latest novel, inci-
dentally, was selling a million copies a day in 
Japan upon release, and the Spanish transla-
tion will be sold at Brazos Bookstore soon, 
months before its English translation.  •

Read this article online »
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Mark Haber is a bookseller at Brazos Bookstore in Houston, Texas. You can find him on Twitter @rikkarype.

By Dennis Abrams

E-Readers Create Boom in US 
Spanish-Language Books

The LA Times looks into the growing 
availability of Spanish-language ebooks 
and increasing confidence in the US 
Spanish-speaking market.

Read more online:

http://publishingperspectives.com/2014/01/selling-spanish-language-books-in-the-us-is-a-rewarding-responsibility/
http://publishingperspectives.com/2014/01/e-readers-create-boom-in-us-spanish-language-books/
http://publishingperspectives.com/2014/01/e-readers-create-boom-in-us-spanish-language-books/
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https://twitter.com/Book_Fair
http://www.book-fair.com/
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Counter to Cliché, 
French Translations Sell Better Than Ever
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It is a fact that foreign books do not export 
very well in the English-speaking world. 

Therefore, the question is not “Why don’t 
French books sell abroad?” (as asked by 
BBC News Magazine) but rather “Why aren’t 
translations more successful in the English-
speaking world?”

Some 1% of novels published in the US 
are translations, whereas in France, they ac-
count for about 33% (American novelists, 
loved by French readers, hold the first rank). 
French is the most translated language in 
the US, before German and Spanish (and the 
second in the world, after English). The New 
York Times’ “100 Notable books of 2012” fea-
tures only four works in translation, but two 
of them are French: Marie NDiaye’s Three 
Strong Women (which made the cover of the 
NY Times in the summer of 2012) and Lau-
rent Binet’s first novel, HHhH.

It is not that French books don’t export (in 
fact, they do quite well in other countries), 
but that the demand for translations in the 
UK and the US is not at its best. For instance, 
Katherine Pancol’s international bestseller, 
The Yellow Eyes of Crocodiles, was translated 
into 29 languages before being published in 
the US by Penguin in November. As the late 
André Schiffrin brilliantly stressed in his 
books, concentration in the publishing world 
has led to an obsession with each book be-
coming a bestseller. However, Schiffrin has 
also proved that a publishing house can be 
profitable without selling only bestsellers: 
the recent polemics (see Melville House or 

Harper’s) surrounding his obituary in the 
New York Times indicate just how much this 
question is still front and center.

French literature does sell abroad, and it sells 
better than ever.

It is no small paradox that the BBC article 
was published just a couple of days after Pen-
guin made public its biggest purchase from 
France ever. The news was all over the Amer-
ican press: Joël Dicker’s The Truth About the 

Harry Quebert Affair, originally written in 
French, was bought for about half a million 
dollars from the French publisher Bernard 
de Fallois.

This is not an isolated event. The number 
of books translated from French to English 
has increased by about 30% in the last few 
years. According to a list compiled by the 
Book Department of the French Embassy 
in New York, many more translations from 
French are published than the available sta-
tistics usually suggest: between 300 and 350 
translations from French are being published 
in the US every year, among which at least 62 
were contemporary French novels in 2012, 
and 77 in 2013. This is very few, the pessi-
mists would say. But put this into perspec-
tive with the number of novels published in 
France every year, or compare it for instance 
to the only 8 translations of Chinese novels 
released in US in 2013.

Generally speaking, there is good reason 
for hope, as several prestigious masters pro-
grams in literary translation have been cre-
ated in the past few years (at NYU for French 

The number of books 
translated from French to English 
has increased by about 30% over 
the last few years.

http://www.bbc.co.uk/news/magazine-25198154
http://www.bbc.co.uk/news/magazine-25198154
http://www.mhpbooks.com/hail-farewell-andre-schiffrin/
http://harpers.org/blog/2013/12/the-paper-of-record-gets-it-wrong-on-andre-schiffrin/
http://www.nytimes.com/2013/12/02/books/andre-schiffrin-publishing-force-and-a-founder-of-new-press-is-dead-at-78.html
http://frenchculture.org/books/news/why-do-french-books-sell-abroad
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to English only, and at Queens College, among 
others) and David Bellos’ book on transla-
tion (Is that a Fish in Your Ear?) was selected 
as one of the Notable books of 2011 by the 
New York Times.

Another interesting and lesser-known 
fact is that the number of acquisitions of 
French books on the Indian Anglophone mar-
ket has been constantly rising over the last 
few years. Anne-Solange Noble, director of 
rights for Gallimard, explained to a journal-
ist that until 2009, Gallimard would sign 1 
or 2 contracts a year with India, whereas in 
2012, it sold the rights to 12. In the past, UK 
publishers would get the world-rights and 
sell books in India; but the opposite has now 
become possible. 

It is no surprise that Le Seuil’s rights direc-
tor, Jennie Dorny, went to India several times 
in the past two years: Le Seuil sold to Yoda 
Press (a Delhi-based publisher) the rights 
not only to publish Alexandre Bergamini’s 
Sang damné in India, but also the exclusivity 
to find a publisher in the UK in the next two 
years. 

Seagull Books is also a similar model: since 
1982, its founder, Naveen Kishore, has built an 
impressive catalogue of French books in Eng-
lish translation, by authors including Pascal 
Quignard, Philippe Jaccottet, Yves Bonnefoy, 
Hédi Kaddour, Noëlle Revaz, and Lola Lafon. 
Since 2007, Seagull has partnered with Chi-
cago University Press, and most of its titles 

are well distributed in the US. They have re-
cently brought to the US such highly literary 
titles as Maryse Condé’s The Journey of a Ca-
ribbean Writer, Hedi Kaddour’s Little Greys 
Lies, Pascal Quignard’s The Silent Crossing or 
Florence Noiville’s Literary Miniatures.

Several titles published over the last few 
decades, which would not be called “con-
temporary,” have become big hits. Irène 
Némirovsky’s Suite française (written be-
fore 1942, trans. 2007, Knopf) sold nearly 
two million copies, and Fire in the Blood sold 
more than 130,000. Night by Elie Wiesel 
(1955, trans. 1960, Farrar Strauss and Gir-
oux) still sells 500,000 copies a year. Among 
the contemporary French novels translated 
in the US, one was a blockbuster: Muriel Bar-
bery’s The Elegance of the Hedgehog (Europa, 
2008), with more than 900,000 copies sold.

Watch for the next generation of French 
storytellers to emerge.

A new generation of exciting storytellers 
is emerging in France, some of whom are di-
rectly inspired by the narrative technique 
of detective novels. This trend has strong-
ly attracted the attention of English-speak-
ing publishers and counters the cliché that 
French writers are inaccessible, “navel gaz-
ing,” and unable to construct a compelling 
plot. This is certainly the case of the thriller-
writer Pierre Lemaître, whose extraordinary 
historical novel Au-revoir là-haut received 

the Prix Goncourt last month, the highest 
distinction in France’s literary establish-
ment. The book was bought in the UK before 
it was published in France, as MacLehose 
was already following the author. But hith-
erto unknown author Romain Puértolas’s 
first novel, L’Extraordinaire voyage du fakir 
qui était resté coincé dans une armoire Ikéa, 
was purchased in the UK based on the French 
galleys from Le Dilettante Editions. Among 
other promising page-turners bought by An-
glophone publishers, one should remember 
Hélène Grémillon’s The Confidant (Penguin, 
Oct. 2012); Antoine Laurain’s The President’s 
Hat, for which Gallic Books organized a big 
US tour in November; Grégoire Delacourt’s 
My Wish List (Orion UK, July 2013 and Pen-
guin USA, March 2014), and Jean-Michel Gue-
nassia’s Le Club des incorrigibles optimistes, 
to be published by Atlantic (UK) in August 
2014.

Even though France is famous for its mod-
esty, putting together these encouraging 
facts and figures is not exactly an occasion 
for ringing La Marseillaise, but rather for 
sharing the invigorating news not only with 
translation aficionados, but with all lovers 
of literature.  •

Read the full-length version of this article 
online to learn more about French authors in 
translation.
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Book Trailers Serve as a 
Multiplier for Book Discovery

In the age of the Internet, online promotional 
videos offer the best opportunity for persistent 

book discovery, argues the CEO of Bookmovies.tv.
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A book trailer is a kind of content that sup-
ports a book’s promotional campaign. 

Trailers first appeared in the late ‘90s in the 
US. Since then, the type of content available 
in video format has become increasingly di-
verse. When we speak of book trailers, we 
are doing so more general terms and include 
audio-visual productions such as teasers, 
or video interviews with the author or the 
publisher, video summaries, video recom-
mendations from readers or literary indus-
try players, etc.

Different studies support the video as the 
most appropriate medium to promote prod-
ucts and services through the Internet. Some 
examples:

• Clarks: “Those who see a video of one of 
our products are 5 times more likely to 
buy it than those who do not see it.”

• Lenovo: “The video provides a new win-
dow on buyer behavior.”

• Step 2: “The video viewers increase the 
probability to buy it by 174%.”

• Golfsmith: “The video makes up 64% in-
crease in additional sales.”

• Swimwearboutique.com: “Over 90% of 
users found this video helpful during the 
purchase process.”

• YouTube: “1 in 3 hours of Internet [usage] 
is dedicated to watching videos.”
The success of the video as promotion-

oriented content over the Internet responds 
to two key areas:

• Amount of impact.
• Quality impact.

The Internet has become a major show-
case for B2C companies. The conventional 
media advertising loses impact with niche 
audiences online. This is because the Inter-
net is universal and accessible.

Universal: the behavior of Internet users 
is changing, and it is not an absolute stan-
dard. We, as people, have different tastes 
and so, we constantly move from one thing 
to another depending on what we want at a 
certain time, responding less to advertising 
impulses.

Accessible: To a greater or lesser extent, 
the truth is that any product or service can 
be promoted on the Web. Of course, the bud-
get somehow will determine the quality and 
impact of a campaign, but the Internet has 
democratized opportunities. Everyone is on 
the Internet and everyone can promote any-
thing on it.

To get a book trailer right though, we need 
to answer the following question: What is its 
mission?

Be careful. There is no easy answer. In-
ternet content optimication is a sensitive is-
sue. There are several hypotheses created 
around the consumption of video, but clear-
ly the trend calls for short videos (around 20 
seconds), quality (if we refer to promotion-
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al videos), and it needs to be distributed to 
niche audiences and in accordance with the 
public purpose. The most important thing: 
the video is no substitute for a personal rec-
ommendation or an opinion. Therefore, it is 
not a replacement for the opinions that may 
appear in the mainstream media or special-
ized portals and social networks. Nor is it a 
substitute for critical reviews, back covers . . 
. All these factors are involved in the process 
of buying a book (which, remember, is the 
aim of authors and publishers: to sell books). 
So? The book trailer is just the beginning.

The Book Trailer and the Publishing Market
Each year, tens of thousands of books get 

published. Of these titles, the 90% go totally 
unnoticed.

Take this example. Imagine you have in 
your hands book number 23,456. This book 
spends one year on the market. During the 
first few days, it is the subject of some pro-
motional events organized by the author and 

publisher, and it receives some small liter-
ary reviews in local papers. During the first 
two months it occupies privileged spaces in 
some bookshops, and the cover competes 
among hundreds who sought to draw the at-
tention of the reader. From the third month 
on, instead of the front, the book tries to call 
out to the reader’s attention from the shelf. 
Result: 200 copies sold.

This case could be that of any of the 90% 
of books that go unnoticed. But does this 
mean that the 90% of books are of no inter-
est to readers? Well unfortunately the an-
swer is that we simply don’t know, because  
book #23,456 as well as 90% of others did 
not have the opportunity to reach many po-
tential readers.

The formula Internet + book trailer is an 
opportunity for the 90% of books that al-
most go unnoticed:

• Thousands of impacts (views).
• Quality Impacts (target audience).
• Metrics (unlike conventional media, on 

the Internet you can find out where the 
video has been watched, who has see it, 
for how long and include a buy button).
Therefore, the book trailer is the best 

plan to multiply the visibility of book. The 
mission of a book trailer is to connect books 
and readers. 

From here, can we say that the book trail-
er increases sales of the books? Of course! It 
definitely solves one of the main problems 

for books: the lack of visibility. There is an 
audience for any book. But remember, it is 
very important to have a proper distribution 
of audio-visual content (book trailer) in or-
der optimize its impact. The reader will buy 
the book if you show them they are going 
to like it or, even more, to love it. But before 
that can happen, they will have to meet. Can 
we help them arrange that date?  •

Gabriel Pena i Ballesté is the founder of Book-
movies.tv, a book marketing promotion plat-
form in Barcelona, Spain. You can find him on 
line @gpenaballeste.

Read this article online »

To get a book trailer right 
though, we need to answer 
the following question: What 
is its mission?
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Oprah 2.0: Book Club Marries Magazine, TV and Digital

In an online video clip, 
Oprah introduces her 
latest Book Club pick, 
The Invention of Wings 
by Sue Monk Kidd.
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Reading the original Oprah Book Club list 
is like throwing yourself into a dizzying 

cultural time machine. From Charles Dickens 
to Gabriel García Márquez to Toni Morrison, 
her Book Club picks from the platform of her 
storied ABC television talk show imprinted 
a new generation of readers with classics, 
both new and old.

When her talk show went away, her Book 
Club did too, ending a long, 15-year run that 
spread “The Oprah Effect” across the lucky 

publishers of roughly 70 books. Her first se-
lection, The Deep End of the Ocean, the first 
novel by Jacquelyn Mitchard, was such a 
huge success that after being chosen it sky-
rocketed Mitchard into a sort of writer’s life 
in reverse, with global success being an im-
mediate effect of the selection.

All good things come to an end, of course, 
but this doesn’t mean Oprah stopped read-
ing. Now, with her OWN network up and 
running in full swing, her literacy advocacy 
has newly billed itself as Oprah’s Book Club 
2.0. Sue Monk Kidd’s latest, The Invention 
of Wings, was named in December 2013 as 
the third book, propelling it to the #2 slot on 
USA Today’s list of the bestselling books of 
2013. The inaugural book of Oprah 2.0 was 
Cheryl Strayed’s Wild, selected in June 2012, 
when it was already a bestseller. This was 
followed by The Twelve Tribes of Hattie, a de-
but historical novel by Ayana Mathis picked 
later that year, which never quite caught on, 
peaking at #41 on USA Today’s bestseller list 
at the time.

With The Invention of Wings, Oprah revis-
its an author who already benefitted greatly 
from the first club over a decade ago with her 
hit, The Secret Life of Bees. “I think you’re go-
ing to love this [Wings] because it is layered, 
gripping, and it’s historical,” says Oprah in an 
online video clip directed to her new Book 
Club members.

So what’s the same this time around? 
“Oprah is passionate for books and au-
thors, and this reflects her desire to share 

what she loves with her followers,” explains 
Leigh Haber, books editor for O Magazine. “I 
say ‘Followers’ because as opposed to pick-
ing books on her show (ABC), it was just a 
question of sharing them with her viewing 
audience.” This time around, a vast infra-
structure of digital media promises to boost 
visibility and sales, with new opportunities 
for connecting readers with the books she 
loves. “The major difference is that a much 
broader platform encompasses the digital 
book world. The reinvention of the club was 
to take advantage of all the platforms and 
reach much a broader spectrum.”

As with most magazine editors these 
days, Haber’s job responsibilities extend far 
beyond the printed page, but she’s not com-
plaining. 

“This has been a great way to get to know 
colleagues from other wings of the Oprah 
franchise. I work closely with Leigh New-

The major difference is 
that a much broader platform 
encompasses the digital book 
world. The reinvention of the 
club was to take advantage 
of all the platforms and reach 
much a broader spectrum.

http://www.oprah.com/packages/oprahs-book-club-2.html
http://www.oprah.com/packages/oprahs-book-club-2.html
http://www.oprah.com/oprahsbookclub/Oprahs-Book-Club-20-The-Invention-of-Wings-by-Sue-Monk-Kidd
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man at Oprah.com to coordinate our cover-
age. Sometimes they’ll do extra coverage for 
books that we can’t get to because of lead-
time, so it’s a mutually beneficial relation-
ship. Plus, there are so many social media 
experts at OWN, Hearst, and at Oprah.com . . .  
As an editor you have to educate yourself, 
but you have a lot of support around you.”

With the 2.0 iteration of the club, Oprah 
is able to contribute her personal comments 
about the books, which she does on her own 
iPad through the special digital edition. It’s 
not an insignificant observation that the first 
three picks of 2.0 were written by women. 
“For this book, one of the points she makes 
is how imprisoned women were in their 
roles, whether slave or free and how much 
hard work and sacrifice went into changing 
their situations,” says Haber. “She highlights 
her favorite passages throughout the book, 
which is awesome for book clubs.”

The seamless conversation that takes 
place between the platforms creates a mar-
keter’s dream of round-the-clock buzz. 
Take Twitter, for example. Scroll down on  
@OprahsBookClub and the accolades for 
her latest selection roll in with a genuine en-
thusiasm that puts most blurb copy to shame. 
(Posted one Oprah follower of Kidd’s latest, 
@RayTharp, “One of the most astronomical-
ly wonderful, inspiring & uplifting books I’ve 
ever had the pleasure to read.”)

O Magazine, which was named by Ad-
Week as Launch of the Year in 2001, touts a 
monthly circulation of 12 million, and sub-
sequently offers a huge amount of pulp real 
estate to Oprah’s support of books. The Janu-
ary issue features an interview with Kidd, as 
does the OWN network, which recently aired 

Kidd’s interview with Oprah in the coveted 
Super Soul Sunday slot. “In the magazine we 
have four pages a month for book coverage. 
We have our Reading Room, our Q&A with 
the author, Picks to Pick up Now, as well as 
special features for summer reading and our 
holiday issue, offering even more coverage,” 
says Haber. 

Publishers who hit the Oprah Pick lottery 
can expect a long process. “Once she makes 
the pick, wheels start turning to support that 
pick and to work with publisher to bring an-
nouncement and news to as many people as 
possible,” says Haber. Publishers and read-
ers alike shouldn’t expect to see a regularly 
scheduled rollout of books, nor should they 
expect their backlist classics to be randomly 
selected as happened previously. “It’s hard 
to predict when they’ll be selected because 
it’s so organic and personal to what she re-
sponds to,” says Haber.

Will there continue to be posthumous se-
lections? “My impression is that her prefer-
ence is to work with authors,” she says, un-
able to answer what Oprah’s whims will be 
with certainty, but keeping in mind the full 
scope of media possibilities.  •

Read this article online »
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Serious Men: Reflections on My Men’s Book Club

Oprah is great for women, but she’s cer-
tainly not talking to men. So where’s the 

equivalent for men?
One of the more gratifying communities 

that I’ve been a part of for the last seven 
years is my book club here in Houston, Tex-
as, where I live. What makes it different from 
most clubs is the fact that it is comprised 
entirely of men. The age ranges from recent 
college graduates to retirees. It’s a group of 
smart, successful people—plenty of bankers, 
a few real estate brokers, oil and gas execu-
tives, as well as several doctors, a tradition 
that goes back to the club’s origins several 
decades ago when it was founded by a group 
of medical residents who decided to meet to 
discuss what they were reading one night a 
month when they were all on call.

I’m the only person in the book business — 
and my other writer or professorial friends 
I’ve invited to join have politely refused (I 
assume they prefer to read exclusively on 
their own?).

What’s been most interesting to me, as 
someone who works in the book business, 
is the choice of the books that we read.

The general consensus in the book busi-
ness is that women read far more than men, 
especially when it comes to literature and 

fiction, where women account for as much 
as 80% of the fiction market. According to 
a 2012 survey by the National Endowment 
for the Arts, as discussed by Slate, 64% of 
women read at least one book in 2012 (with 
56% reading at least one literary book), com-
pared to only 45% of men (only 37% read at 
least one literary book).

My book club, which we call simply “The 
Men’s Book Club,” is entirely dedicated to 
fiction. It has ranged from our current selec-
tion, World’s End by T.C. Boyle—which was 
largely seen as having far too many charac-
ters and plotlines to be coherent—to Blind-
ness by Jose Saramago, the favorite author of 
the group. 

Publishing Perspectives editor-in-chief Edward Nawotka asks, isn’t it time publishers 
and the media take men as seriously as readers as men take themselves?

http://www.slate.com/blogs/xx_factor/2013/10/01/nea_survey_on_2012_reading_habits_women_continue_to_read_more_than_men.html
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George Saunders is another favorite, as is 
Per Pettersen; we went through a regrettable 
Chuck Palahniuk phase; and Claire Messud’s 
The Emperor’s Children was reviled, largely 
because of what the group perceived to be 
its loathsome, self-indulgent characters.

We read Kathryn Stockett’s The Help, be-
cause someone’s wife was reading it and 
he found it on their bedside table; we read 
James Dickey’s Deliverance because we have 
a Burt Reynolds fan in the club; and one of 
the club’s sons—a high school freshman—
joined us for a discussion of Justin Cronin’s 
The Passage.

I’ve also found that most of the club mem-
bers do a bit of Internet research before they 
get to the meeting and come well informed 
about the author’s history and the cultural 

and historical context in which the book was 
published. What they don’t care about is what 
the critics thought, though they have often 
read some reviews as well. And they could 
care less about my so-called “professional” 
opinion of a book. In fact, several titles I’ve 
loved and reviewed positively—such as Tom 
Rachman’s The Imperfectionists—bombed 
with the club.

What this all tells me is that men, often 
dismissed by the book business as a second-
ary market—one that can be satisfied with 
an array of fat biographies, political dia-
tribes, Bill O’Reilly/Vince Flynn novels, and 
war books—might be better marketed to by 
publishers.

Book clubs, naturally, are a great way to 
do this. It’s the whole idea behind the start-
up Librify. The company is a new ebook 
subscription service aimed directly at book 
clubs. Founder Joanna Stone Herman, speak-
ing at Digital Book World, said that it is es-
timated that many as 25 million people are 
involved in book clubs. These people, she 
said “might be described as a drinking group 
with a reading problem” (and a virtual wine 
service is a feature of Librify’s site).

But drinking and socializing isn’t the point 
of our book club. Sure, beer, wine and whis-
key (even the infrequent bottle of Pappy van 
Winkle) is served, as well as snacks, but we 
all have to drive home afterward. We go every 

second Tuesday of the month to see friends, 
certainly. But we go primarily for the seri-
ous book chat.

Why? Because this is a group of men who 
believe books have something to teach them, 
can expand their interests and understand-
ing of the world, and take them out of their 
own narrow lives, and let them share that 
experience with others.

Isn’t it time publishers take men as seri-
ously as readers as men take themselves?  •

Read this article online »

men [are] often dismissed 
by the book business as a 
secondary market—one that can 
be satisfied with an array of fat 
biographies, political diatrives, 
Bill O’Reilly/Vince Flynn novels, 
and war books
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5 Trends for Trade Publishing in 2014

Publishing Technology CEO, George Lossius, offers some predictions 
about how trade publishers can succeed in 2014. 

Hint: it’s all about embracing new technology and formats.
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For the past few years, the publishing in-
dustry has spent a long time gazing into 

an abyss of ever lower pricing and the death of 
the printed book. Doom and gloom abounded, 
and even when growth could be seen, there 
was tentativeness towards proclaiming the 
green shoots. However, in 2013, something 
altered. Publishers looked around, realized 
they hadn’t toppled sideways into oblivion, 
and began a new chapter. For me, 2013 was 
characterized by a new optimism within the 
industry, excitement surrounding new tech-
nology and business models, and a real en-
thusiasm to steer publishing into new terri-
tory. It’s my feeling that 2014 will be defined 
by that new energy, when the industry be-
gins to see the first real outcomes of their 
refreshed attitude.

1. Big Data Goes Large
It might seem that publishers have been 

peddling the big data story for a while now—
but the simple fact is that big data is only 
getting bigger, especially as publishers take 
a more keen interest in direct-to-consumer 
activity and try to gain useful insights into 
consumer behavior in the process. 2014 
may well be the year when publishers tackle 
big data head on, and start to make the fig-
ures work for them. Perhaps the question is, 
where will all this data come from?

Publishers will have new access to infor-
mation on everything from sales to search 
terms. In 2014, there is likely to be a lot of 
back-office work at publishing houses to re-

ally get their system in necessary order. In 
order to manage data effectively, it must be 
successfully visualized and made into a con-
sumable, usable format. The impact of this in 
2014 will rely upon how far publishers are 
willing to embrace the system—but the anal-
ysis of real-time data and continuous feed-
back could see the development and imple-
mentation of new pricing models, and even 
the capability to tie purchases and prices to 
promotions or reviews.

2. Chop, Change and Repackage
One trend certain to take hold in 2014 will 

be the prevalence of short form content. As 
short story prizes and authors hit the head-
lines in 2013, and journalistic content is ever 
more frequently placed behind paywalls, 
publishers will be keen to capitalize on the 
trend and look into the options surrounding 
shorter works.

It’s not just the new appreciation for short 
form literature that will push publishers into 
looking at repackaging content into smaller 
chunks. Thinking about the way we consume 
content now—dipping in and out across plat-
forms and formats—means that consumers 
will be more inclined to purchase content 
if they can have it on their terms: a chapter 
here, an article there. In many ways, publish-
ers will revert back to earlier incarnations 
of themselves—serializing works, chapter 
by chapter. Technology can now refine these 
methods and monetize them successfully for 
a digital audience; in 2014, the shortcomings 
of e-tailing (having to purchase a whole book 
without browsing or dipping into it like con-
sumers can do in bookshops) will become 
less apparent as providing sample chapters, 
or purchasing a book in sections, rather like 
music can now be purchased by track or al-
bum, will give consumers what they want.
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3. Format First
Another trend we will see gain credence 

in 2014 is the proliferation of mobile- and 
tablet-first publishing—another means of 
bolstering the flattened ebook market.

By making content exclusively available 
on mobile and in ebook format, larger num-
bers of heavy book buyers will make the step 
across the digital divide. For this to succeed, 
publishers will need to ensure the highest 
quality reading experiences across differ-
ent devices, something which becomes ever 
more  workable as the technology for ebooks 
advances. I think we will also see more re-
sponsive publishing because, as turnaround 
times are so much speedier for ebooks, pub-
lishers can respond with speed to consumer 
trends or crazes—maximizing profitability.

Publishers should also embrace “ag-
ile” publishing, a buzzword we saw gain in 
dominance throughout 2013—producing 
apps that work across a range of devices 
to a make content more discoverable. It’s 

what consumers want, and it is the best way 
for the relationship between publisher and 
reader to grow. Whether this is on the cards 
for next year though, I’m not so sure—the 
overwhelming majority of publishers still 
see apps as expensive outlays which fail to 
deliver a return on investment.

4. Start-ups Look Sharp
Start-ups have long been heralded as a 

much needed kick for the publishing indus-
try: a surge of fresh thinking and new en-
ergy. In truth, start-ups have always gravi-
tated towards the publishing industry, and 
those that have been in the right place at the 
right time have always succeeded. In 2014 
what will come to the fore is an altered rela-
tionship between publishers and start-ups 
where publishers take on a more nurturing, 
developmental role towards start-ups—
something we are already seeing from pub-
lishers like Penguin and Pan Macmillan, who 
have taken on a big sibling role to smaller 
initiatives, reaping the rewards in the lon-
ger term.

The hunt has been on for a subscription 
model that will reorder the publishing uni-
verse, and the hot money has always been on 
a start-up to produce this concept. But my 
feeling is that this won’t stop the world from 
turning in 2014—if it was going to work, re-
ally, why would Amazon, who already offer 
subscription-based surfaces in the form of 

LoveFilm and Audible, not have created it 
already? The entrepreneurs will have to go 
back to the drawing board.

5. Nothing Like a Bit of Healthy Competition
The last trend I think we will see in the 

publishing industry over the next twelve 
months is the return of competition.

As things start looking up, as publishers 
start to pull their socks up and get stuck into 
the challenges they face, the stakes are get-
ting higher. As the industry becomes more 
exciting, there is more to play for—and when 
there is more to play for, there is more to lose.

For example, Kobo and Nook haven’t been 
the out and out successes they were pre-
dicted to become, so there’s clearly room in 
the market for some smart, new thinking. As 
publishers begin to re-appropriate backlist 
titles more fully, re-use and split content and 
the opportunity of a supportive, ongoing re-
lationship becomes a possibility, for start-
ups there is much more up for grabs.

All in all, the industry is in a good place. 
It’s thinking new, fast and clever. This is the 
year when publishers will put into place the 
systems, methods and models that will de-
fine the next decade of readers, and I believe 
there is a good chance it will define the peo-
ple who will lead that charge. 

The real question is then, who will step 
up, who will steam ahead, and who will be 
left behind?  •
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publishers will put into place 
the systems, methods and 
models that will define the 
next decade of readers
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Eksmo and AST: Russia’s Two Publishing Giants Merge

The Russian book publishing market is 
even closer to consolidation as Eksmo, 

the country’s leading publishing company, 
has officially acquired its main rival, AST, 
through a process that began in 2012. The of-
ficial purchase price has not been disclosed, 
but the current value of AST is estimated at 
about 12 billion rubles (US$387 million).

According to Oleg Novikov, Eksmo owner, 
AST will continue to operate independently 
from Eksmo and will keep its own distribu-
tion system. In addition, the AST brand will 
continue to exist.

The majority of AST employees will keep 
their jobs. The company will also continue 
to work with the majority of its authors.  
The deal has already been approved by the 
Russian Federal Anti-Monopoly Service. The 
combined company will account for up to 
18% of the Russian book market. At the same 
time the share of Prosveshenie, Russia’s sec-
ond largest publishing house, is 9.8%.

Until 2012, AST and Eksmo were the larg-
est book publishing groups in the Russian 
market with comparable revenue—6.5 bil-
lion rubles (US$208 million) and 6 billion 
rubles (US$192 million) in 2011, respec-
tively. Both groups specialize in the publica-
tion of popular literature and are among the 

world’s top 50 publishing companies.
According to data of the Russian Book 

Chamber, in 2012, both publishing houses 
printed 19.1% of all Russian books in terms 
of units produced and 13.2 % of titles.

Russian analysts believe the deal was 
prompted by financial difficulties that befell 
AST from the global recession resulting in 
a large cash gap. In addition, the company 
has been the target of a criminal investiga-
tion related to outstanding taxes of 6.7 bil-
lion rubles (US$214.4 million).

The deal between Eksmo and AST may 
result in significant benefits for the entire 
Russian book market, according to Russia’s 
leading publishers.

According to Arkady Vitruk, head of Ama-
zon Russia, the disappearance of AST would 
result in a shrinkage of the market, as pub-
lishers would have to compete on a much 
smaller scale.

At the same time, despite all the poten-
tial benefits, the deal may still pose a threat 
to the competition in the Russian market, 
as there is a possibility that Eksmo may be-
come a single federal player in the Russian 
book retail.  •

Read the full-length article online »

AST (top) & Eksmo (bottom) at the Moscow Book Fair

http://publishingperspectives.com/2014/01/eksmo-and-ast-russias-two-publishing-giants-merge/
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Rome’s Book Fair Reflects a Country Unwilling to Surrender

According to the organizers of Rome’s Più 
Libri Più Liberi book fair, some 54,000 

readers attended this year’s event—a small 
step forward when compared to the 50,000 
visitors in 2012—but one that does not nec-
essarily indicate a declining preference to-
wards books, which a recent infographic 
suggests.

As Italy continues to struggle economi-
cally, books face competition from cinema, 
radio and TV—all as accessible on increas-
ingly popular tablets along with books. 

“With the tablet you can read books, but 
you can do many other things like watching a 
movie, surfing on the Internet, writing, chat-
ting,” said Giulio Passerini of E/O publishing 

company. “These are all interactive actions 
which divert the readers’ attention . . . I do 
not blame only the readers or the technol-
ogy if the book suffers: it is also our fault as 
publishers, because we have not found yet a 
way to defend the book and its uniqueness.”

Nevertheless, the publishers in Rome did 
their best to attract the attention of the visi-
tors who wandered distractedly through the 
numerous aisles of the Palazzo dei Congressi. 
One publisher promoted the idea of “books 
in head,” a campaign that was a play on hair-
dressing salons; another offered chocolates 
from Piemonte, while yet another displayed 
vintage typewriters. Sometimes the pitches 
worked: one publisher reported selling 15 
titles to a single buyer.

These are, of course, the same readers 
who prefer to buy books in the indie book-
stores, now menaced by the economic cri-
sis which which has forced so many stores 
to close. But if the small bookstores close, 
it becomes more and more difficult for the 
small publishers to reach the market. The 
big chain booksellers like Mondadori and 
Feltrinelli, which dominate bookselling in 
almost every Italian city (for example, Rome 
has ten Feltrinelli bookshops), sell every-
thing from books to electronics to station-

Photo: Più libri più liberi
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ary, yet often exclude small publishers. And 
with further consolidation, this situation is 
becoming worse. “The Pde group, our retail-
er, is abandoning us,” said Anita Magno, “it is 
difficult to find our books even in the Feltri-
nelli bookshops, and Pde and Feltrinelli now 
are the same thing” (Feltrinelli acquired Pde, 
a big national retailer, in 2008).

What can indie publishers then do to ex-
pand their market? The only approach is to 
apply intellect and creativity.

Some organize open meetings and debates 
with readers, writers and intellectuals; oth-
ers try to “make the books walk outside the 
bookshops;” still others work at publishing 
“smart books that are also beautiful objects.” 
Publishers have to innovate. Enlarging the 
space through social media is one example 
that worked. “It is the culture that drags the 
economy and not the opposite,” admitted 
one publisher.

And some simply remain undaunted by 
the economy, changing attitudes of readers 
and what look to be increasingly dire cir-
cumstances. The publishing house L’Orma 
launched October 2012. Publisher Marco 
Federici Solarithe’s idea was to create some-
thing new in the midst of the crisis that will 
bear fruit in the future. “From one side, start-
ing up during the crisis gave us some visibil-
ity, on the other side we are going through 
it working at a loss. We hope that when the 

company will have picked up, in the next 3-4 
years, the storm will finally have passed.”

Also, in order to promote reading, the gov-
ernment recently announced a tax break on 
print books. The measure, also aimed at sup-
porting independent booksellers, exceluded 
ebooks (which, inevitably, sparked debate in 
the media).

It is still too early to say if this step will 
positively affect Italians’ reading habits or if 
will help the country’s indie booksellers.

Looking around the the Palazzo dei Con-
gressi during the recent fair, my eyes were 
filled with a heartening vision: that of the 
hundreds of readers, adults and children 
walking down the aisles looking for their fa-
vorite books, queuing for the book signings, 
and talking passionately with the publish-
ers. As seen from the book fair, despite ev-
erything, Italy did not really look like a lost 
country at all.

Instead, it looked like a country that need-
ed a good distraction from its troubles.  •

Read the full-length article online »
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By Tom Chalmers

Book Licensing Market 
Snapshot: Italy

Which books are selling in Italy right now, 
and what can publishers do to bolster 
their market? Trends according to 
literary scout Simone Garzella.

Read more online:
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Montreal Foreign Rights Agency 
Juggles Languages and Cultures

Claude Choquette (left) founded Montréal-Contacts, The Rights Agency in 1981. 
In 2010, his grandson, Jean-Sébastien Dufresne (right), took over as president of the agency.

Eighty-six year old Claude Choquette, a 
former bookseller and publisher found-

ed the Canadian Montréal-Contacts, The 
Rights Agency in 1981. The first French lan-
guage agency to operate in French outside of 
France, it represents American and English-
language publishers in translation. 

Now an international agency with a pres-
ence in Barcelona, Berlin, and Frankfurt, 
Choquette and his grandson Jean-Sébastien 
Dufresne also represent US and Canadian 
publishers for the licensing of translation 
rights. Dufresne, who took over the direction 
of the agency in 2010, has been developing 
an online promotional platform for foreign 
rights, eMediaRights.net.

PP: Since you work at the intersection of French 
and English languages, how do the two worlds 
differ?

Choquette: You could compare this to how 
the UK market differs from US market, or the 
French market versus the Belgian, Swiss or 
Quebec markets.

In business, we are more North American 
than European. We are a North American 
people who speak French. The advantage of 
two separate licenses is that when a book is 
published in two separate markets, people 
are more inclined to work harder and we get 
full royalties on both sides of the market. If 
we have a big book, we will sell separately to 

http://www.montreal-contacts.com/
http://emediarights.net/
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New York, London and Australia. We feel a 
New York publisher does better in New York 
than a British publisher. It’s the same prin-
ciple for the French market.

PP: Do you present Quebec to English-lan-
guage publishers in North America as a jump-
ing off point for Europe?

Dufresne: We use that argument for both 
sides. For French-Canadian books, for exam-
ple, if we can place them in Anglophone Can-
ada, then they can go over to the US and the 
UK. Our agency was mostly known for rep-
resenting US publishers, but we’ve started 
to broaden our representation and now rep-
resent French Canadian publishers, which in 
turn broadens our catalogue.

PP: How isolated is the French Canadian mar-
ket from the Anglophone world, and is there a 
fruitful interaction between it and France?

Choquette: You have many more titles com-
ing from France that are sold in Quebec than 
the contrary. For translation or sub-rights, 
we definitely promote French Canadian ti-
tles in France. French Canadian publishers 
have improved greatly and have [become] 
world class. They once struggled, but now 
they produce original books that can travel.

Within the agency, one person is entirely 
devoted to the French market. At each fair, 
we spend a week there and meet with pub-
lishers. It’s all a matter of relationships, and 

we need to develop them. At the end of the 
day, we can’t offer guarantees of sales, but 
we can assure that we will do our best to get 
the attention of the publishers. French pub-
lishers are more and more open to Quebec 
titles; in the past, it was a struggle. French 
publishers also save a lot on translation.

(PP note: French Canadian-Haitian au-
thor Dany Laferrière became a member of 
the Académie Française in December.)

PP: How is your agency dealing with a difficult 
market?

Dufresne: Because the publishing indus-
try is not expanding, as an agency we need 
to find ways to innovate and be creative.

One solution was to broaden our cata-
logue. At first, we did a lot of self-help and 
spirituality, now we have included chil-
dren’s books, cookbooks, and literature. We 
go to London and Bologna and have a stron-
ger presence, which is the opposite of what 
many people are doing.

At book fairs, we actually have a stand 
and are not at the agent’s center. We want a 
physical presence on the ground so that we 
can exhibit our publishers’ books—publish-
ers find this appealing. It’s more expensive 
but it’s a matter of positioning and exposure. 
When you have bestselling titles it’s easy to 
promote them, but when you have lesser-
known authors you need to have ways to at-
tract publishers. This is when we come up 

with promotional options to attract people. 
It’s a matter of marketing.

PP: What is eMediaRights.net rights and how 
does it work?

Dufresne: It is a database aggregator that 
is a tool to negotiate with and to facilitate 
submissions. My grandfather had the clever 
idea of building a database when he began 
the agency, so ours contains 1,600 publish-
ers and the transactions we made with them 
over the past 30 years. We’re like an intel-
ligence agency, we have all this data but the 
question is what to do with all this knowl-
edge . . . We are seeking venture capital to 
market and sell it around the world. We al-
ready have a patent on the system but we 
want to partner with publishing houses to 
adapt the system to their needs.

Choquette: Last year we had The Book 
of Awakening by Marc Nepo. We asked our 
non-English language agents to submit the 
book to at least five publishers each. Within 
24 hours there were close to 1,000 submis-
sions around the world. The next morning 
we knew exactly which publisher had re-
ceived the information and had opened the 
PDF. This resulted in 14 sales over the next 
few weeks. We wrote 22 licenses after the 
24-hour effort. Nepo’s book was already well 
known so we could work pretty swiftly.  •

Read the full interview online »
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New Boutique Publishers Return to the “Essence” of Publishing
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Allary Éditions in Paris
A new publishing house has launched in 

Paris with an experienced team of editors at 
its helm and the desire to go back to a more 
hands-on approach to editing, a return to the 
“essence” of the trade.

On their website, Allary Éditions explains 
that each year, some 70,000 books—not 
including self-published books—are pro-
duced in France. This is not proof of an ef-
fervescence of creativity but rather the need 
for more exigency in the selection of manu-
scripts, greater care at each step of the pub-
lishing process, and more support for au-
thors. Their aim is to publish about 15 books 
a year, with the first being Diane Brasseur’s 
Les fidélités, which hit bookstores on Janu-
ary 2nd.

Former Hachette Littératures editorial 
director Guillaume Allary, who also worked 
at Flammarion and most recently at Nil Edi-
tions, founded Allary Éditions. He is known 
for shepherding in a new generation of writ-
ers, publishing in 2004 Faïza Guène’s Kiffe 
Kiffe Tomorrow, translated by Sarah Adams, 
a fresh voice from the housing estates on the 
outskirts of Paris. His authors Alexandre des 
Isnards and Thomas Zuber wrote two socio-
satirical accounts about working in an open 
space environment and life with Facebook. 
Allary also published graphic novelist and 
filmmaker Riad Sattouf’s hilarious and irrev-
erent book about junior high school, which 
was made into a highly successful film.

Satouf will be working with Allary once 

again in graphic novel form; Allary and his 
team will also publish literary and upmarket 
fiction, and essays on philosophy, health and 
spirituality. Nicole Lattès recently joined Al-
lary as editorial advisor. Lattès founded Nil 
Editions, has worked as executive director 
of Editions Robert Laffont, as head of Edi-
tions Jean-Claude Lattès as well as working 
at Gallimard. For world translation rights 
representation, Allary Editions will be using 
the formerly Paris-based Marleen Seegers, 
who now runs 2 Seas Agency.

Haute Culture in Stockholm
In Stockholm, Luis de Miranda has 

launched Haute Culture Books, a company 
that is focusing on publishing under-appre-
ciated or untranslated European literary 
masterpieces. Born in Portugal, de Miranda 
is a published novelist and former editori-
al director of Max Milo publishing house in 
Paris. “I was 40 years old and realized that I 
wasn’t putting all the books I published onto 

my own bookshelf,” de Miranda told Publish-
ing Perspectives shortly after the company 
launched last September.

De Miranda is experimenting with what 
he calls a “participatory” publishing model. 
“I wanted to find a model that would work 
that would publish masterpieces that the tra-
ditional reader wouldn’t rush to—you might 
publish 3,000 copies and sell 500—which is 
not an economically viable model. So I knew 
I had to do something different.”

Haute Culture’s limited edition of Flaubert’s Felicity

I was 40 years old and 
realized that I wasn’t putting 
all the books I published onto 
my own bookshelf
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To this end, he looking to institutional and 
individual pre-orders, to guarantee a sales 
channel for the works. He calls these early 
purchasers “book angels” and each book re-
quires 150-200 pre-orders to get the pub-
lishing process started. Book angels can then 
give away 100 free copies of the ebook edi-
tion they’ve supported.

Haute Culture’s first publication in De-
cember last year was a limited edition trans-
lation of Gustave Flaubert’s Felicity: The Tale 
of the Simple Heart, which was handmade 
using silk and gold, includes a parrot feath-
er bookmark and comes packaged inside a 
birdcage, and retails for $390 dollars or 290 
euros. The publication was limited to 50 cop-
ies and has been sold exclusively through As-
souline boutiques.

The company’s forthcoming publications 
includes translations of the Russian cult nov-
el Shatuny by Yuri Mamleyev,  which has been 
translated as The Sublimes, and the Estonian 
masterpiece Truth and Justice by Anton Han-
sen Tammsaare—a book which attracted 
some 4,265 euros worth of and support via 
the Estonian crowdfunding site Hooanja, as 
well as support from the Estonian Ministry 
of Culture.

Today, says de Miranda, it is a kind of edi-
torial cliche almost: books from Europe and 
the world are mainly untranslated. “But we 
wanted to do books that were precious in-

side as a text and as an object. I thought we 
could assist as a niche market at least, the 
increasing of books—a ‘luxury experience’ 
or an ‘exclusive experience’—going back to 
the idea of the ‘gentleman’s library.’ Also we 
all know ebooks are growing—though it is 
still a minor way of reading in Europe—so 
as far as giving away the ebooks for free . . . 
that is just the privilege of modernity.”  •

Read this article online »

By Daniel Kalder

Opening Minds Through 
Eyes: Oz’s Milk Shadow Books

Australian upstart publisher Milk Shadow 
Books has tapped a well of multicultural 
comics talent down under to produce 
a string of bestselling fringe titles.

Read more publisher profiles:

By Adam Critchley

Literal: America’s Newest 
Bilingual Spanish Publisher

Literal, the well-regarded English and 
Spanish literature magazine literature, 
has expanded into bilingual and 
Spanish-language books.

By Samuel Sattin

Why Image Comics Embodies 
the Future of the Industry

Image Comics may be best known as the 
publisher of The Walking Dead, but it’s 
their business model which truly sets 
this comic publisher apart.
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By Olivia Snaije

School Specialized in Comic Books to 
Open in Paris

At the Angoulême International Comics Festival, 
French comics guru Guy Delcourt has announced 
the opening of a new comic book academy in Paris.

By Edward Nawotka

A Visit to BiblioTech: The 21st Century 
All-Digital Library

Ed Nawotka visits BiblioTech, the new all-ebook 
library in San Antonio, Texas, which is opening new 
opportunities for the low-literacy community.

By Porter Anderson

Issues on the Ether: Is Self-Publishing a 
Flying Leap?

Porter Anderson presents a look at perceptions of 
self-publishing: Hard? Easy? What does it take for 
authors to succeed?

By Edward Nawotka

5 Things We Learned at Digital Book 
World 2014

From DBW 2014: teens aren’t reading for fun, 
ebook sales grow overseas, Wall Street discounts 
publishing and Amazon is like modern art.

By George Lossius

5 Trends for Academic Publishing in 
2014

Publishing Technology CEO George Lossius makes 
predictions about academic publishing in 2014 , 
including mobile and open access strategies.

By Edward Nawotka

Should Major Publishers Change Their 
Core Mission?

Self-publishing sees traditional publishing as in 
denial about what readers want. But the problem 
isn’t self-abnegation, it’s capacity and mission.

By Tanja Tuma

Why Don’t More Bookstores Stock Self-
published Titles?

Bricks-and-mortar bookstores are missing a huge 
opportunity by failing to take advantage of the self-
publishing revolution, argues Tanja Tuma.

By Nick Ruffilo

On Becoming a (Self) Publisher

Nick Ruffilo transitioned from technologist to a 
self-published author, and shares tips and lessons 
learned from experiments with various platforms.

By Dennis Abrams

PEN and UNESCO to Bolster Minority 
Language Publishing

PEN International and UNESCO have launched new 
research and training programs in Kenya, Haiti, 
Serbia and Nigeria to bolster local book publishing.

By Dennis Abrams

New £15,000 Prize to Raise Profile of 
Pan-African Literature

The shortlist for the new Etisalat Prize for Literature 
based in Nigeria includes books by NoViolet 
Bulawayo, Yewande Omotoso, and Karen Jennings.

By Roger Tagholm

Jaipur Literary FestivaI to Covers 
Challenges in Indian Publishing

For the first time the Zee Jaipur Literary Festival has 
introduced a professional program to discuss the 
ongoing challenges to book publishing in India.

By Edward Nawotka

Is Russia Starting to Solve Its Ebook 
Piracy Problem?

Russia’s ebook market is expanding as more 
legitimate titles come online and efforts are made 
to fight piracy. Could ebook piracy be waning?
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