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LETTER FROM THE EDITOR

On Telling—and Selling—
Your Story to the World 

Last September, I took advantage of a Ful-
bright Grant offered by the United States 

to fly to the Ukraine to attend the Lviv Inter-
national Book Forum, the country’s largest 
and most popular book festival, where I gave 
a series of talks about international publish-
ing and e-books. 

When my minder Olha, a translator from 
the United States embassy in Kiev, picked me 
up at the airport, I knew things were going 
to be a bit, well, different: sitting in the back 
of her car was her octogenarian mother, a 
real—as my own mother would say—pink-
skinned, white-haired “babushka.” 

 “Mama,” as I came to refer to her, sat 
smiling at me, wrapped in a headscarf and 
a heavy black wool cardigan. A former pub-
lisher and academic, she, too, was attending 
the fair and, as it turned out, traveled with us 
everywhere—to the fair, to the hotel, to an 
impromptu reading of American Beat poetry 
I was asked to give alongside the Ukrainian 
poet Yuri Andrukhovych. 

 “Mama is wise, she has experienced 
many things. Germans. Communists. Many 
hard things,” Olha noted. Olha then admon-
ished me to remember her own name was, 
indeed, Olha, not Olga, as I persisted in call-
ing her in our email exchanges prior to my 
arrival. “We are Ukrainian, not Russian. 
Please.” she said. “Now get in Lada and look 
out for bear . . . ” 

It was to become her refrain to me 
throughout my visit, both the warnings 
about her name and nationality and the 
warnings about the bears, which apparently 
have begun wandering onto the roads creat-
ing hazards for drivers. So, when I went to 
buy souvenirs in Lviv’s old town and tried to 
purchase a matryoshka doll for my daughter, 
I wasn’t surprised when she briskly yanked it 
out of my hand and promptly returned it to 
the vendor. “Doll is Russian. You no buy doll. 
Maybe you buy Ukrainian socks instead?” 

Lviv is a university town in the west of 
the Ukraine, close to the Polish border, that 
was once an outpost of the Habsburg Empire. 
It maintains close ties to Austria and has a 
coffee culture that mirrors Vienna’s. It looks 
west to Europe for its cultural cues, rather 
than east. It’s also a town that values litera-
ture: the central square features towering 
statues of not one, but two poets, and nearby 
is another statue of the Austrian writer Leo-
pold von Sacher-Masoch, author of Venus in 

Furs. The statue proved surprisingly popular 
with female tourists, considering he is the 
writer who blessed us with the term “mas-
ochism.” Perhaps it was the unique feature 
that allows you to put a hand into his pocket 
and grasp his bronze manhood?

That Olha and the Ukrainian publishers 
I met throughout that week were sensitive 
about being mistaken for Russians is entirely 
understandable. The country has struggled 
to forge a unique identity in its many years of 
independence, particularly in the eyes of the 
west. The Ukraine’s best known writer, An-
drei Kurkov, writes in Russian, and its pub-
lishing industry continues to be subsumed in 
a tide of Russian book imports. 

Alexander Afonin, CEO of the Ukrainian 
Association of Publishers and Booksellers, 
noted, “The market is swamped by imports, 
and mainly from Russia, which supplies 90% 
of books to Ukraine.” Lamenting that “Russia 
mostly specializes in the supply of entertain-
ing books of poor quality,” Alexandr Kraso-
vitsky of Folio Publishing House, concurred, 
noting that “the market is saturated with 
Russian literature.”

But it’s not as if the Ukraine doesn’t have 
its own indigenous publishing industry. Ac-
cording to Aleksey Kononenko, director of 
publishing and the press of the Goskomtele-
radio—the Ukrainian state television and ra-
dio company and the country’s largest media 
holding—there are some 5,400 officially reg-
istered publishers, manufacturers, and dis-
tributors of books in Ukraine. The problem is 
that just 400 of those companies are active, 
making for an “extremely complex” situation, 
according to Kononenko. 

That said, despite the Russian domi-
nance, there are several points of hope and 
some publishers who are looking forward to 
the future. One of the publishers I was intro-
duced to during my time in Lviv was A-BA-
BA-HA-LA-MA-HA. The house, founded by 
poet and children’s book author Ivan Mal-
kovich, is the oldest independent publishing 
house in the independent Ukraine. Malkovich 
produces some 20 new books a year, many of 
which are bestsellers—and some, such as his 
edition of The Snow Queen, have been best-
sellers in Russia as well.

The book, originally published in 2000, 
has sold more than 100,000 copies in the 
Ukraine alone and has proved so popular 
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British council Honors Digital Publishing Entrepreneurs

NEWS & uPDATES   /   International

This year at the London Book Fair, seven 
international entrepreneurs have been 

selected by the British Council to be hon-
ored to compete for the “International Book 
Industry Excellence Awards.” The honorees 
highlight the wide range of talent, focus, and 
vision that is being applied to digital pub-
lishing across the globe—from China to the 
Middle East, Africa to South America. 

The entrepreneurs shortlisted for the 
award (though all of them are winners in our 
book) are:

Dai Qin | china
In 2012 Dai Qin and her team started 

the digital publishing and reading service, 
Douban Read. The platform encourages 
non-professional writers to publish their 
non-fiction work. The Douban Read app has 
been downloaded by more than four million 
people across the world with 400,000 active 
monthly users. www.read.douban.com 

Ricardo Almeida | Brazil 
Ricardo Almeida is President at Clube 

de Autores, Brazil’s first and largest self-pub-
lishing company. With no previous experi-
ence in publishing, Almeida launched Clube 
de Autores in 2009, sensing an opportunity 
to develop an open platform so that writers 
could publish, sell, and earn money through 
their own books. Today, Clube de Autores is 
responsible for 10% of all books published in 
Brazil per year. www.clubedeautores.com.br  

uno DeWaal | South Africa
Uno is the founder and owner of Be-

tween 10and5, South Africa’s largest online 
creative showcase. While not a traditional 

creative himself (he says he can’t draw to 
save his life!), he is passionate about the 
problem-solving and solution process be-
hind creative thinking. His plans for 10and5 
stretch beyond just a publishing business 
and aims to grow into a single point of refer-
ence for all creative output in South Africa. 
www.10and5.com

Irina Sheveleva | Russia
Irina is the Product and Content Lead of 

Bookmate, the largest distributor of Russian 
e-books, with more than 300 Russian pub-
lishers on board. www.bookmate.com

Iman Ben chaibah | united Arab Emirates
Iman Ben Chaibah is Owner and Editor-

in-Chief of SailEMagazine.com, the first and 
only independent Emirati online monthly 
magazine written in English and created by 
UAE nationals. www.SailEMagazine.com 

Johanna Pinzon Rodriguez | columbia
Johanna is the Founder and CEO of Po-

liedro, which started in 2012 in Bogotá. The 
company has two branches: the Poliedro 
Foundation, working on design and con-
tent development projects for the arts with 
a focus on innovation and tech culture; and 
Poliedro Digital SAS, an agency offering cre-
ative digital solutions for brands, including 
e-books. www.facebook.com/poliedrodigital

Paula corroto | Spain
Paula is the co-founder of Encubierta.

com, which burst onto the scene in June 2012 
as the first online magazine dedicated entire-
ly to digital books, made especially for the 
people that read them. www.encubierta.com

Russian government considers Support for Bookselling
By Eugene Gerden

The Russian government is considering 
a set of new measures to support book-

selling. A recent order from Russia’s Prime 
Minister Dmitry Medvedev to the Ministry 
of Culture requested they develop proposals.

According to Medvedev, the growing 
popularity of electronic books has had a neg-
ative impact on bookselling and publishing.

Daria Simbaeva, chief specialist of regu-
latory department of the Ministry of Culture, 
said the proposals are forthcoming and will 
include support for entrepreneurs involved 
in the book business.

According to Izvestia, one of Russia’s 
leading business papers, the proposals are 
likely to include tax benefits for booksellers, 
as well provisions to provide lower-cost real 

estate, which can prove crippling to busi-
nesses in large cities, such as Moscow and St. 
Petersburg.

Several of Russia’s leading booksell-
ers and publishers have already praised 
the effort. Boris Kupriyanov, the owner of 
Falanster, one of Russia’s largest bookstore 
chains, said that the creation of conditions to 
increase of the number of bookstores in Rus-
sia is much needed.

Kupriyanov said, “Bookstores are ex-
periencing difficulties, including high rents, 
and the state should support them. We must 
understand that this is not only an invest-
ment in business, but also an investment in 
our culture and education. The question is 
whether we want to live in an enlightened 
society with [a] reading population or not.”

A similar position is shared by Vera 

Baidak, head of Octopus Publishing. “These 
measures should [have been] designed much 
earlier,” said Baidak. “We lost a lot of famous 
book houses that simply could not pay all 
the costs. Today, many bookstores are selling 
all sorts of products, which sometimes have 
nothing to do with books, just to stay afloat. 
The approval of new measures will allow 
them to focus on their core activities.”

The initiative to support domestic book-
sellers was for the first time put forward 
at the end of November 2013 by President 
Vladimir Putin, when he lamented that Rus-
sians were no longer as well read as they 
were under the USSR. According to Putin, the 
average Russian reads just nine minutes a 
day, and this decline of interest in literature 
will lead to a diminishment of culture in Rus-
sian society and a distortion of its values.  •

Ricardo Almeida

Uno DeWaal

Irina Sheveleva
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AuTHORS   /   Korea

Leadership Strategies in Book Publishing – July 20-25, 2014
Leadership Strategies in Magazine Media: July 13-18, 2014

Why should you attend the Yale Publishing Course?

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

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

“The YPC curriculum 
touched upon all aspects of 
publishing and I was very 
impressed with the range 
of speakers. It was a wealth 
of information 
that I am very 
grateful to have 
obtained.”

Janet Nieves, Royalty & 
Profit Share Manager, 
Random House, USA

“YPC Speakers 
were not 
afraid to deal 
with the hard 

topics. Overall, it was a 
great balance between the 
crunching realities and 
inspiring possible routes to 
the future.”

Jonathan Saint, 
Primary School 
Publisher, Gill & 
Macmillan, Ireland

“This exciting program 
expanded my vision and 
gave me practical ideas and 
new ways of thinking about 
the business of publishing.”

Sergio Vilela, Editorial 
Director, Planeta, 
Colombia

“I think it’s very useful 
for managers to learn 
about leadership and 
management strategies.”

Kirsty Melville, 
President, Book 
Division, Andrews 
McMeel (YPC Speaker)

“I’m about to embark on 19 hours of flying and it’s my second 
time here, would I do it again? Absolutely.”

Cynthia Wellings, CEO, Ausmed Education, Australia

“ “

Questions? Contact Tina C. Weiner, Director of the Yale Publishing Course, at tina.weiner@yale.edu

By Olivia Snaije

Sandwiched between China and Japan, Ko-
rea has experienced a tumultuous history, 

pulled in one direction or another either by 
its powerful neighbors or between the United 
States and the former Soviet Union. Occupied 
by Japan from the turn of the 20th century 
until World War II, its most recent, and un-
doubtedly most painful, historical event has 
been the division of North and South Korea. 

Hwang Sok-Yong, one of Korea’s most 
renowned contemporary authors, was born 
two years before the end of World War II, 
and his novels encompass the traumas ex-
perienced by an entire generation during 
the second half of the 20th century.  Hwang 
Sok-Yong studied philosophy at university 
and soon after was drafted into the Korean 
military which participated alongside the US 
and South Vietnamese armies. He conveyed 
his extremely ambivalent feelings about be-
ing part of the war in Vietnam in his master-
ful Shadow of Arms, first published in 1985. 
Shadow of Arms first appeared in English in 
1994, and will be republished this spring by 
Seven Stories Press, which previously pub-
lished his novel The Guest in 2005 and The 
Old Garden in 2009.

When Hwang Sok-Yong began writing 
Shadow of Arms in the 1980s, Korea’s partici-
pation in the Vietnam War was still a taboo 
subject under the dictatorship of Chun Doo-
hwan. He did not, in fact, bring out the final 
volume of the book until 1988, after the dem-
ocratic movement in Korea took root. In the 
novel, he describes the complexities of black 
market activities in South Vietnam’s main 
military port, Da Nang, as well as atrocities 
committed by the US army. 

In an interview with Libération newspa-
per in 2013, Hwang Sok-Yong, who decided 
in primary school that he would be a writer, 
said, “Before being sent to Vietnam as a sol-
dier my writing was very formal . . . when I 
returned from the war, I had changed. Real-
ism became my style of writing. After my ex-
ile in Germany and the fall of the Berlin wall, 
my style changed again . . . I would like my 
narrative to be more open, more universal.”

Hwang Sok-Yong was forced into exile in 
Germany (where he witnessed the fall of the 
Berlin wall) after a trip to Pyongyang in 1989, 
where he represented South Korean writers 
at an international writer’s congress. He had 
founded the Literature of the Reunification 
magazine, which published works from both 
North and South Korean authors. Upon his 
return to Korea, he was sentenced to seven 
years in prison for “violating” national secu-
rity. He was released after five years when 
then president Kim Dae-jung pardoned him 
in 1998.

He used his experience in jail to vividly 
describe imprisonment in The Old Garden, a 
love story using the fall of socialism in East-
ern Europe and involvement in a resistance 
movement as a backdrop.

Hwang Sok-Yong has always called for 
peace to be made between North and South 
Korea, and the terrible division has been the 
subject of several of his books. In The Guest, 
Hwang Sok-Yong revisited a series of massa-
cres that took place in North Korea between 
Christians and Marxists, bringing to the 
fore the terrifying face of brutality between 
neighbors.

More recently Hwang Sok-Yong has been 
focusing on the effects of capitalism on the 
younger generation in Korea and in Princess 

Bari, written in 2007 and translated into 
French last year. In the book, he transposed a 
fable into today’s realities, addressing issues 
such as global capitalism, immigration, and 
culture shock, but also describing traditional 
rituals such as shamanism. He has not lost 
faith in Korea’s youth, however, and has ex-
pressed in the press his hope that their cour-
age will help them find the proper identity 
that corresponds to their generation.  

Korea is still recovering from its turbu-
lent past and has yet to make peace with the 
North. As Hwang Sok Yong says in a recent 
interview with the British Council, “Modern 
Korean history encompasses our experi-
ences of being colonized, war, and military 
dictatorship, and even today we are living in 
the aftermath of these upheavals. I think that 
all modern Korean writers, each in their own 
way, incorporate the process of overcom-
ing the oppression and suffering these have 
caused into their literature.”  •

Author Hwang Sok-Yong: 
Seeking the universal in 
Korea’s Tumultuous Past

 

11:30 am–12:30 pm, Tuesday, April 8
Whitehall Room, Earls court: 
Authors Hwang Sok-yong and Kamila Shamsie will discuss 
“Writing Literature after History” 

1:00–1:30 pm, Thursday, April 10 
English PEN Literary Salon:
Author Hwang Sok-yong in conversation with Jo Glanville

I think that all 
modern Korean writers, 
each in their own way, 
incorporate the process 
of overcoming the 
oppression and suffering 
these have caused into 
their literature.

Photo: Paik Dahuim



Publishing Perspectives  •  April 2014  •  7

Leadership Strategies in Book Publishing – July 20-25, 2014
Leadership Strategies in Magazine Media: July 13-18, 2014

Why should you attend the Yale Publishing Course?

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

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

“The YPC curriculum 
touched upon all aspects of 
publishing and I was very 
impressed with the range 
of speakers. It was a wealth 
of information 
that I am very 
grateful to have 
obtained.”

Janet Nieves, Royalty & 
Profit Share Manager, 
Random House, USA

“YPC Speakers 
were not 
afraid to deal 
with the hard 

topics. Overall, it was a 
great balance between the 
crunching realities and 
inspiring possible routes to 
the future.”

Jonathan Saint, 
Primary School 
Publisher, Gill & 
Macmillan, Ireland

“This exciting program 
expanded my vision and 
gave me practical ideas and 
new ways of thinking about 
the business of publishing.”

Sergio Vilela, Editorial 
Director, Planeta, 
Colombia

“I think it’s very useful 
for managers to learn 
about leadership and 
management strategies.”

Kirsty Melville, 
President, Book 
Division, Andrews 
McMeel (YPC Speaker)

“I’m about to embark on 19 hours of flying and it’s my second 
time here, would I do it again? Absolutely.”

Cynthia Wellings, CEO, Ausmed Education, Australia

“ “

Questions? Contact Tina C. Weiner, Director of the Yale Publishing Course, at tina.weiner@yale.edu

Anthony Horowitz Feels Strongly About . . .
. . . Self-publishing, Bookstores, Amazon, Libraries, and more

By Roger Tagholm

The thought of self-publishing fills the 
writer Anthony Horowitz “with a cer-

tain horror.” Yet the versatile author of the 
Alex Rider series (19 million copies sold 
and counting), and the screenwriter for such 
popular TV series as Foyle’s War and Mid-
somer Murders, admits that if he was a new 
writer about to put hand to keyboard for the 
first time, it is a route he might choose.

“If I were young and starting out, of 
course I’d consider self-publishing. But it fills 
with me horror mainly because I have always 
enjoyed the support and the imprimatur of 
publishers. Publishers give an author cred-
ibility. To say that I am in such-and-such a 
house establishes me as part of a tradition. 
It may be the same house that published 
Christie or Eliot or whoever. Publishers sup-
port authors in many different ways, but the 
most important, for me, is the physicality of a 
book—the cover, the paper stock, the typog-
raphy and of course, the marketing. Writing 
is a lonely enough business already. I cannot 

imagine it without publishers.”
Which brings him to an ancillary topic: 

the future of brick-and-mortar bookselling.  
“Bookshops are vital—not just to biblio-
philes, but to the high street on which they 
stand. They are a calm and civilizing influ-
ence in the chaos of consumerism. They will 
be sorely missed.”

He is happy to use a Kindle when he’s 
traveling, but adds “If I like a book, I have to 
own it and keep it physically. I am more com-
fortable reading on paper.” And on Amazon, 
he confesses that “as a consumer, I love it, but 
as a writer, I fear it.”  

All said, the issue about which he per-
haps feels most passionate is school librar-
ies, or learning resource centers as they are 
often called now. “My own view has always 
been that school libraries are even more 
important than public libraries, and that’s 
where writers should be focused. If children 
leave school with a love of literature, they 
will find their way to books no matter what.”

He recently spoke at his old school, 
Rugby (of Tom Brown’s Schooldays fame), 

tweeting beforehand: “Bizarrely, forty years 
on I still feel nervous. Have I remembered 
my prep?” He was awarded the OBE for ser-
vices to literature earlier this year, and his 
work output remains prodigious. He is cur-
rently writing a new Sherlock Holmes novel 
for Orion and another series of Foyle’s War 
for television, all the while never seeming to 
turn down commissions for exclusive short 
stories or other assignments for newspapers.

And his current bedside reading? You’d 
be surprised. “I’m reading Out of the Ashes: 
The Resurrection of Saddam Hussein [Harper-
Perennial] by Andrew and Patrick Cockburn.  
I’m writing a play about Saddam Hussein.”  •

Anthony Horowitz

AuTHORS   /   united Kingdon
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RIgHTS & LIcENSINg   /   International

By Tom Chalmers, IPR License

This year marks the 10th anniversary of 
the London Book Fair’s Market Focus. 

The objective of the Market Focus is to high-
light certain territories and the opportuni-
ties to conduct business on an international 
basis, which serves to underline the impor-
tance attached to rights and licensing across 
a variety of territories.

It’s a big world out there, but a world 
increasingly interconnected, which means  
that there are more ways than ever to bridge 
trade gaps, build relationships, and do more 
business. A prime example of such oppor-
tunity is this year’s Market Focus for LBF, 
Korea. This country has proven to be an in-
creasingly important market for UK publish-
ing with a reported 22% growth in exports 
over the last ten years. 

Could digital developments be the stim-
ulus? Korea is perhaps the most “connected” 
country in the world, with 98% of its house-
holds having access to broadband Internet. 
Plus more than 80% of its 50 million people 
reportedly use smartphones, with penetra-
tion among the 18- to 24-year-olds at an 
astounding 97%. The potential surrounding 
digital publishing in Korea is phenomenal.

And, naturally, the entire Far East re-
mains a huge market opportunity for pub-
lishers. According to statistics from the Gen-
eral Administration of Press & Publication 
(GAPP)/National Copyright Bureau of PRC, 
the UK is the second largest seller of rights to 
mainland China (after the USA) with 16% of 
the total licensed import market in 2012, and 
14.4% growth in 2011.

Of course, growth isn’t limited to the 

booming economies of Asia: across the globe, 
in Brazil, reports from the Câmara Brasileira 
do Livro reveal that four times as many e-
books were sold in Brazil in 2012 as in 2011.

But what of more mature markets like 
the English-speaking territories? Accord-
ing to the International Publishers Associa-
tion Annual Report for 2012-2013, e-books 
worth US$3.5 billion were sold in the United 
States in 2012, equaling 13% of publishers’ 
combined net sales. In the United Kingdom, 
digital revenues were worth £411 million, 
as compared to £2,932 million for sales of 
physical books. 

The declining revenues from print were 
offset by digital sales for the first time in the 
UK in 2012. This is even more remarkable as 
e-books only started to gain significant mar-
ket share in North America and Great Britain 
as recently as 2010. The music industry, by 
comparison, had to wait much longer before 
digital sales (by rising to 34% of income) 
helped to tip the market into new growth for 
the first time in over a decade in 2012.

In yet another example research, the 
French Publishers Association (SNE) sug-

gests that over the past five years French 
publishers have licensed an average of 204 
titles per year to the Arab world, mainly to 
Lebanon and Egypt—roughly 2% of overall 
French rights sales. And according to Ger-
many’s Börsenverein, German rights sales to 
the Arab world have averaged 94 titles per 
year over the past five years, which repre-
sents about 1.3% of Germany’s total foreign 
rights sales for that period. Italian publishers 
signed 35 licensing contracts in the Arabic-
speaking world for children’s books in 2012.  

In more anecdotal terms, statistics from 
the Copyright Licensing Association seminar 
at the recent New Delhi World Book Fair re-
ally emphasised the growing importance of 
rights and licensing within domestic and in-
ternational markets. 43,000 authors are said 
to receive income from secondary licensing 
in UK educational publishing; 54% of au-
thors consider secondary licensing essential 
to making the decision to write their books; 
and for publishers, secondary licensing in 
educational publishing added 20% to their 
profits.

All publishers, no matter their size, 
should now be looking at their international 
strategies, but the question is, how well do 
we really know these markets or exactly how 
well do we need to know them?

It’s not always easy. Much of the data 
we get to see isn’t always as up to date as we 
would often like. Part of our job is to really 
get under the skin of an individual market-
place to see how they tick and keep ahead, or 
at least in touch, with current trends. Tech-
nology is now integral in helping to break 
into new territories, but knowing what sells 
remains the real key.  •

Technology is now 
integral in helping to break 
into new territories, but 
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the real key.
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the globe
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Rights Sales as “Soft Power”
How do creative industries and copyright impact global economies?
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By Andrés Delgado Darnalt

Viewing the creative industries as a stra-
tegic sector for social and economic 

growth is a relatively new field of research, 
with both national and international bodies 
looking at how copyright industries can be 
seen as national wealth generators. 

In a series of studies on the contribution 
of creative industries to national economies, 
the World Intellectual Property Organization 
(WIPO) proposed a methodology for classi-
fying the creative industries based on their 
dependence on copyright-protected content: 
“Core,” “Interdependent,” “Partial,” and “Non-
dedicated support.” 

In the core industries group, the Press 
and Literature sector is by far the biggest 
contributor to national GDP with a share of 
40.5%. The report also points out that almost 
half of the employment in the creative indus-
tries, 44%, belongs to this same sector. This 
makes the publishing sector—and its value 
creation chain—a strategic generator of na-
tional wealth and employment throughout 
the world.

In Latin America for example, the book 
industry benefitted from sustained growth 
of 9% from the years 2000 and 2011. Latin 
America is a testament to the industry’s 
growth during the last decade, according to 
the study “El Espacio Iberoamericano del 
Libro” (2012), carried out by CERLALC (a 
UNESCO office for research on book publish-
ing and reading habits in Latin America). 
Some 55% of titles published in Ibero-Amer-
ica in 2011 were released by Latin American 
publishers, proof of Latin American publish-
ing’s growing strength, one that runs counter 
to the pervasive influence of publishers from 
its colonial forbearers, Spain and Portugal. 
And as long as Latin American publishers can 
produce attractive content and explore new 
market niches, the number of readers will 
continue to grow. 

In order to achieve this, publishers need 
to trigger an element in the publishing value 
chain that has been scarcely exploited in the 
region, save through limited private and in-
tergovernmental efforts: rights sales. 

In their book, Inside Book Publishing, 
British publishers Giles Clark and Angus 
Phillips define rights sales as the trade of 
patrimonial rights over a piece of content or 
groups of content in the national and global 
market. These are known as subsidiary 
rights and include rights for hardcover and 
paperback formats, territories, translations, 
co-editions, book clubs, e-books, serials and 
extracts, film, TV and audio, and audiobooks. 
Other rights include condensation, promo-
tional reprints, and Braille. 

Rights sales, according to the authors, 
carry little in the way of direct costs and are 
often simply extra profit for the publishers. 

The case for UK publishers is telling: a 
2006 report by the United Kingdom’s Pub-
lishers Association, mentioned by Clark and 
Phillips, points out that total income of UK 
publishers from rights sales in 2004 was 
£128.5 million, with 56% from co-editions 
and 44% from the sale of other rights. 

In other markets, publishers just need 
a little motivation to pursue what is essen-
tially “free money.” In Spain, the 2008 eco-
nomic crisis hit publishers hard and drove 
book sales down, but rights sales boomed 
to €394.1 million in 2010—almost a 200% 
jump over the previous year, according to a 
study by Spain’s Ministry of Culture.

Some of the credit can certainly go to 
increased efforts on behalf of publishers, but 
credit is also due to smart marketing efforts. 
Rights sales in Spain have actually risen con-
sistently since 2006, when the launch of the 
website New Spanish Books—a joint project 
between the Federación de Gremios de Edi-
tores de España (Spain’s central publishing 
association), the Spanish Institute of Foreign 
Trade (ICEX) and the Spanish Embassy in 
London—made sample translations far more 
widely available to a global base of rights 
buyers, many of whom source texts via their 
English translation. The project has been 
such a big success that a German-language 
version of New Spanish Books has recently 
launched as well.

It follows then that for a core copyright 
industry (echoing WIPO’s term) seeking to 
reach new markets, rights sales are essen-
tial. Rights sales allow publishers to extend 
the market for their books beyond national 
borders and bring in what economists call 
“positive externalities” in terms of cultural 
influence or “soft power.”

Taking Spain as an example again, the 
country’s long economic recession has 
forced Spanish publishers to exploit the 
growth markets in Latin America, which has 
ultimately led to the launch of several new 
publishing ventures and experiments with 
niche, local titles. 

Knowing that publishing is a valuable 
commodity on the global stage, many na-
tional governments and private sector in-
stitutions support the book sector through 
grants and other forms of financing for the 
publication of works of national interest, be 
they literature or non-fiction. However, the 
long term success of these publishing proj-
ects—measured in sales figures, the same 
benchmark for businesses from other sec-
tors of the economy—depends on a competi-
tive business environment, a wide market of 
readers, and commitment to publishing as a 
key industry for national marketing. 

This is exactly where rights sales come 
in: by learning the theory and practice be-
hind rights sales, more publishers will be en-
abled to sell the best of their fiction and non-
fiction in foreign markets where content, 
beyond the limits of language, is what brings 
readers around to books. It could be argued 
that governments, research institutes, uni-
versities, and other publishing-related asso-
ciations could work hand-in-hand providing 
mentoring in rights sales hand-in-hand with 
qualified publishers, lawyers, and agents.

Ultimately, players in the publishing 
supply chain should realize they are work-
ing with a non-tangible asset which has the 
potential to reach a wider audience than the 
physical format of the book itself. With a suc-
cessful rights sales strategy, readers from 
all corners of the world will be able to enjoy 
more quality literary works from around the 
world as paperbacks, e-books, audiobooks, 
and even movies thanks to rights sales. The 
biggest hurdle for knowledge transmission, 
language, will have been circumvented.  •

A version of this article originally appeared on 
the website of the Observatorio Iberoameri-
cano de Derecho de Autor, a UNESCO research 
center and news hub focused on copyright is-
sues in Latin America and based in Bogotá, Co-
lombia. Some minor amendments were made 
for this translation.

Knowing that 
publishing is a valuable 
commodity on the global 
stage, many national 
governments and private 
sector institutions 
support the book sector 
through grants and other 
forms of financing
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By Liz Bury

Contemporary novels are emerging at the 
heart of a growing multi-platform culture 

in the UK, in which fans seek to experience 
multiple adaptations of a book as a theater 
play, TV show, or film.

Sales of rights to a novel for film, theater, 
or TV are not new, but they are now much 
more likely to be parceled up separately, 
with creative writers and producers from 
different media bringing their own particu-
lar talents to bear in adapting them. This cre-
ative ecosystem means that success in one 
medium may have a domino effect, leading to 
re-imaginings of a property in another.

“It used to be thought that the film of 
the play would steal the audience of the 
play,” said Sebastian Born, associate direc-
tor, literary, at the UK’s National Theatre, and 
a former agent. “I think that the world has 
changed. People are quite prepared to expe-
rience the same property in different media. 
That is a change in the culture.”

The National Theatre found that certain 
contemporary children’s novels have worked 
very well as adaptations in its annual family-
friendly Christmas slot. The first was Michael 
Morpurgo’s 1982 novel War Horse, which 
won critical acclaim when it premiered at the 
National in 2007, before moving to London’s 
West End and going on tour in Australia, Ber-
lin, Ireland, and North America.

Born said: “The demands of construct-
ing something that works dramatically are 
different [from writing prose]. War Horse 
the novel is told from the point of view of 
the horse, whereas the play is not—that’s a 
major change. Obviously when we find some-
thing we think we can adapt, we involve the 
author and get their views, and hope they 
will be flexible.”

In the case of The Curious Incident of the 
Dog in the Night-Time, author Mark Haddon 
and Simon Stephens, who adapted the book 
for stage, had already spoken before they ap-
proached Born. The play won plaudits when 
it premiered in August 2012, and, in addition 
to the live stage performances, it was in-
cluded in National Theatre Live, a program of 
nationwide cinema screenings of live shows.

Curious Incident is slated for a screen ad-
aptation too. Rights were acquired for War-
ner Brothers by Brad Pitt, Brad Grey, produc-
er of the Sopranos, and the company behind 
the Harry Potter adaptations, Heyday Films.

It was a similar story with War Horse, 

which was optioned by director Steven Spiel-
berg after he saw it on stage in London.

“You can separate rights out. People are 
less bothered by that nowadays,” Born said. 
“People recognize that a successful play can 
be the launch platform for a film—a play can 
boost the film.”

Adaptations of Hilary Mantel’s two 
Booker Prize-winning novels, Wolf Hall and 
Bring Up the Bodies, by the Royal Shake-
speare Company (RSC), received rave re-
views in January on opening at the Swan 
Theatre in Stratford-upon-Avon.

Bill Hamilton of A.M. Heath, literary 
agent to Mantel, said: “The UK theater scene 
is full of beans at the moment, a lot of people 
are taking iconic new novels and having a 
crack at them.”

The budget for theater is a fraction of 
what’s needed for a film, meaning that live 
shows are easier to get off the ground, and 
“there’s a particular thrill in staging it small, 
and then transferring to the West End,” Ham-
ilton added. The RSC shows will be transfer-
ring to London in the spring, and TV rights 
to Mantel’s books have been sold to the BBC.

“A familiar, recognizable title is helpful in 
getting people to come and see something,” 
said Born. “Certainly in commercial theater, 
it’s an obvious choice for a commercial pro-
duction to look at a bestselling book.”

Peter James’ 2010 novella, The Perfect 
Murder, is one such commercial hot property. 
It began its UK stage tour  in January, with the 
popular English TV personality Les Dennis in 
the lead role. James, who collaborated with 
stage writer Shaun McKenna to adapt the 
book, said that “from a creative standpoint 
theater is infinitely nicer than any experi-
ence I’ve had with adapting for screen. The 
problem with film and TV is that there are so 
many interests at stake . . . experiences of film 
to date have been utterly hateful, while this 
has been a constant joy.”

The live nature of theater allows for 
a more direct connection to the audience 
through events such as Q&As with cast and 
writers, bringing the original book to a wider 
readership.

“A play has a much broader reach than 
the book,” James said. “I’d say the theater 
audiences have a healthy percentage fans 
of mine, a healthy percentage of Les Dennis 
fans, and a percentage regular theater goers. 
A lot of people have said, ‘I’ve never read you 
before but having seen this, I’m going to buy 
your books.’ ”  •

From Page to Stage: 
The uK’s Theatrical Licensing Boom

RIgHTS & LIcENSINg   /   united Kingdom
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By Ramy Habeeb

Back in 2004, we got the idea to publish 
Arabic books online and sell them to the 

public as PDFs. We called it Kotobarabia and 
ran our business out of Egypt. Within three 
months of opening, we signed 1,200 authors; 
we took that as an indication that we had a 
proper business on our hands. We were go-
ing to be huge. We were on our way. 

We were wrong.

What Went Wrong
Before I can tell you what went wrong, 

let me briefly tell you what went right: since 
opening, we have converted thousands of 
books to various “softcopy” formats (a vast 
portion of them are Arabic EPUB files), pro-
vided dozens of organizations throughout 
the US, Europe, and Middle East with tens of 
thousands of titles, and consulted with busi-
nesses on publishing in the Middle East.

That said, it’s too bad our initial strategy 
was a business-to-consumer (B2C) model, 
which simply did not work. 

Here are some of the reasons why:

contracts
When we started, the average person 

hadn’t heard of e-publishing. Sure there was 
the Internet and Amazon, but EPUB, iBooks, 
and Kindle were years away. Due to the nov-
elty of our business model, we only signed 
three-year contracts with our authors. That 
was a mistake, because it took three years 
for smart phones, tablets, and a digital pub-
lishing infrastructure to hit the scene. By 
the time mobile apps (iOS or Android) came 
along, the rights we held were expiring and 
the resigning of them (especially when there 
was very little prior success to motivate a 
new contract) proved to be insurmountable. 

Working with Publishers
Because most Arabic publishers did not 

negotiate e-book rights with their authors, 
we approached authors directly. In hindsight, 
this was a mistake for two reasons. The first 
was logistical: it was difficult for us to man-
age the contracts of over 1,500 authors (the 
maximum number of rights we held at one 
time) and the rights of nearly 6,000 titles. 

The second reason was that it estab-
lished publishers as competitors, rather than 
partners. They knew the authors and the 
market better than us, and we should have 
worked with them, helping them to update 
their contracts to include digital rights. Then 
in the spirit of partnership, we could have 
worked with them to get the job done and 
done well.  

Rights Management
We’ve heard it all before: how do you 

manage the rights of a product that can be 
made available all over the world with a click 
of the button? In our case, although we signed 
for world rights, entering new markets (Leb-
anon, for example) generated confusion, and 
fomented disputes and frustration between 
us, the authors, and other publishers from 
other territories. There wasn’t (and still 
isn’t) a universal system for rights manage-
ment in the Arab World. 

Again our mistake was not working with 
the publishers to figure out solutions. 

Reality of the Market
The last mistake is that we did not take 

into account the realities of our market. In 
2007, hardly anyone used laptops in Egypt, 
effective credit card penetration was near 
zero, and piracy was (and still very much 
is) a major problem. We were too early, but 
refused to accept that as a reality—instead 

we assumed that the Arab market would ma-
ture as fast as the US and European markets. 
We were wrong, and our collective mistakes 
meant we could not stay in the B2C game 
long enough to enjoy the change. 

Will E-Publishing Work Now?
New digital publishing ventures are 

entering the Arab market. One project that 
stands out is the recently launched e-book-
seller Kotobi.com. In regards to piracy, Koto-
bi, like iBooks and Kindle, is a closed system 
with heavy DRM that includes vetting con-
version partners who work with them. How-
ever, what truly sets Kotobi apart is that they 
are backed by a major GSM provider, thus 
solving the biggest problem e-retailers face 
in the Middle East: poor credit card penetra-
tion (recent figures estimate that less than 
3% of Egyptians have an active credit card). 
Kotobi allows its customers to pay for titles 
through their phone bill, which gives them  
access to an additional 40 million customers 
in Egypt alone.

A warning to all new players: there are 
still many obstacles in your way. Rights and 
licensing will always be an issue, piracy pre-
vails and payment gateway solutions will 
need to be found. 

That said, smart phones penetrate all 
sectors of the market (there are areas in ru-
ral Egypt that do not have Internet, but do 
have 3G), and the vast majority of Arabs own 
mobiles—15% of which are smart phones. 
This means that there are almost more smart 
phones than laptops. There are over 10 mil-
lion tablets with an adoption rate much like 
what was seen in the US market, and given 
that the Pan-Arab GDP is the 6th biggest 
economy in the world, this is a market that 
cannot be ignored.  •

Why Arabic E-Publishing Didn’t Work Then . . . 
But could Work Now
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By Liz Bury

China has flirted with English-language 
trade publishers for better part of a de-

cade, but the sparks of anticipation have 
gradually fizzled along with the Chinese gov-
ernment’s failure to relax restrictions on the 
distribution of foreign-published books.

China remains a rights-only territory 
with a royalty rate which is, relatively speak-
ing, very low. Undeterred, a delegation of UK 
children’s publishers flew to China Shanghai 
International Children’s Book Fair in Novem-
ber 2013, and reported having done excel-
lent business.

“We’ve done 22 Chinese rights deals 
since then,” said Kate Wilson of Nosy Crow, 
independent children’s book publisher and 
app producer. “We’re quite cleaned out of the 
sort of thing they thought would work.”

Adbul Thadha, of two-year-old indepen-
dent Sweet Cherry Press, said Shanghai was 
“excellent, excellent, we had back to back 
meetings, we could have sold the Diaries of 
Robin’s Toys [a series for under sevens, in-
spired by Jeff Kinney’s Diary of A Wimpy Kid] 
40 times over.”

Both publishers will visit Shanghai Chil-
dren’s Book Fair again—both on a two-yearly 
basis. “We need to clock up a few more prop-
erties in between times,” Wilson said.

The restrictions on distributing foreign-
published works in China is no obstacle to 
app sales either. Nosy Crow does “very well” 
with direct sales of English-language apps in 
China, although it found that apps were “not 
a topic of conversation” with Chinese pub-
lishers at the Shanghai show.

Estimates put smartphone ownership 
in China at about 760 million (56% of the 
population), with the number expected to 
reach 1.08 billion (80% of the population) by 
the end of 2014. Chinese consumers can buy 
apps direct from the app store.

challenges from Tight government 
controls Remain

Limits on physical distribution of for-
eign-published works remain, however. Ian 
Taylor, consultant and sales agent for China, 
Hong Kong, and Taiwan, said: “The antici-
pated opening up hasn’t really happened. 
International publishers thought that the 
market was going to become more accessible 
to them, but the way the Chinese see it, they 
want Chinese publishers to be international, 
and to serve the Chinese market.”

Back in 2006, at a time when heavy hints 
were given that trade restrictions would be 
relaxed, HarperCollins opened a chi chi, well-
staffed office in Beijing, and signed deals to 

publish Chinese classics in the West, but it 
has since given up waiting, and moved on.

China was guest of honor at the Frank-
furt Book Fair in 2009, and then again three 
years later at the London Book Fair. Since the 
new government came to power in 2012, it 
has moved to curb travel by state publishers, 
hence the small number of Chinese houses 
expected at this year’s London Book Fair.

“The Chinese government is very keen 
on soft power, it wants to spread influence 
and language. At the same time, it has told 
government publishers to limit travel,” Tay-
lor said. “It was an austerity brought in by the 
new government, which thought there was 
too much lavish expenditure going on.”

“Although they want to increase trade, 
they’re upset because of the negative trade 
balance of import and export when it comes 
to books. In most other lines of business, it’s 
19:1 in China’s favor; in publishing it’s more 
like the other way around.”

uK Publishers Not Buying in Shanghai, 
But Optimistic

UK publishers at the Shanghai show 
were not buying. Thadha grabbed a hurried 
hour at the end of his visit to look at the Chi-
nese works there, but said “there was noth-
ing that we could publish in the UK. The style 
and the way they do things is completely 
different. A lot of fiction books had color pic-
tures, in the seven plus age range, and the 
style and topics were quite Chinese; things 
like local history.”

Restrictions on imports to China have 
choked international trade, and, though 
“there is no getting away from the fact that 
it’s still complicated,” Taylor said, there is 
“light ahead.” Growing demand for a better 
quality and variety of children’s books from 
an increasingly affluent and internationally-
minded middle class will stimulate trade, 
with about 300 million Chinese estimated to 

be learning to read English.
“The challenge is to grow links with the 

private sector publishers, as these are the 
future of Chinese publishing,” Taylor said. 
“There are a lot exciting private sector com-
panies trying to make a go of it—it will be 
rights deals to begin with—but they are not 
terribly well funded and overseas travel is 
expensive. Also, they’re often unsure of their 
visa status until quite late, and so if they do 
come, they end up trying to make appoint-
ments at book fairs at the last minute.”

At the time of writing, David Greggor, 
sales director of Top That! Publishing, was 
on the ground in Shanghai, trying to forge 
just such links with private sector publish-
ers. Top That!, an entrepreneurial UK outfit 
which is in the process of building up a digi-
tal business separate to its publishing, prides 
itself on being a first mover. M.D. David Hen-
derson said, “the backbone of our publishing 
business is selling international co-editions, 
but that is a complex thing to do in China. 
A Chinese publisher may have a printer, but 
they don’t necessarily have the skills and 
the mindset. We are working with them to 
get them up to speed. Selling co-editions in 
China isn’t straightforward, but it’s not im-
possible either.”

If successful, Top That! may become 
one of the first to chip away at the barriers 
to print distribution in China’s trade book 
market.  •

there is no getting 
away from the fact that 
it’s still complicated
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An Insider’s guide: 
How One uK Agency Places Its Writers

By Andrew Lownie

There are several elements to selling 
books to publishers. An agency needs 

to have saleable books in the first place, the 
proposals need to be the best they can be, 
and one needs to know the right editors to 
approach and not give up too easily.

The Website
Our agency spends a lot of time and ef-

fort on the website, as it’s a crucial tool in 
presenting the public face of the agency, at-
tracting potential authors, and selling rights. 
The website runs to several thousand pages 
with individual author pages—including a 
photo and link to their own website—and 
each book—including the jacket cover, a 
précis of the book, review extracts, and the 
rights sold. There are also pages for latest 
news, current submissions, publishing tips, 
forthcoming releases, and much more.

Details of what books have been sold, 
important reviews, short-listings for prizes, 
etc. are posted on a daily basis in the news 
section. These postings are also carried over 
onto the agency’s Facebook pages and Twit-
ter account which has some 7,000 followers. 
We also post commissioned articles, such as 
the popular annual feature “What Editors 
Want,” which tend to be picked up on social 
media. The result is we receive an enormous 
number of visits to the website—over 20,000 
in January for example—and, as a conse-
quence, some 500 submissions each week.

From those 20,000 submissions each 
year, we’ll pick maybe 20 authors. This isn’t 
a simple or cheap process, but we consider 
submissions from the standpoint of how can 
we make them work rather than why we 
should reject them. Every single submission 

is read by the agency and a response sent. We 
send perhaps two proposals or manuscripts 
a day for further readings to external experts. 
Their reports do not come cheap and consti-
tute the agency’s biggest annual bill. Quite of-
ten this development process can go through 
a dozen readings over a period of years, but 
it’s time well spent as the more polished the 
proposal, the easier it is to sell.

The Pitch
Once we have our ducks in a row, we 

need to attract the interest of publishers. Ev-
ery book is pitched by phone, or more often, 
a personalized email to a dozen appropriate 
editors. If they don’t respond, then they are 
politely chased. The agency also sends out a 
newsletter to some 4,000 subscribers on the 
first weekend of every month, giving agency 
news for the previous month, details of books 
sold in all territories, a pitch for all books on 
current submission, links to articles on the 
website, and links to books to be published 
that month. Many editors don’t subscribe so 
we individually email to them a week later 
asking if there is anything they would like to 
call in.

Networking and Partnerships
Both my fiction colleague David Havi-

land and I also make a point of meeting 
editors, especially the younger editors just 
starting out, for coffee, drinks, or lunch on a 
regular basis to pitch ideas. It’s important to 
know and deal with a wide range of editors 
from every possible publishing house as one 
never knows where they might end up and 
what they might buy. It’s important, too, to be 
patient and not give up on editors who never 
buy from one—I sold my first book to one 
editor, whom I had known since university, 

almost 30 years after I first submitted to him. 
We also make the general trade aware 

of our books by rights posting or announc-
ing deals on Publishers Marketplace and this 
is particularly good at bringing in film and 
US enquiries from companies and editors 
unknown to us. That current buzzword “dis-
coverability” can also be applied to authors’ 
books before they are published and our 
aim, often using scouts, is to ensure as many 
people in publishing know about our books 
as early as possible.

The agency tends to submit in waves so 
that there is always scope to try new publish-
ers in the light of the comments on why the 
proposal was turned down. Sometimes it’s 
simply a matter of revising the proposal or 
building the profile/platform of the author, 
sometimes it’s a matter of timing and with-
drawing the proposal for a future date or 
new proposal. Often we will submit twenty 
times trying to find the right editor and I’ve 
occasionally sold a book to an editor who’d 
forgotten they’d already rejected it! With 
The Girl with No Name: the Incredible True 
Story of the Girl Raised by Monkeys by Marina 
Chapman, I persevered for five years of due 
diligence to make her case and five different 
ghosts worked on the book but it became an 
international bestseller sold to 17 countries 
including separately to Australia, Canada and 
US. Daniel Tammet’s autism memoir Born on 
a Blue Day took as long and was even more 
successful, selling to 25 countries. I make 
the analogy to authors that sometimes one 
needs to kiss a lot of frogs before one meets 
one’s prince.

Authors don’t just come in on the slush 
pile. Both David and I network extensively 
by speaking and attending writer confer-
ences and events, taking part in Guardian 
Masterclasses and the London Author Fair, 
using LinkedIn and Twitter to target inter-
esting authors, and approaching writers who 
have appeared in the media, though we nev-
er knowingly approach a writer whom we 
know to be already represented.

We also suggest projects to authors; a 
good example is Clare Mulley’s The Spy Who 
Loved about the SOE agent Christine Gran-
ville, now optioned to a Hollywood studio 
and sold in a range of countries. Recently I 
put an idea to an author of mine, which he 
researched with seed money I arranged 
through a national newspaper, and we now 
have a book to sell with a serial already tied 
to it. Naturally, we are always open to finding 
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authors for book ideas put up by editors—
especially since those ideas usually tend to 
be commissioned. Recently an editor said 
they wanted a teacher’s memoir from an in-
ner city comprehensive and I duly worked 
through educational columnists to find 
someone.

I also make a point of approaching agents 
in other fields whether they are speaker 
agencies or those managing celebrities or 
sports stars. They can often do something 
for my authors and vice versa. Such partner-
ships have brought the memoirs of such re-
ality stars as Sam Faiers, Kirk Norcross, and 
Nanny Pat of ‘The Only Way is Essex” and 
Spencer Matthews of “Made in Chelsea.” My 
own involvement in the Biographers Club 
and Biographers International Organization 
has brought several successful writers to the 
agency.

Author Services
Increasingly the agency has taken to 

“establishing” a book by either selling it in 
another territory first—we’ve recently done 
this successfully in the US, Germany, Austra-
lia, and South Africa—or through the agency 
imprint Thistle Publishing. When, for exam-

ple, no publisher was interested in Monica 
Porter’s “yummy-grand-mummy” memoir 
Raven: My Year of Dating Dangerously, the 
agency published the book through its own 
imprint Thistle, sold a serial to the Mail on 
Sunday for a three-week run and used the 
interest to attract interest from foreign pub-
lishers and film companies.

Thistle, under the management of Da-
vid Haviland, has now published some 
200 books over the last year—a mixture of 
agency backlist and frontlist—as well as sev-
eral Thistle shorts. A good example is Guard-
ian correspondent Shaun Walker’s Odessa 
Dreams: The Dark Heart of Ukraine’s Online 
Marriage Industry, published in conjunction 
with Amazon Kindle Singles, which is cur-
rently number one in Russian travel guides 
on Amazon! I’ve just signed an audio deal as a 
result of another Thistle short in partnership 
with Kindle Singles—Katharine Quarmby’s 
account of her search for her birth father, 
Blood & Water: An Anglo-Iranian Love Story. 
Indeed, a real focus in recent months, as part 
of the agency’s mission to develop as many 
revenue streams as possible for authors, has 
been to exploit unsold territorial and sub-
sidiary rights in agency books and seek re-
version when publishers are not exploiting 
those rights themselves.

The agency has always been responsive 
to the market. Having initially specialized 
in serious non-fiction, especially biography 
and history, the agency quickly also moved 
into memoirs, seeing that publishers’ com-
missioning policy was being shaped by the 
growing importance of the supermarkets. 
The result is that the agency now represents 
many of the leading authors of inspirational 

memoir, including bestselling authors Cathy 
Glass and Casey Watson, and the success of 
these authors brings in other authors in the 
field. Given the importance of ghost writers 
to work with such authors, the agency devel-
oped a strong brand as an agency for ghost 
writers with their very own themed “ghosts” 
party every Halloween. The agency now 
represents over 30 ghost writers who have 
their own dedicated section on the website. 
As a result, publishers will often approach 
the agency looking for ghost writers if they 
need editorial help, and it means the agency 
can package books in-house, linking agency 
authors with the right ghost, giving greater 
control. Every two months, editors who com-
mission books which require ghost writers, 
receive a “ghost newsletter.”

It isn’t easy selling books and there are 
no shortcuts to success—it’s taken me 30 
years of agenting to get to where I am now—
but if one is nimble, responsive, pleasant, 
prepared to think outside the box, reads pro-
posals and manuscripts diligently, attends 
events, and responds to every email, phone 
call, and letter, the deals will come. It’s im-
portant to be courteous—but also firm—and 
to always put the needs of the book first. 

Agenting requires imagination, flex-
ibility, a thick skin to cope with constant 
rejection, and hard work—both David and 
I work over 70-hour weeks and rarely take 
any holiday—but it is rewarding to feel that 
one has given a life to a writer’s prose and 
how the lives of both authors and readers 
can be changed by publication. Even after 
over 1,500 deals, I take pleasure in every deal 
done and in the launching and nurturing of 
writers’ careers.  •

RIgHTS & LIcENSINg   /   united Kingdom

A version of this article originally ap-
peared on the website of the Andrew 
Lownie Literary Agency.

Founded in 1988, the Andrew 
Lownie Literary Agency is one of the 
UK’s leading boutique literary agen-
cies with some two hundred authors. 
It prides itself on its personal atten-
tion to its clients and specializes both 
in launching new writers and taking 
established writers to a new level of 
recognition. 

Books represented have included 
Norma Major’s history of Chequers; 
the memoirs of Sir John Mills, Alan 
Whicker, Gloria Hunniford, David Has-
selhoff, Emily Lloyd, Kerry Katona and 
Patrick MacNee; the best-selling fos-
tering series by Cathy Glass and Casey 
Watson; Sam Faiers’ Living Life the Es-
sex Way; and Daniel Tammet’s interna-
tional best-seller Born on a Blue Day.
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Lucy Abrahams  /  Literary Scout, uK

ScOuT Q&A   /   united Kingdom

Tell us about your biggest success of recent years.

I was fortunate to receive a tip-off about Fifty Shades of Grey 
from somebody outside of publishing back when it was just 
an ebook that some of the Manhattan mommies were passing 
around. That weekend I ended up downloading and reading all 
three books. I remember skimming through and thinking “I real-
ly should be reading manuscripts for work, this is so bad of me.” 
But I was able to say to my clients, “Ok, I really think you all need 
to look at this. I know it’s not the kind of thing any of you nor-
mally publish, but just trust me.” I got lots of emails the next day 
saying, “Ok, you win, I was up reading until 2:30 a.m. but oh God, 
can we really do this?” I think my Spanish clients were the first 

to offer on it anywhere in the world (although unfortunately 
they were outbid) and my Israeli clients were the first to 

acquire it, a few weeks before the Random House deal.

Has serendipity ever played a role for you? 

I once started to read a manuscript and instantly 
disliked the voice of the central character so I 
put it aside. A few months later I was invited to 
an event where I happened to hear the author 
read, and it completely transformed my per-
ception of the book. I read the whole thing, 
and now that I could hear it in his voice I ab-
solutely adored it. I shared my enthusiasm, 
and a couple of my clients acquired it after 
that. This is one of the main reasons I think 

we need more author readings in every pub, 
more low-key launch parties for us all to net-

work more and hear the authors—it can make 
all the difference.

What is the greatest challenge you face in selling 
or acquiring rights?

It’s all about immediately identifying which manuscripts 
are going to sell overnight and which may never sell. There 

are simply not enough hours in the day to explore every tip 
you’re given and to read all the material you want to read. If I 
receive 15 manuscripts in a day, I can’t possibly read them all, 
and neither can my clients. So if you’re as hard on yourself as 
I am, you’re always feeling like you’re failing because there are 
just too many books and not enough time. 

How would you advise publishers today?

I would advise publishers there to hire themselves a scout! 
Not just to get to the manuscripts first, although that is impor-
tant, but also because there are a lot of wonderful books they’d 
probably love to publish that they might never even hear about 
otherwise . . . I also think sales would increase if more scouts, 
journalists, and booksellers were invited to the publishers’ sales 
conferences, (imagine putting all that effort and investment into 
presenting the list internally and talking amongst yourselves!) 
but that’s another story.  •

Lucy Abrahams serves as a 
scout for Objectiva (Portugal/

Brazil), Books in the Attic (Israel), Pax 
(Norway), Natur & Kultur (Sweden), 

Santillana (Spain) Origin Pictures and a 
wide variety of international clients. 

Find her online online at: 
www.literaryscout.co.uk/
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AgENT Q&A   /   germany

Silke Weniger
Literary Agent, germany
Is the picture book market still thriving in germany?

Why still? Picture books have been doing pretty poorly for years. 
The German picture book market was considered just as diffi-
cult. Only over the past two years, has this market been slowly 
revived due to newly founded publishers like Aladin, Jacoby & 
Stuart, and Klett Children’s Books; but Diogenes also started 
buying picture books again. That is wonderful.

Are there any books that don’t work in germany right now?

YA novels by celebrities are very hard to place in Germany. Pic-
ture books with too strong an educational message are 
as well. Humor is hard, too, unfortunately, when it is 
too sarcastic or tounge-in-check. Children’s books 
about American history and German 20th-cen-
tury history are not selling.

Which books are doing better in 
germany than other markets like 
the uS and uK?

Love stories with good plots, 
credible protagonists, and a re-
alistic background have always 
sold well in Germany. The im-
portant thing is that the at-
mosphere is right and the 
narrator authentic. Just add a 
serious conflict with psycho-
logical problems or an illness, 
and the German market is 
won over.

Silke Weniger is the 
owner and president of the Silke 

Weniger Literary Agency. She studied 
communication, German literature, and 

sociology in Munich. She founded her own 
literary agency in 2000.

The agency represents German-language authors, 
predominantly from the children’s, YA, and literary 

sectors, as well as German translation rights for 
international publishers and agencies. 

Learn more about the agency online at:
www.litag.de

Five years ago, a wave of new 
YA-focused imprints were 
founded by german publishers 
that outbid other imprints.

Yes, that’s true. In 2008 and 2009, 
several fiction publishers started YA 
imprints. Not all of them lasted up until 
now. I can’t confirm, though, that they out-
bid everybody else.

Are you taking on more german authors?

We are trying.

. . . and are you looking for crime and realistic topics?

Yes, definitely—by German and foreign authors.  •
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AgENT Q&A   /   china

David Lopez-Del Amo
Literary Agent, china
Since moving to china, what has been your biggest success? 

Since I set foot in Beijing over two years ago, no deal has given 
me more pleasure than having Little Red Riding Hood in Manhat-
tan by Carmen Martín Gaite translated into Chinese. Although 
the manuscript has been a mainstay of Spanish children’s 
literature for the past twenty-odd years, it was no easy 
task to find the right publisher for an author whose 
sole foray into children’s books presents an un-
conventional take on the meaning of personal 
success and achievement, certainly for this 
times and these shores. It will finally 
launch this autumn and I can’t wait for 
readers’ reactions.

Has serendipity played a role in 
your good fortune?

In my case, a rare visit with a lo-
cal editor to a 93-year-old phi-
losophy professor of Qinghua 
University has been decisive 
in turning a new translation of 
Ortega y Gasset, a Spanish author 
that has had some resonance in 
China since the 1930s but that is 
already in the public domain, into 
a multiple translation series involv-
ing other copyrighted authors. We 
became so enthralled with the schol-
ar’s recollections of the readings that 
had impacted him during his formative 
years that the publisher is now convinced 
of the necessity of scaling up the original plan 
to include some newer works that provide more 
contextualization. Admittedly, the quest for seren-
dipity can become a distraction but alas, sometimes is 
worth the effort.

What has been most challenging to you in selling rights?

We in this industry are doing our collective best to entrench 
the cultural hegemony of the English-speaking author or, more 
precisely, the US author. To be true, there’s no despicable An-
glo power imposing this upon us, just laziness and a paucity of 
resources combined. So, promoting manuscripts that have not 
received the perfunctory review in English is becoming increas-
ingly difficult in certain territories. The point I am trying to make 
here is not a tirade against the English language—as I would 
like to see more effort on producing good sample translations. 
Rather, it is purely a question of cultural assimilation. And this 
is my message: No self-respecting editor should outsource their 
evaluation of a manuscript to a certain John Doe from Tallahas-
see giving two stars on Goodreads.com to some author who falls 
outside of his cultural comfort-zone. But that’s the impression 
you get sometimes.

How has digital publishing impacted your work in china?

In China, as far as foreign fiction is concerned, the digital revolution is about 
to start, and it will be driven by people transitioning from reading books on 
mobile phones to reading them on tablets and other hand-held devices. The 
technical limitations of mobile phones, which have enjoyed a massive share 
of the digital market for years, favored the proliferation of “online writers,” 
that is, writers of popular genres that served content in a serialized fashion 
specifically for this medium. 

Coupled with the preponderance of a single mobile operator, this gener-
ated an income model that relied on bulk downloads at the expense of a low 
royalty rate. This, in turn, made it all but impossible for local publishers to 
provide a decent stream of revenue to foreign and local authors alike. With 
new platform entrants, some vying for prestige and others having to acquire 
economies of scales, it is expected that the revenue split for both the pub-
lisher and the author vis-à-vis that of the service provider will be sufficient 
to justify a greater presence of foreign authors in their digital catalogues.  •

David Lopez-Del Amo 
is a literary agent based 

in Beijing, China. 

He can be reached at:
d.lopez@sinicus.es
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AgENT Q&A   /   Hungary

Norbert uzseka
Literary Agent
Hungary

What constitutes success for you in the Hungarian market? 

I think a literary agency can sell international bestsellers for rel-
atively huge amounts of money easily, even in our small Hungar-
ian market. So I prefer saying my biggest successes are whenev-
er I find the right publisher for a not-so-typical or obvious book 
that then becomes a so-to-speak bestseller in Hungary, or when 
I find an unfilled gap in our market. But to tell you a personal fa-
vorite of mine: I was very happy to finally sell The Selected Works 
of T.S. Spivet by Reif Larsen. It wasn’t really my own victory, as 
the Hungarian publisher bought it (after some bidding) because 
of the movie, not because of my continuing effort for years, but 
they did an amazing job for the book, and hopefully once the 
movie reaches Hungary, it’ll become a huge bestseller.

You mention that Hungary is small. Does that pose 
specific challenges?

Yes, the fact that Hungary’s population is 10 mil-
lion means several things. First, it’s difficult to 

sell multiple books on a specific topic, be-
cause if there’s a book on a special subject 

out in the bookstores’ shelves, people 
probably don’t buy up another one on 

the same subject. Second, our market 
is ruled by a handful of big distribu-
tors, several of which often pay late. 

All of them run publishing houses, 
too, so they buy rights from us, but 
it also means that they are concur-
rences with the independent pub-
lishers. And as everyone owes lots 
of money to everyone, our market 
is quite unpredictable. 

Have e-books had much impact 
in Hungary?

In Hungary it’s just started. At this 
point, e-books are the necessary evil 

for the most of our publishers. You 
have to do it, but you probably won’t 

break even on the production costs 
through sales. Hungary is infamous in the 

movie world because of piracy (although I 
doubt it’s a specifically Hungarian problem), 

and it’s a fact that there are lots of torrent sites 
where one can find lots of illegal (mostly scanned) 

e-books. I think the main problems are pricing and lack 
of availability of the books in e-book format. It’s unusual for 

publishers to buy digital rights together with printed rights, but 
it’s just started recently. So people with e-readers couldn’t buy 
Hungarian e-books for their devices until recently. Now they can 
buy a lot of e-books, but they are not happy with the prices. 

E-books are priced at 70–85% of the print copy’s price and 
the majority of the people find it too high. Therefore, instead of 
buying it, some of them download from illegal sites. On the oth-
er hand, some publishers are experimenting with social DRM, 
which makes the e-books much less expensive, and they can 
sell ebooks at 50% of the printed copy’s retail price. The results 
have been good for the publishers. But these are mostly genre 
publishers, and a sci-fi reader is much more loyal to his/her 
favorite author and publisher than someone who buys main-
stream bestsellers.  •

Norbert Uzseka is a literary 
agent with Lex Copyright 

Iroda in Budapest, Hungary. Lex 
represents Hungarian-language 

rights for such companies as Janklow 
and Nesbit Ass., Random House, Baror 
International, Agatha Christie Ltd., St. 

Martin’s Press—just to name a few.

He can be reached at 
lexcopy.bp@mail.datanet.hu
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AgENT Q&A   /   Sweden

Lena Stjernström
Literary Agent, Sweden

Sweden and germany seem to have good publishing rela-
tions. Why? 

The German market has always been important to Sweden. 
The German publishers have extremely in-depth knowledge of 
Swedish literature. Many of them read Swedish, too. The Nordic 
countries are, of course, important too, but a great success in 
Germany is a good springboard for further international sales. 
And the English-speaking markets have become more and more 
important to us over these last few years. With the great suc-
cesses we’ve had with some of our titles in the US and UK, these 
markets open even more. And, of course, other markets watch 
the English-language markets to know what is already big.  •

Tell us about one or two of your recent success stories. 

Sara B. Elfgren and Mats Strandberg’s The Engelsfors Trilogy (The Circle, Fire, 
and The Key) has received tons of awards and prizes. It is an urban fantasy 
trilogy about six teenage girls who realize they are the chosen ones and the 
only ones that can stop the apocalypse. It is very Swedish and extremely 
well written, and rights have been sold to 30 countries. What’s more, former 
ABBA member Benny Andersson started a film production company exclu-
sively to be able to work with this. The filming starts this month. Another is 
the three-book deal we made with Norstedts for Cilla and Rolf Börjlind’s The 
Spring Tide, The Third Voice, and Black Dawn, which are exceptional page-
turners with lots of intrigue and surrealistic turns and twists—the authors 
are successful TV and film crime scriptwriters. The rights have now been sold 
to 26 countries, and the film rights are with Filmlance (part of Shine Group). 

How has the digital revolution impacted the 
way you do business in Sweden?  

The development of the digital revolution is 
great, but it has been going surprisingly slow in 

Sweden. And for the rights business, it has been 
a challenge. First, no one knew how to price an e-

book. The old contracts were customized for the pa-
per book. For example, the common old paragraph that 

allowed publishers to hold the rights till they have sold 
out the stock simply wasn’t applicable to e-books, as there 

is no stock on e-books. Accordingly, we had to customize rights 
conditions for the new formats. Another outcome is that it has 
also led to a new need for accuracy in dealing with the rights. We 
discuss the different formats before selling and negotiate every 
format in terms of time and price very thoroughly. 

So, you’re having a lot of success with film adaptations?  

Definitely. Adapting books to film is hotter than ever. Many of 
our writers come from script writing: Cilla and Rolf Börjlind, 
Sara B. Elgren, Tove Alsterdal, Håkan Östlundh. So, today we 
don’t look only for book authors. We represent storytellers. We 
sell a lot of film rights, and we handle the film rights very seri-
ously. Earlier, an author, or even an agent, would be happy to 
just sell an option, with the chance that someday in the future it 
might become a film. Today, literary agents are better at protect-
ing the immaterial rights of their authors in relation to the film 

industry. There are many different rights within the spectrum 
of a book: TV, film, home market, international market, re-

makes, characters, etc. 
The involvement by the author is another factor 

to consider. Some authors just sell the rights and 
let the film people do the rest. Some authors are 

interested and qualified to be a part of the film 
adaptation. Of course, these are great opportu-

nities. It opens up the opportunity for develop-
ment of the characters with the creators. For 
example, with The Engelsfors Trilogy, the au-
thors teamed up with three illustrators and 
produced a new graphic album, which came 
out between books two and three in the tril-
ogy. The stories in the graphic album were 
like “bonus material” for the trilogy.

Lena Stjernström 
is CEO and a literary 

agent with Grand Agency 
in Stockholm, a leading 

independent literature and film 
agency representing authors from 

Sweden and the other Scandinavian 
and Nordic countries.

She can be reached at:
lena@grandagency.se
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Writing and Agenting in the 
Philippines, Asia’s Forgotten giant

AgENT PROFILE   /   Philippines

Interview by Rosie Milne

Manila-based Andrea Pasion-Flores is 
a copyright lawyer, an academic, and 

now one of the few literary agents working 
in the Philippines with the Jacaranda Liter-
ary Agency.

The Philippines is often overlooked in 
discussions of Asian publishing, but this 
large, diverse market with over 100 million 
people is full of opportunities for the pub-
lishing industry and rich with authors, litera-
ture, and readers.

Previously, Pasion-Flores served as the 
Executive Director of the National Book De-
velopment Board of the Philippines (NBDB), 
where she was known for introducing liter-
ary events to the Philippines and winning 
support for stronger copyright laws. 

As for her new role as literary agent, 
she remarks, “I have a feeling I am not only 
the first literary agent in the Philippines, I 
suspect I am also the only one! I think there 
should be more, but people still have to get 
used to the idea of an agent. Here, content 
creators deal directly with publishers, but, 
as everywhere, creators and publishers have 
distinct interests.”

And while she notes that the industry is 
growing, it needs more professionalization. 
“Like many young markets, I think the Phil-
ippines still has a lot to improve on. We lack 
editors able to give high-level advice on man-
uscripts, though we do have a good number 
of copy editors. We need more distributors, 
marketers, and publicists, more experienced 
book designers, more translators.” 

The Philippines also has some 170 re-
gional languages, 12 of which are designated 
mother-tongue languages. “There are many 
authors working in Filipino (Tagalog) as well 

as in English. Of course, there really needs 
to be more translation work going on for all 
these languages, not only from English to 
Filipino and vice versa, but to all 12 mother 
tongues at least. It’s happening, slowly.” 

That said, most of the bestsellers in the 
country are those written in Filipino (Taga-
log). “The English titles don’t come close to 
the numbers bestsellers in Filipino rack up, 
but  most bestsellers in other markets would 
also be the bestsellers in the Philippines.” 
Pasion-Flores also notes other trends, such 
as a growing interest in graphic novels and 
comics, and well as a boom in crime and fan-
tasy writers. “For more popular lit, romance 
is still up there, especially with a little bit of 
a twist—interracial romance, paranormal 
romance.” 

The Canadian self-publishing platform 
Wattpad is big in the Philippines, so much so 
that she says it dictates what gets published 
by commercial publishers. “The language be-
ing used is Filipino mixed with English—lots 
of ‘Taglish’ going on. The stuff that’s written 
might not meet professional standards, but 
Wattpad is its own space, and what a large 
space it is! There’s a lot of fan fiction and 
erotica being written in that space.” 

 If she were appointed “spokeswoman 
to the world” for the literature of the Philip-
pines, what would she say? “The literature 
coming from the Philippines reflects the pain 
and suffering found in the everyday reali-
ties of the Filipino people. Remember we’re 
always in the path of destruction—we’re 
in the storms’ way and in the Ring of Fire. 
Many parents leave children behind to work 
overseas. We’ve had a long colonial past, the 
effects of which we’re still suffering from. 
Many are mired in poverty still. Yet despite 
this history of suffering, Filipinos have been 
found to be among the most optimistic and 
caring people on Earth . . .

“I believe with all my heart that a novel 
reflecting this part of the world’s realities 
from a writer who lives in the Philippines 
will soon blow everyone away. I am deter-
mined to find that novel and represent it, and 
it’s not going to be just one novel but many. 
I do know Filipino literature is rich and var-
ied—and grossly underrepresented in the 
world’s publishing arena. Jacaranda intends 
to stop this underrepresentation of Asian lit-
erature. I feel very strongly that the world is 
ready to read Asia. I promise the world Asian 
literature won’t disappoint.”  •

I believe with all my 
heart that a novel . . . from 
a writer who lives in the 
Philippines will soon blow 
everyone away.

Andrea Pasion-Flores Recommends 
Filipino Authors

In English: see Vicente Garcia Groy-
on, Katrina Tuevera (the daughter of 
another great woman writer, Kerima Po-
lotan Tuvera). There’s also Glenn Diaz, 
Tara F.T. Sering, and Dean Alfar. 

Crime fiction: F.H. Batacan. 
In Filipino: funny yet painful com-

ing-of-age essays of Beverly Wico Siy. 
Male writers: Charlson Ong is a re-

ally fantastic novelist writing about the 
Filipino-Chinese experience.

Short stories: Gilda Cordero-Fer-
nando, especially A Wilderness of Sweets, 
People in the War, and Ninotchka Rosca’s 
State of War. 

Poetry: Edith Tiempo and Marjorie 
Evasco are wonderful. For poetry and 
criticism in Filipino, I’d go for Virgilio 
S. Almario. He is translated into English 
by Marne Kilates. Krip Yuson and J. Neil 
Garcia’s poems must be read, too.  

Children’s literature: Ompong Re-
megio’s story books. Candy Gourlay’s 
novels are fantastic, too. Everyone ought 
to read Doll’s Eyes by Eline Santos, a hor-
ror story for children that happens in 
the labyrinthine city of Quiapo, a chaot-
ic, mystical place in Manila. It’s wonder-
fully terrifying! The illustrations of Joy 
Mallari are riveting as well.

Andrea Pasion-Flores
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The vikings of Brazil
Interview by Carlo Carrenho

It was virtually impossible to predict how 
a fortuitous meeting between two Ph.D. 

students who were neighbors in a London 
apartment building would come to mean so 
much to the Finnish and Brazilian book mar-
kets. Pasi Loman was a Finn studying history 
in the UK, and his neighbor, Lilia, was a Bra-
zilian girl getting her doctorate in literature. 
One thing led to another, probably involving 
asking for a cup of coffee, and, yes, it led to 
a romantic cliché: the cool Scandinavian guy 
married the hot Latin girl, and they moved to 
São Paulo, Brazil.

In the largest South American city, Pasi 
started working a translator when, four years 
ago, he had the idea of establishing a literary 
agency specialized in Nordic literature. Soon, 
the literary agency “Vikings of Brazil” was 
born, and the Lomans have been successfully 
dedicated ever since to selling Scandinavian 
books into Brazil and vice versa. 

Here, Loman talks about Finnish and 
Brazilian literature, and what publishers 
should look for prior to Finland’s appearance 
as Guest of Honor at the Frankfurt Book Fair 
this year.

Which Finnish authors should foreign 
publishers keep an eye on?

Like in other Scandinavian countries, 
there are many absolutely brilliant crime au-
thors in Finland, many of whom have already 
found an international audience, too. As ex-
amples, one could mention Leena Lehtolain-
en, Pekka Hiltunen, Matti Rönkä, and Matti 
Joensuu. Of the crime authors yet to make an 
international breakthrough that I would like 
to highlight [is] Reijo Mäki, whose 23 books 

and 8 films with the same character, Vares, 
are absolutely huge in Finland and should 
appeal to fans of Nordic noir anywhere. 
Finns are also very good at historical fiction, 
like Sofi Oksanen’s huge success has shown. 
Finally, I would also like to draw attention to 
Finnish children’s and YA authors, for they 
are absolutely world-class, from Tove Jans-
son’s “Moomin” series to modern authors 
like Mauri Kunnas, Siri Kolu and Seita Park-
kola, who won the prestigious Pépites award 
in France for the Best YA Novel of the Year in 
2012. Given that Finland has reportedly the 
best education system in the world, foreign 
publishers would do well in looking into 
Finnish school books, even if some adapta-
tion would be necessary to fit the material 
into their respective national curriculums.

What about Brazilian books and literature?
I continue to be amazed at the high qual-

ity of Brazilian children’s literature. There is 
a great depth of talented authors and such a 
rich variety of different styles of illustrations. 
Every home everywhere in the world should, 
for example, have Ziraldo’s Flicts, a true clas-
sic and one of my 4-year-old daughter’s fa-
vorites. Then there are other classics like 
Lygia Bojunga and Ana Maria Machado. But 
foreign publishers should also really keep an 
eye on the younger authors like Ilan Bren-
man, Laura D. Macoriello and Toni Brandão, 
for example. Countries that are open for 
translated books for teenagers should check 
out two mega best-sellers, Paula Pimenta 
and Thalita Rebouças. For adults, in addition 
to Paulo Coelho, I would recommend foreign 
publishers to read Cristovão Tezza, Luis Ruff-
ato and Bernardo Carvalho, all of whom were 
in Frankfurt [last] year.

How did vikings of Brazil launch?
Kind of by accident. A [few] of years 

ago I got an opportunity to revise and then 
translate two books by the great Sofi Ok-
sanen for Brazil’s biggest publisher, Record. 
After finishing the work, I wanted to do more 
translations, but I quickly realized that un-
less I start selling rights for Finnish books, 
I would be waiting a very long time for the 
next translation job, as so very few Finnish 
books had ever been sold to and published 
in Brazil. After some quick research on the 
situation with authors from the other Nordic 
countries, it became obvious that there was 
great potential and a niche that no one had 
exploited yet, so I opened my agency, Vikings 
of Brazil, even though I had no experience 
whatsoever in the publishing industry. And 
we haven’t looked back since then. 

From Frankfurt 2011 to the end of this 
year I estimate that we will have sold rights 
for about 100 Nordic books to Brazil. Com-
pare that to the fact that in 2009, the last year 
for which I’ve seen statistics, only 51 trans-
lated books were published in Brazil that 
were originally written in languages other 
than English, French, Spanish, German or 
Italian. As you can imagine, our success has 
surpassed even our own wildest dreams.

What are the toughest challenges?
The biggest problem is not always hav-

ing English translations available of the 
books, something which would make it eas-
ier for the publishers to analyze the work. 
Many, perhaps most, publishers are able to 
make decisions based on a sample transla-
tion, but others demand a full manuscript 
in a language that they can read. So unless a 
book has been already published in an Eng-
lish-speaking country, the negotiations may 
sometimes end very quickly.

The fact that Finnish publishers and 
agencies tend to invest more in sample trans-
lations than the Brazilians—and that more 
Finnish books have already been published 
in languages that the Brazilian can read than 
vice versa—has meant that it has so far been 
easier to sell Finnish books to Brazil than 
Brazilian books to Finland. But I think the 
Brazilians are catching up on this.  •

Every home everywhere 
in the world should . . . have 
Ziraldo’s Flicts, a true classic 
and one of my 4-year-old 
daughter’s favorites.
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The Battle to Remain 
Profitable and Relevant

By Jane Tappuni

After more than ten years of upheaval, the 
publishing industry is still struggling to 

adapt to fundamental changes in the mar-
ketplace. Starting with the dawn of digital 
publishing, the rise of social media, and writ-
ers’ increased ability to publish and promote 
themselves, direct relationships with readers 
have created a whole new value chain. Pub-
lishers, now more than ever, are left striv-
ing to prove their worth as a necessary and 
relevant part of the information ecosystem.  
To win this campaign and remain profitable, 
content providers are seeking better data 
that will help them publish more effectively, 
repackage, or license content to draw in new 
audiences, and create new methods of reach-
ing and connecting with readers.

HarperCollins, for example, established 
a “consumer insight” department and works 
with organizations that collect data about 
general consumers, their interests, and buy-
ing habits. When analyzed, this data enables 
publishers to create reader profiles for dif-
ferent books considered for publication 
that are then made available to all strata of 
the company. By democratizing the data, it 
can be integrated into the decision-making 
process in all areas of publishing and title 
promotion—from which books to acquire to 
where to advertise or feature publicity—in 
order to reach that target audience.

Trade publishers haven’t yet adopted a 
subscription service of their own, but some 
have partnered with such companies as 
Oyster and Byliner to license the work of 
their writers and share with a built-in audi-
ence. What makes these subscription ser-
vices interesting to publishers is that they 
can provide even further data on who their 
readers are, why they read, what they read, 
and when. As Willem Van Lancker, Oyster 
co-founder and the company’s chief prod-
uct officer, mentioned in an interview in Fast 
Company last month, now that they have 
this information about their subscribers, 
Oyster can add content to heavily-trafficked 
genres, focus customer service time to hours 
when people tend to read more (between 
8 p.m. and 2 a.m.), and promote or repack-
age content based on interest. While there 
have been some concerns that readers will 
be overwhelmed with the all-you-can-eat 

buffet of reading that a subscription service 
provides, both Oyster and Byliner are curat-
ing this content with added features. Byliner 
Weekly, for example, centers on a particular 
subject—Creatures, Fame, Genius—and in-
cludes stories from the site in a weekly maga-
zine edition to offer discovery of new writers 
and backlist content.

Last year at the London Book Fair, Pub-
lishing Technology presented new research 
we conducted on publisher initiatives to cre-
ate online communities to connect with read-
ers. This research overwhelmingly showed 
that online communities are a growth area 
in marketing, giving publishers a better un-
derstanding of what readers want and fos-
tering repeat customers. While some of that 
growth has slowed, publishers continue to 
devote considerable marketing resources 
and personnel to connecting directly to read-
ers both through online communities and 
social media. Most notably, science fiction 
and fantasy publisher Tor Books has created 
Tor.com, a one-stop shop for information on 
the science fiction/fantasy entertainment 
world. The imprint devotes as much energy 
to discussing the upcoming season of Game 
of Thrones as it does to highlighting its latest 
book. Tor Books knows that a news and fan 
portal is more effective at drawing in readers 
and promoting writers than acting strictly as 
a marketing site.

This evolution in publishing is not with-
out considerable hurdles in revising pub-
lishing strategies, experimenting with new 
business models, and determining the right 
approaches to adopt for the future. But, un-
like ten years ago, publishers are becoming 
more agile in response to these dramatic 
changes in the industry and rapidly evolving 
expectations of readers, both to remain prof-
itable and relevant but also to achieve new 
success.  •

Jane Tappuni, EVP, Business Development 
for Publishing Technology, will be joined by 
Ashleigh Gardner (Wattpad), Euan Adie (Alt-
metric), and chair Ed Nawotka (Publishing 
Perspectives) at the BIC Supply Chain Seminar 
during the London Book Fair. The event,  “THE 
BIG DEBATE: Business models – experiment-
ing for the future,” will take place at 11:45 a.m. 
on 10th April 2014.

By democratizing the 
data, it can be integrated into 
the decision-making process 
in all areas of publishing and 
promoting these titles.

Jane Tappuni
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Open Access: The Journey So Far
By Rob Johnson

It has been more than a decade since the 
Budapest Open Access Initiative first de-

fined the phrase “Open Access.” For some, the 
rate of progress towards unrestricted, free 
access to scholarly research has been disap-
pointingly slow. Yet the pace of change has 
quickened substantially in recent years. Mo-
mentum for Open Access has been building 
across the globe, but the June 2012 release 
of “The Report of Working Group on Expand-
ing Access to Published Research Findings” 
(better known as the “Finch Report”) in the 
United Kingdom was the catalyst for many of 
the changes seen in the last two years.

In late 2013, the Finch group released 
an updated report which paints a mixed 
picture, reflecting the combination of chal-
lenges and opportunities Open Access rep-
resents for publishers, institutions, funders, 
and authors. The mantra for policy makers in 
the UK in recent months has been that “Open 
Access is a journey, not an event,” and it does 
seem inevitable that subscriptions and Open 
Access will co-exist for several years to come. 
As we move into 2014, now is a good time 
to reflect on some of the lessons that can be 
taken from the journey so far. 

1. Open Access is already happening 
The debate over Open Access (OA) has 

shifted decisively from whether it is “a good 
thing” to how it should best be achieved. 
Funders, librarians and many publishers 
have largely acknowledged the OA move-
ment and are actively working to promote 
and facilitate it.  As a result, there has been 
substantial progress towards increasing 
Open Access to research in the UK, and glob-
ally, over the last 12-18 months.      

Despite this, it is also true that there 
remains some way to go. Awareness and 
understanding of OA is still limited in many 
academic disciplines, and the Finch Progress 
Report noted a belief among some learned 
societies that change can be put off indefi-
nitely.  It is clear, though, that the report’s 
authors do not see this as a viable strategy 
for much longer.

2. gold and green can co-exist
The debate about the respective mer-

its of “Gold” and “Green” OA continues, but 
the reality is we are now firmly in a mixed 
economy of OA, where both forms play an 
important, and complementary, role. Some 
funders, such as the Wellcome Trust and the 
UK Research Councils, have stated a clear 
preference for Gold, and many publishers 

naturally prefer the Gold route as a means of 
preserving revenues. However, the majority 
of funders internationally are either agnos-
tic, or in favor of Green. Academic institu-
tions, mindful of cost considerations, have 
also tended to favor the Green route when no 
external funding is available.   

Publishers must therefore respond to 
the growing demand for both forms of OA.  
Many now offer “hybrid journals” as well as 
new fully OA titles, and have had to put in 
place new administrative systems to support 
these. In addition, publishers must grapple 
with the risk that Green OA will ultimately 
reduce subscription, article purchase, pay 
per view, or Gold OA revenues. 

3. Disruption is happening, but not 
overnight

Drawing on the work of business theo-
rist Clayton Christensen, some view Open 
Access, and particularly its Gold variant, as a 
“disruptive innovation.” Christensen’s work 
suggests established products (in this case, 
subscription journals) will be progressively 
disrupted and displaced by lower-cost alter-
natives based on new technology and a new 
business model (Gold Open Access). Yet as 
we have already seen, the pace of transition 
to OA has been relatively slow in contrast, 
say, to the replacement of CDs by digital 
downloads.  

One explanation for this is that, unlike 
the music industry, in the scholarly and sci-
entific market, there is no single “customer 
type” for scholarly publications. The ulti-
mate consumer—readers—are represented 
instead by a proxy: institutional libraries. 
And many readers, as researchers, are also 
producers and editors of journal content.   
Further inertia is built into the system by the 
dominance of the journal impact factor, which 
article-level metrics have yet to supplant, as 
well as the entrenched tendency of academic 
promotions committees and research assess-
ment exercises to favor established journals. 
But if the theory is correct, the rate of disrup-
tion may soon begin to increase.

4. One size does not fit all  
Open Access has already made great 

inroads in certain areas of science. Journals 
such as PloS One, BioMedCentral, and now 
e-Life represent an increasingly popular al-
ternative to traditional subscription journals 
in the medical and life sciences. The Arxiv e-
print service has become ubiquitous in the 
fields of physics and mathematics. Yet efforts 
to promote Open Access across other aca-
demic disciplines have met with less success. 

In some cases, like humanities and social sci-
ences, funders have acknowledged these dif-
ferences by accepting longer embargo peri-
ods, but other issues remain unresolved. For 
example, licensing remains a major concern 
for scholars who require re-use rights for im-
ages, or who are concerned about their arti-
cles being used elsewhere without their con-
sent. Further, article processing charges (or 
APCs) are a challenge to publication in disci-
plines with little access to external research 
funding, and trials of Open Access scholarly 
monographs remain in their infancy.  

5. We need better systems and standards 
Open Access has created a growing 

need for publishers, authors, institutions, 
and funders to interact more closely and in 
different ways. In doing so, it has frequently 
exposed the inadequacies of the existing sys-
tems and standards used within the schol-
arly publishing process. Without standard 
forms of article metadata, institutions cannot 
reliably harvest information on their OA pub-
lications.  Spreadsheets and manual adminis-
trative processes set up in the early stages of 
OA are coming under increasing strain as ar-
ticle volumes rise. Payments of APCs are not 
always correctly matched against invoices. 
Demands for information on OA publishing 
patterns, APCs and funding sources exceed 
the data available. The need for commonly 
accepted metadata standards and increased 
interoperability between systems has be-
come abundantly clear.

Where next?
Open Access is happening, in both Green 

and Gold form, and as the rate of change in-
creases we will see disruption, growing dis-
ciplinary variations and a continued need for 
improvement in systems and standards.  •

Rob Johnson is the Founder and Director of 
Research Consulting, which was formed to 
provide consultancy, advice and support to 
organisations in the field of research manage-
ment to the higher education, healthcare and 
academic publishing sectors.

Interested in more information? Please 
read CCC’s “Five Predictions for Open 
Access in 2014,” which provides addi-
tional insights into what we can expect 
in the next 12 months.

bit.ly/openaccess-ccc
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let’s talk business!
Introducing the Frankfurt Book Fair Business Club 
and Business Club Ticket

The Frankfurt Book Fair is all about big busi-
ness. This year, the fair is launching a brand 
new Business Club to offer attendees just the 
right setting for conducting business and nego-
tiating deals. The club’s exclusive program will 
feature conferences, networking events, semi-
nars, and guided tours of the Book Fair. 

In this interview, Book Fair managing direc-
tor Juergen Boos and Britta Friedrich, director of 
events and programmes, discuss the new Busi-
ness Club offering.

What led frankfurt to introduce the 
business club?

Juergen Boos: In our conversations with 
our customers all over the world, we’ve always 
asked them what they expect from us as a Book 
Fair and how we can offer them more sup-
port for the work they do. The responses have 
been surprisingly unanimous: more effective 
networking with new business partners. More 
inspiration. More practical tips for doing busi-
ness and more discussions about new business 
models. The launch of the Business Club is our 
response to these needs. It will be the place at 
the Book Fair where new business is generated 
and lasting contacts are made. 

The Business Club is focused on interac-
tion and dialogue—and it levels the playing 

field for professional exchange. We want to 
create a space for inspiring conversations with 
a purpose. Our goal is to offer entrepreneurs, 
founders, pioneers, experts, and visionaries the 
perfect setting for conducting business at the 
Frankfurt Book Fair. 

What does the business club program 
look like?

Britta Friedrich: The Business Club offers 
a full range of amenities and services. For one 
thing, members can take advantage of the warm 
ambience of the club for their meetings and ne-
gotiations. They are also free to choose from a 
variety of events and networking opportunities 
depending on their own needs and interests. 

Each day, the Business Club program will 
kick off with a business breakfast and end with 
a get-together. In between, there will be work-
shops, master classes and talks with CEOs of 
major publishing houses. We’ll also organize 
personal one-on-one meetings upon request 
with consultants, media attorneys, financial 
experts, and more. Other features include guid-
ed tours of the Book Fair focused on specific 
themes, as well as speed dating services. The 
Business Club Ticket also grants you access to 
the CONTEC and StoryDrive conferences, along 
with the Rights Directors Meeting. 

a club thrives on an atmosphere of 
exclusivity. What Will the frankfurt 
book fair’s business club look like?

Britta Friedrich: We want to create an at-
mosphere that is quiet enough for those who 
need to focus on their work, but that also offers 
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business club info

The Frankfurt Book Fair Business Club 
Ticket costs 490 euros for a 1-day 
ticket, or 990 euros for a full-access 
ticket. The full access ticket includes 
the CONTEC and StoryDrive confer-
ences, the Rights Directors Meeting, 
along with numerous other events. 
Or purchase a 1-day ticket, valid for 
a single day of your choosing, to 
attend all events and conferences on 
that particular day. 

Other perks include access to the 
business lounges, coat check and 
concierge services, as well as guided 
tours and networking opportunities. 
Access to the Business Club is limited 
to Business Club Ticket holders only. 

Register before 30 April to take 
advantage of a 25% introductory 
discount. A 20% early bird discount 
will be in effect from 1 May to 31 July 
2014.

www.book-fair.com/businessclub 

Britta FriedrichJuergen Boos FrankFurter Buchmesse 

Business  
Club

www.book-fair.com/businessclub
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niches for networking and getting to know new 
people. A safe haven like this is a real luxury 
for those running from meeting to meeting on 
a typical day at the Book Fair. Imagine an ex-
clusive hotel lobby at the heart of a metropolis. 
Life is buzzing just beyond the lobby windows, 
but the lobby itself creates a cultivated, relaxed 
atmosphere. There’s a quiet area where mem-
bers can retreat to get some work done and a 
bar where they can meet and chat with other 
people. That’s what our Business Club is all 
about, with its variety of lounge areas catering 
to a variety of needs. The Business Club lounges 
are located in Hall 4.0. Events will also be held 
in Room Europa and Room Dimension.



publishingperspectives
conferences & events

Monetizing the Backlist conference 2014
April 24, 2014   /   New York city

Experts from publishing and technology will present tools for monetizing 
your backlist content, and discuss strategies to help you identify and utilize 
new revenue opportunities going forward.

Join us at this half-day event in New York to 
network, strategize, and discover.

Sponsored by Publishing Technology 
Hosted by Scholastic

BuY YOuR TIcKETS NOW!
bit.ly/PP-monetize-2014

See you on April 24 in NYc!
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LETTER FROM THE EDITOR   /   ukraine

that this past winter an exhibit of images 
from the book were displayed at a gallery 
in New York City. Malkovich has also taken a 
bold move by investing over $100,000 to pro-
duce a gorgeous interactive e-book edition of 
the title, though he confessed that there will 
be no Android edition available out of fears 
of piracy. 

Piracy may very well be one of the things 
that’s keeping the Ukraine’s publishing in-
dustry firmly mired in the 20th century and 
leaving it vulnerable to the Russians, who 
can produce more books, more cheaply, and 
flood the market.  

And Malkovich’s fears about piracy 
were not unfounded. As Ohla—an avid fan 
of “bloody books” (i.e. murder mysteries)—
tried to reason with me one evening after a 
few too many brandies, “Why buy electronic 
books? I already have big button on my com-
puter called Internet. I press button, I get 
books for free. Why would I pay for books 
when I already pay for Internet? Is crazy.” 

But one can’t help but wonder, from a 
comfortable vantage point several thousands 
of miles away, might the Ukrainian publish-
ing industry forge a future for itself if it were 
to finally embrace digital innovation? Or 
would it merely expose itself more to pirates 
and hackers willing to exploit or—perhaps 
thinking more like a former-Soviet state—
”free” the intellectual property? It remains 
to be seen. At the moment, it doesn’t seem 
feasible, not the least because of a lingering 
suspicion about all things digital—whether 
pirates or something altogether different. 
Following my talk on e-books at the Forum, 
a very earnest woman came up to me and 
started gesticulating and speaking to me in 
rapid, loud Ukrainian. “What is she saying?,” 
I queried the ever-present Olha. “She says In-
ternet is KGB and CIA plot to read her brain. 

She is asking how to make it stop?” Well, you 
know you’re never going to sell that woman 
an e-book. 

So, by this point you may be asking your-
self, what does this story about the Ukraine, 
Russia, and a series of culture clashes have 
to do with “Rights and Licensing,” which is 
the focus of this edition of Publishing Per-
spectives? It’s simple: until very recently, the 
Ukraine, through no fault of its own, has done 
a relatively poor job of telling—and selling—
its story to the world. It is easy, perhaps, for 
me to mimic the Ukrainian-conversational 
style Jonathan Safran Foer utilized in his 
novel, Everything is Illuminated, for comedic 
effect, but only because it is true to life. The 
fact that so little is known about the Ukraine 
may very well come down, in part, to the fact 
that so little of its literature, be it fiction, non-
fiction, academic, STM works, or poetry—as 
poets in the country are afforded the status 
of “rock stars”—has been licensed, trans-
lated, and published further afield than its 
neighboring countries.

The Ukraine is not alone in facing this 
problem. It’s a similar story in many, many 
countries throughout the world.

Books are a bridge. What’s more, as An-
drés Delgado Darnalt argues in our story on 
page 10, books and content constitute a form 
of geopolitical “soft power.” If this is not so, 
then why would the American dominance of 
so much global culture result in accusations 
of “cultural imperialism?” Why else would 
the Ukrainian publishing community levy a 
similar accusation at Russia? 

As Andrei Kurkov, a writer who, while a 
Ukrainian citizen, has lobbied to have Rus-
sian made an official language of the Ukraine, 
told me last year, “Language is a reflection of 
politics. The reason, for example, you see a lot 
of straight prose come out of countries like 
France and Germany—countries that like to 
read fairy tales and exotic stories—today is 
that countries with a stable political system 
produce realistic writers. Comfortable writ-
ers produce comfortable books.” 

Kurkov, whose surrealist fiction has 
proved to be oddly prescient—his novel The 
President’s Last Love, which featured the poi-
soning of the Ukrainian president and was 
published six months before the exact thing 
happened to Ukraine’s actual president, 
Viktor Yushchenko, was himself poisoned—
knows how strange and foreign and difficult 
to stomach can be a tough sell. As he pointed 
out to me, despite the fact that his books have 
often reflected and even predicted reality, 
“readers don’t want to find the same stuff in 
books that they find in the news.” 

So, maybe what the world’s readers 
want in the comfort of their armchairs is ex-
actly that—comfortable books. But I have to 

ask you: is that really, at the heart of it, what 
drives a publisher or an agent or a scout, or, 
frankly, a writer? The opportunity to produce 
“comfortable books?” 

Ask yourself at this moment, are you a 
Ukrainian—ghettoized, ignored, commit-
ted—or a Russian—accused, perhaps wrong-
fully, of flooding the market with a “supply of 
entertaining books of poor quality?” The an-
swer is likely something in-between.

So as far as the Ukrainian publishing 
industry is concerned, the future looks less 
than certain. And with the Ukraine’s current 
government threatening to put an end to 
some 500 million hryvnia (US$60 million) of 
promised tax and other incentives to bolster 
the country’s book business, and with the 
country teetering on the brink of a full blown 
crisis, their jobs will be all the harder—yet 
all the more necessary. 

You might very well think that, for them, 
the most practical plan may simply be to take 
Olha’s advice: “Get in Lada and look out for 
bear.” (And, presumably, aim that car right 
towards Poland). But I hope they stick it out. 
After all I, for one, plan to return to Lviv this 
autumn and take the opportunity explore 
their vibrant and entirely foreign book scene 
again. And this time I’ll go, I have to believe, 
with a better understanding and an even 
more open heart.  •

Reporting assistance by Eugene Gerden in 
St. Petersburg, Russia.

On Telling—and Selling—Your Story to the World (continued from page 2)

Get in Lada and 
look out for bear.

Olha

Ivan Malkovich, publisher, 
A-BA-BA-HA-LA-MA-HA
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The Audio Self-Publishing Revolution 
Beckons Entrepreneurial uK Authors

Editorial by Donald Katz, CEO, Audible

Audible launched the Audiobook Creation 
Exchange (ACX), an online audio rights 

marketplace and production platform, in the 
USA in May 2011. The idea behind this grand 
experiment was threefold: to serve authors 
by giving them a platform that would grow 
their audience and ensure their audio rights 
are activated so as to generate revenue; to 
enable actors and other audiobook profes-
sionals to access work performing literature 
around the clock, because they could now 
audition online to create audiobooks; and 
to delight the millions of Audible listeners 
around the world with superior listening.

We launched with over 1,000 titles avail-
able via the ACX platform for online audi-
tions. ACX has since enabled the creation 
of more than 16,000 audiobooks, fully one-
third of the newly produced audiobooks add-
ed to Audible.com and mobile storefronts in 
the US in 2013. Over 26,000 rights holders 
and producers have created profiles on the 
site, with more than 100 new rights holders 
and 100 new audiobook producers signing 
up for the service every week. 

Not surprisingly, the marketplace and 
production platform has been adopted 
wholeheartedly by the growing community 
of independent authors who champion self-
reliant participation in the delivery of profes-
sional creativity to consumers versus ceding 
this to traditional intermediaries. Today, ACX 
is an integral part of Audible’s revolution-
ary audiobook ecosystem that also includes 
performances by A-List celebrities like Colin 
Firth and Kate Winslet as well as the grow-
ing roster of acting talent being nurtured 

through workshops at Juilliard in New York, 
UCLA in Los Angeles, LAMDA here in the UK, 
and eleven other schools. ACX is still young, 
but in the spirit of experimentation and inno-
vation that has come to define the service —
and because hundreds of talented writers 
and actors have asked us to do so—we’ve 
decided the time is right to provide a beta-
like opportunity for authors, publishers, and 
producers in the UK to jump in.

Here’s what author Neil Gaiman, who 
embraced the ACX platform from the begin-
ning and produced his own acclaimed audio-
book label using ACX, wrote about ACX on his 
Tumblr in 2012: “At the heart of the system 
is this idea: The rights to an audiobook of-
ten remain unrealized and the book is never 
recorded. And there’s huge potential sitting 
there, too—the potential for creative work, 
the potential for new income, and the poten-
tial for good listening.”

Savvy audio producers are indeed opti-
mizing production costs via ACX in a variety 
of creative ways, even as the quality of audio 
productions continues to rise. Self-reliant 
independent authors work side by side with 
us to find new listeners. Beyond that, ACX 
has pioneered removing the once very high 
cost-of-audiobook-production barrier to the 
rights holder entirely; ACX’s overwhelmingly 
popular production option is a royalty share 
in which a producer contributes his or her 
sweat equity and in exchange splits the roy-
alties with the rights holder. We’re continu-
ing to test economic structures intended to 
help creators make more money. 

For instance, we have doubled the value 
of our bounty payment to $50. The bounty 
payment is awarded to a rights holder (or 

split with a producer) each and every time 
his or her audiobook is the first purchase of 
a new AudibleListener member. Those ACX 
users who do promote their work are seeing 
their efforts pay off with returns on bounties 
that often surpass their royalty earnings—
there are over 500 such cases on ACX, includ-
ing one author, adept at using social media, 
who has achieved bounty payments 234% 
above royalties. With ACX marketplace con-
nections and support, more authors than 
ever are having their books produced, more 
studios are creating audiobooks, more re-
cordings are being made available, and more 
customers are finding the books they want to 
hear. 

We recently added a distribution option 
for those who already have finished audio 
and just want to sell it on Audible channels, 
and now provide rights holders with unlimit-
ed promotional codes for each new title they 
produce on ACX, which they can give away 
to fans and friends (giving away free access 
can still maximize revenue for ACX users, 
since the free codes can still generate special 
bounties for contacts who become Audible 
customers). 

Whether authors use ACX or not, we al-
ways encourage authors to get their unused 
audio rights reverted so they can be turned 
into audiobooks. Since Audible invented and 
commercialized the first digital audio player 
in 1997 (the device is currently in the US 
Smithsonian Institution), we have believed 
that each and every book worth reading—or 
writing—should be available in audio, and 
we remain committed and inspired to work 
with brilliant creators, producers, and pub-
lishers to make this possible.  •

Audible founder and CEO Donald 
Katz on why UK rights holders 
should consider joining in a “grand 
experiment,” the Audiobook Creation 
Exchange, now in beta in the UK.

In the photo, actress and voiceover 
artist Laura Fortgang records an 
audiobook.

ACX opens today, April 8, to UK 
authors, publishers and producers. 
Visit www.acx.com to learn more.
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