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International Publishing

Hot Italian Readers: The Feltrinelli Era
By Boris Kachka
Superstores and publishers have
had some run-ins of late—decades after the heyday of one-stop publisherprinter-bookshops working on several
floors of the same building. Tech-savvy
startup OR Books cited that golden age
at the fair, explaining their plan to sell
print and e-books directly to consumers. But there’s one independent house,
a ripe 55 years old, that manages a medium-sized quality house and a growing
chain of Barnes & Noble-style emporia
all at the same time. The provenance
of Milan-based Giangiacomo Feltrinelli
Editore and Librerie Feltrinelli—100
stores and 220 annual books between
them—is as rare as its modern niche.
“Booksellers didn’t sell [our titles]
because we were very left wing and
they were very Catholic,” explains Inge
Feltrinelli, the president of the publishing house and the widow of its cofounder Giangiacomo, “so we started in
’57 in Pisa, and remodeled the Italian

distribution market. Feltrinelli, a fabulous dresser whose paisley-patterned
pocket square matches her scarf, interrupts herself occasionally to air-kiss a
procession of European publishers.
Giangiacomo was a die-hard member of the Italian Communist Party, and
Feltrinelli’s books included the writings
of acquaintances like Fidel Castro, Che
Guevara, and Ho Chi Minh (alongside
such coups as Doctor Zhivago, Tropic of
Cancer, and Lampedusa’s Italian classic
The Leopard). In 1970 he founded the
militant group known as GAP; two years
later, he was apparently killed by his
own explosives at a high-power pylon
near Milan. (Many had their suspicions
over the cause of death.) His wife took
over the publishing house, and his son
took over the bookstore chain.
The rest was pure capitalism. The
stores were built into large open spaces,
some of them in former cinemas, and
their internal cafes and music offerings
predated—and anticipated—the superstore era. It proved a powerful hedge

against the precarious business of midsize indie publishing. “Publishing is always bad, never flourishing,” says Feltrinelli. “Fifty percent of Italians never
read a book, but a very important part
is ‘hot readers’—11% of Italians buy
20 books a year.” Feltrinelli, like many
Europeans at the fair, says business stabilized this year; among the books she
hopes to sell are Paolo Sorrentino’s Everyone is Right (Hanno tutti ragione),
and Don Vito, about a notorious Palermo mayor in cahoots with the mob and
the Italian secret service. Giangiacomo
would have approved. •

Livres Hebdo, in partnership with
Publishers Weekly, buchreport, and The
Bookseller, hosted a panel yesterday
titled “CEO Talk: The Global Ranking of
the Publishing Industry 2010,” featuring C-level speakers from the US, UK,
French/Italian, Spanish, and German
markets.
The CEOs answered questions on
the changing face of publishing and industry challenges present and future.

On the cause of the decline in
print book sales—e-books vs.
the recession:

“Last year, consumers closed their
wallets rather dramatically. They were
going less to destination stores and
more to mass merchandisers who sold
other things beyond books, so while
the bookstores were struggling, we saw
an increase in sales at those mass merchandisers.” — Carolyn Reidy, President
and CEO of Simon & Schuster USA and
International
“I listen to Carolyn because what
happens in the US happens in our market a few years down the track. I always
dread going to Frankfurt because while
I was gone last year, our biggest distributor collapsed. The year before, Borders closed. The UK Kindle store only
opened in August, so we’ll know more
after this holiday season.” — Peter Field,
CEO of Penguin UK
“It’s difficult representing two markets that have such different perspectives. France gives the impression of
stability and traditional publishing is
still very strong—publishers defend the
price of books and the role of bookselling. It’s the opposite in Italy. The whole
panorama is changing in the way of modernity…a cruel modernity.” — Teresa

Cremisi, CEO of RCS Libri

On agency models:

“By going to the agency model, publishers were acting on a desire to level
the playing field among sellers of digital books. In the US, we have a robust
market for e-books and we did not feel
that all frontlist titles should be priced
the same. We wanted to take control of
pricing ourselves.” — Reidy
“In the Spanish-speaking market, all
publishers invested in a platform called
Libranda. We are now reaching agreements with Barnes & Noble for their
Spanish-language titles, Apple, Sony.
The agency model is the right price for
our market.” — Jesús Badenes, Managing Director of books, Planeta, Spain
“The pricing of e-books in Germany
is similar to the pricing of print editions.
The problem we have is that there are
only 10,000 ePub titles. What we really
need in this market is to get much more
content.” — Pascal Zimmer, Managing
director, Libri, Germany

On e-book awards in the future:

“[An e-book] is just another edition.
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It is the work we celebrate rather than
the channel.” — Field
“There isn’t anything imaginative
in what we’re doing right now with ebooks. Perhaps there will be in the future, but not now.” — Reidy

On Google Editions:

“It’s extraordinary. Google made
a deal with the American Booksellers
Association so smaller bookstores can
have an e-book presence.” — Reidy
“It’s device-agnostic, so a reader can
choose which device to download to.” —
Field.
“It’s our direct competitor to create
an online platform.” — Zimmer

On e-books and universal access:

“The really exciting thing about
digital editions is that, for readers who
speak that language around the world,
they can get the book with just the click
of a button where before they couldn’t
get the book because publishers weren’t
able to ship directly to them.” — Reidy
[In response to Reidy:] “I thought
that was true, but it doesn’t seem true at
the moment.” — Cremisi
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The True Cost of Going Digital
By Daniel Kalder
Digital publishing is transforming
the book trade. But are publishers really
prepared to grasp the challenges—not
only technical but also financial—that
transitioning to this brave new world
involves? Dominique Raccah—founder,
publisher and chief executive of Sourcebooks, one of the largest independent
book publishers in the USA—thinks not.
“It isn’t as simple as we’re all saying
to one another. Everyone thinks e-books
are free or cheap...but that’s not Sourcebooks’ experience. Publishers are not
counting the steps involved.”
Confronted with “costs going
through the roof,” Raccah hired outside
experts to conduct an analysis of the
processes of digital production, which
she found had added immense layers of
complexity and expense to a publisher’s
work.
“E-books have added six overall
processes to the production of books,
and a further seventy steps within those
processes. Think about it: When I print
a book, I provide the same printed book
to every retailer—Borders, Barnes &
Noble, Amazon, whoever. But when I
provide an e-book, that’s not true because there’s no standardization of
formats. What Apple gets, what Amazon gets is different...Then every time

there’s a change in operating systems,
we need to change again. So that’s a lot
of added expense. And this is without
mentioning things like Apps!”
Raccah continues: “Consider the
manufacturing process. In traditional
publishing, I hand the files to the printer, who has his own staff to do a whole
bunch of stuff. With e-books, publishers
have brought all that work in-house. It’s

added an enormous amount of costs
and processes to our infrastructure.”
Raccah believes that all publishers are experiencing this, but that so
far there has been little discussion.
“We need to start communicating with
each other, to share our experiences. It’s
damaging otherwise.” Publishers also
need to reach out to authors and agents:
“We exist because we are in partnership

E-books have added six overall processes to the production of
books, and another 70 steps within those processes, says US
publisher Dominique Raccah

with authors and agents. We need to talk
about what we do—not only e-books,
but also enhanced apps, websites and
so on. There’s a big infrastructure, so
we need to explain it, and showcase it,
to make sure authors know we’re doing
all of it. They need to understand that
the concept of what’s available with a
publisher is a lot larger...For example, an
author can sign a contract directly with
Amazon and gain access to, say, 65% of
the online market share—but the rest
is totally fragmented. Authors need to
understand the scale of the complexity
and the costs. The more complex it gets
the more he’s going to regret turning his
back on a publisher.”
Raccah also rejects the idea that
publishers relegate the realm of e-books
to one digital editor. “We need to make
it part of everyone’s job. We need to retrain our whole organizations. If not,
there will be more problems, and more
costs.”
Sourcebooks has always embraced
new technology, says Raccah. “We were
the second book publisher to get an
Apple developer’s licence. We were developing for the iPad before the iPad
was out there. Publishers don’t get to
sit these changes out, or stay behind the
curtain like the Wizard of Oz. The future
is coming whether we like it or not. We
need to be transparent. We need a culture of innovation.” •
Dominique Raccah offered these
comments as part of the Tools of Change
conference on Tuesday.
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A French Literary Feast: What’s on Sale at the Fair
By Olivia Snaije
This fall’s rentrée littéraire (literary season) is still going full swing, and
the long and short lists for numerous
literary prizes are announced unremittingly. France published 701 books this
autumn, of which only 204 are by foreign authors; it is the highest number of
French authors published in one season
to date. Put into context, however, the
figure is not due to the big publishing
houses upping their production; rather,
there are a few small-size newcomers
to the industry. Although literary critics and bookshops regularly grumble
and say that publishing so many books
is n’importe quoi, or nonsense, the general feeling is nevertheless expressed by
writer Frederic Beigbeder: “The rentrée
littéraire is a French illness that must
certainly not be treated.”
The season started in late August—
abuzz with gossip about Flammarion’s
author and agent provocateur Michel
Houellebecq’s new novel La Carte et le
Territoire.
“I wouldn’t have read it had I not
had to because of my link with the Académie Goncourt,” sniped Tahar Ben Jelloun in the Italian paper La Repubblica.
Houellebecq’s book has been long-listed
for the prestigious Prix Goncourt, which
will be announced in November.
Houellebecq, who is France’s bestselling author outside of the country,
was then accused of lifting several passages from Wikipedia in his new book.
He admitted to stealing the passages but
denied that it was plagiarism. La Carte
et le Territoire is nevertheless selling
briskly and is one of booksellers’ favorites, according to a survey published by
book trade magazine Livres Hebdo in
September.
The same survey shows that Actes
Sud, with three books in the top five favorites, continues to have a winning formula. “Offers are pouring in.” Said Actes
Sud’s rights director, Elisabeth Beyer,
cheerfully.
Matthias Enard, whose acclaimed
516-page single-sentence novel Zone
(translated by Charlotte Mandell), will
be published by the University of Rochester’s Open Letter in December, has
written a 40-page novel without lots
of full stops. Inspired by a real historical event, Tell Them of Battles, Kings and
Elephants (Parle-leur de batailles, de rois
et d’éléphants) portrays the political and
creative landscape of 16th century Ottoman Constantinople when Michelangelo traveled to the city.
Hurricane Katrina and the city of
New Orleans have inspired yet another
writer: Playwright, novelist and 2004
Prix Goncourt winner Laurent Gaudé’s
Hurricane (Ouragan) focuses on those
left behind in the ravaged city.
In Claudie Gallay’s Love is an Island
(L’amour est une île), summer love, secrets and theatre are the subjects with
Avignon as a backdrop. Jerome Ferrari’s Where I Left My Soul (Où j’ai laissé
mon âme) tells the story of colonialism
and army men in French Algeria. Actes
Sud’s scoop this year is world rights to
the memoirs of Millenium trilogy author

Stieg Larsson’s life partner’s memoir, John Lennon on a psychiatrist’s couch. . .
French foreign rights directors talk about what they’re selling at the Fair
Stieg Larsson’s long time partner, Eva
Gabrielsson. The book will be published
in January 2011.
Le Seuil’s Martine Heissat and Jennie Dorny will be selling rights to Olivier
Adam’s immensely popular The Regular
Heart (Le Coeur régulier) by the Editions
de l’Olivier imprint, about a woman who
goes to Japan to retrace the steps of her
brother, who has just committed suicide.
Antoine Volodine, who writes under
four pseudonyms has three books just
out, one of which, Writers (Ecrivains),
is a collection of short stories published
by Seuil and a second, Eleven Dreams of
Soot (Onze rêves de suie), under the secondary pseudonym of Manuela Draeger
at Editions de l’Olivier.
Le Seuil will also bring out—in early
2011—a previously unpublished collection of texts by Claude Lévi-Strauss

Anne-Solange Noble, Gallimard
entitled The Dark Side of the Moon—
Writings on Japan (La face cachée de la
lune-Ecrits sur le Japon).
At Gallimard, Anne-Solange Noble
highlights several novels, the first of
which has just received the GeorgesBrassens literary prize: Tomorrow I’ll
Be 20 (Demain j’aurai vingt ans) by
Congolese author Alain Mabanckou is
about a ten-year old boy growing up
in the economic capital of the Congo
in the ‘70s. Gallimard best-seller, Marc
Dugain’s Stars Never Sleep (L’insomnie
des étoiles), focuses on the unsettling
year 1945 in Germany, when grim war
crimes were being discovered. Maylis
de Kérangal’s novel, Birth of a Bridge
(Naissance d’un pont), published by Gallimard imprint Verticales, is about the
lives of the men and women working
on the construction site of a suspension
bridge in a fictional California location.
Birth of a Bridge seems to follow a trend
this year of novels set in the US.
“Of course, like every year, there a
new book from Amelie Nothomb. This
year it’s A Form of Life (Une Forme de
Vie).” Solene Chabanais, rights director
for Albin Michel, notes that the incredibly prolific author once again makes
herself the subject of her novel, as she
corresponds with a fictional obese
American soldier posted in Iraq.
Eliette Abécassis focuses on a universal subject in A Marital Affair (Une
affaire conjugale), offering the intimate

details of a dying relationship and a
subsequent divorce. For those nostalgic
for 19th century France, filmmaker and
writer Victor Cohen Hadria’s first novel
(written at the age of 60), The Three
Seasons of Rage (Les Trois Saisons de la
Rage) is the journal of a country doctor
in Normandy. Cohen Hadria’s style has
been compared to Maupassant and Balzac for its scientific descriptions of the
darker sides of 19th century society.
The independent publisher Editions Viviane Hamy is celebrating its
20th birthday. Reputed for discovering
and re-introducing forgotten European
novels—such as the acclaimed 650page L’art de la joie, by an unknown,
dead Italian writer, Goliarda Sapienza—
Viviane Hamy also publishes the popular crime writer Fred Vargas. Hamy’s
foreign rights director Julie Gallante is
here with François Vallejo’s The Brelan
Sisters (Les soeurs Brelan), about three
orphaned sisters fighting for their freedom, and 20-year-old writer Cécile
Coulon’s short novel, Beware of Well-Behaved Children (Méfiez-vous des enfants
sages), which set in the US and comes
with its own recommended soundtrack.
Gregory Messina at Robert Laffont
highlights, among others, The Saved
Lives of Alexander Vielski (Les vies sauvées d’Alexander Vielski) by historical
novelist François Langlade. Inspired by
true events, the novel brings Langlade’s
readers into the heart of Stalinist Russia. Twenty-five years after her bestselling novel based on the discovery that
she was the daughter of an Ottoman
princess, Kenizé Mourad’s In the City
of Gold and Silver (Dans la ville d’or et
d’argent) is an epic novel also based on
real events, about an Indian Queen who
leads a people’s uprising against the
British colonial presence. Messina said
rights to Mourad’s book have already

been sold to Blanvalet in Germany, Espasa Calpe and Edicions 62 in Spain
and Alfa/Everest in Turkey. Laffont also
holds world rights to Basque novelist
and El Pais columnist Luisa Etxenike’s
novel (already published in Spain),
Wine (Vino).
Plon’s rights director, Rebecca Byers
is also excited about a debut novel by
Hélène Grimillon, The Confident (Le Confident). Rights have already been sold in
five countries and Byers says there has
even been interest coming from US publishers, who have been notoriously difficult to sell foreign literature to since
the economic downturn. The Confident
is about a Parisian woman who begins
to receive letters following her mother’s
death that recount impossible love,
broken destinies and the years during
World War II.
Plon is building an unusual series
with, as a theme, a famous artist, musician, or writer telling his life to a psycho-

analyst as imagined by the author. So far
author and filmmaker Amanda Sthers
has imagined Liberace on the couch,
and acclaimed author David Foenkinos
has portrayed John Lennon.
Fabienne Roussel of Stock is briskly
selling rights to prize-winning Parisbased Greek author Vassilis Alexakis for
his new novel The First Word (Le premier mot) in which a woman searches
for what man’s first word might have
been. Another title that’s been a hit
with foreign editors, Philippe Claudel’s
The Investigation (l’Enquete) brings the
reader into the labyrinth of a chilling,
Kafkaesque company. •
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Talking Argentine Lit at Home and Abroad
By Alejandra Rodríguez Ballester
(translated from the Spanish by Emily
Williams)

Gabriela Adamo worked for a
number of years
as a literary editor
for the celebrated
imprintSudamericana, now part of
Random
House
Mondadori. When
she left her editing post, she started off
the new millennium working with TYPA,
a non-profit institution that specializes
in connecting Argentinian writers with
editors abroad. From the start, TYPA
has been a great resource for agents,
editors and researchers worldwide who
want to learn more about Argentinian
literature and publishing.

Q: Can you briefly explain what kind
of work TYPA does?
A: TYPA came out of the political
and economic crisis of 2002. Our programs are designed to build bridges
between local and international artists,
and to connect local artists with means
and financing opportunities that are,
unfortunately, always based outside of
Argentina.
Q: Have you attended Frankfurt as a
member of TYPA?

A: Yes, I’ve been going to Frankfurt
since 1995, when I was an editor and
went to acquire rights. In 1999, I was invited as part of the Frankfurt Fellowship
Program, and I visited all the publishers. I got a close look at everything and
I thought, “Argentina just cannot be left
out of all this.” The quality of Argentinian literature is absolutely competitive
with the writing that is translated for
European markets, but there’s no question that you have to fight for a place in
that marketplace.
Q: What do you think foreign editors or members of other institutions
find appealing about Argentinian literature?
A: Everyone is looking for that literary novel that can also break out and
become a big seller. They describe it as
“quality literary fiction,” like Bolaño.
That is what everyone is asking for, and
of course it’s very difficult to find. The
other thing they’re looking for—and
they’re very disappointed when they
come to Argentina—are big bestsellers,
because Argentinian literature is not
written for commercial entertainment,
with a couple of exceptions like Claudia
Piñeiro and Guillermo Martínez.
Q: For its Semanade Editores program, TYPA turns things around: instead of traveling to visit publishers
abroad, you bring them to Argentina.

TYPA’s Gabriela Adamo on
Frankfurt, Foreign Editors
and the Digital Question
What is that experience like?
A: It’s great, because it’s much more
effective to bring a few editors here and
show them everything you have to offer, rather than sending out a bunch of
catalogs or making trips to visit them
overseas. It’s generated a lot of interest
in our project. Every year we invite ten
people. The first year we had 14 candidates. They came here thinking they
were going to see Indians. They landed
and said, “Oh, look at all those buildings,
what a big city!” Today for those 10 slots
we have 80 candidates, so you could say
word has gotten around.
It’s amazing how much it’s increased the level of awareness about
Argentinian literature. The editors who
came the first year knew Borges and
that was about it. This past year, we had
a group of editors and readers who were
so sophisticated, they knew all about
the latest books and authors, they were
looking for very specific things. We’ve
built a reputation as a go-to source for
information.
Q: Have you noticed interest in ebooks from foreign editors, with regard
to rights or sales?
A: To tell the truth, I hate to confess

FOR LOVE OF
THE WRITTEN
WORD

this, but I’ve realized that the Argentinian market is retrograde when it comes
to digital. The market, and especially the
originators of the market, the publishers, many of them belonging to an older
generation, aren’t interested and don’t
want to deal with this issue. They say,
“Someone else can take care of that.” I
think it’s a terrible attitude.
All the same, being completely honest, what I see and hear from editors
abroad, I don’t see clear answers there
either. It’s definitely not an issue for the
editors who come for Semana de Editores. Perhaps later on, if they sign an
author, they may or may not want to include a clause in the contract for e-book
rights; that’s the only time it comes up.
But the way people look for content and
authors is the same as it’s always been.
All these electronic advances are tools
for them to search better or differently,
but there isn’t—or at least I don’t see—
an intrinsic change that shows e-books
are influencing the way publishers look
for new material.
I always ask all of them what they
think [of the digital transition], what
they’re doing about it, not just in terms
of the books they’re translating but with
their companies. The feeling I get from
everyone is that the train is coming but
no one knows where to get on. I’m talking about young European editors, very
committed and motivated. It’s not clear
at all what’s going to happen. •

FROM 26TH OCTOBER - 6TH NOVEMBER 2010
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Moderator: Julian Friedman, Agent,
Blake Friedmann Ltd, UK
Workshop Room

Lunch/Guided Tour
Cross-, trans-, multi-media –
Which is which?
Julian Gerighty, IP Development, Ubisoft, France
Jörg Tittel, Producer and Games Designer, UK
Workshop Room

1.30 p.m. to
2.15 p.m.

Just Right: International Media
Rights
Dr. Malte Behrmann, Kanzlei Dr.
Behrmann & Härtel, Germany
Laurence Brown, Media Attorney, UK
Charles-Edouard Renault, De Gaulle
Fleurance & Associés, France
Moderator: Daniel Gebhardt
Cine 1

The war on piracy: All together? Maybe
another day
Tom Allen, President and CEO,
Association of American Publishers, USA
Alexander Wolf, Managing Director, Celas GmbH
Olaf Wolters, CEO, Bundesverband Interaktive
Unterhaltungssoftware e.V., Germany
Moderator: Richard Nash, Cursor
Cine 2

2.30 p.m. to
3.15 p.m.

Facts & Figures
Content or technology
– Which is king?
Jack Arbuthnott, Head of Film Development,
Scott Free, UK
Barney Cokeliss, Director, RSA Films
Limited, UK
Moderator: Daniel Gebhardt
Cine 1

How to sell to …
Merchandising Wonderland
Bernhard Haberfelner, Head of Sales and International Business, Bavaria Sonor, Germany
Workshop Room

3.30 p.m. to
4.15 p.m.

The X-Factor: Remixed Marketing
Mark Simmons, Author and Marketing Expert,
Co-Founder useless.org, USA
Moderator: Daniel Gebhardt
Cine 1

Crossing the border IV: Everything online
Marc Goodchild, Head of Interactive and On-Demand, BBC Children’s, UK
Workshop Room

4.30 p.m. to
5:15 p.m

Q&A: The end or the beginning: Pros & cons on copyright
Tracey Armstrong, President & Chief Executive Officer, Copyright Clearance Center, USA
Cine 1

5.30 p.m. to
6.00 p.m.

ROUNDTABLE: What's next?
Selected StoryDrive Conference speakers
Cine 1
CLOSING  Cine 1

*subject to change
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Don’t Just Sell To Me
By Nick Ruffilo

Being a metadata evangelist, I often say the same thing over and over to
a similar group of people who all seem
to get what I’m saying but ultimately
never change. I am not alone in this,
but we evangelists continue preaching
because we know that we have good
information and our ideas can benefit
publishers. Most importantly, we (minus the few who are pushing their consulting services) aren’t selling anything.
There is nothing wrong with an info
session/sales pitch, honestly presented,
but when your event is sold as “Single
Content Strategy for E-books, Apps, and
Print,” you should at least serve some
meat. Maybe I’m too much of a techie, or
misread the audience, but a presentation in the tech devices hotspot should
assume some level of competence. I did
get to play some buzzword bingo, having heard “paradigm shift,” “content
transformation,” and “XML”(roughly 25

times). The key idea was to figure out
how to compartmentalize content so
that users can consume it in whatever
format they like. There was an interesting message but no answers on what
makes a good atomic piece of data—just
a lot of talk. Most disappointing was the
second-to-last slide, which informed me
that the last 30 minutes had been spent
watching a sales pitch for XML conversion from what billed itself as a “content transformation company.” Judging
by the information in the slides, it was
geared toward publishers who are completely lost. Open note to future presenters: Teach me something. If you want
to say the same thing everyone else is,
great—but add to the conversation. Say
something new. There are tons of panels and presentations and I’m giving you
my time; reward that with a good presentation that actually informs. In fact,
you are welcome to sell your product as
long as you explain how it works and
why there is a need for it. •

Books to Film: No Hard and Fast Rules
By Liz Bury
The heyday of huge film deals being
made for books may be over, but, there’s
still big money on the table for the right
kind of story.
Deals are being done, however the
sums are often more conservative than
they were during the boom years. “The
money is less,” said Josie Freedman of
ICM, as part of the Books to Film session
at yesterday’s StoryDrive conference.
“It used to be that we’d put something out on a Thursday and by the following Wednesday we’d have offers
coming in. There was a huge appetite
for material. Our jobs are much harder
now,” added Robert Kraitt from UK
agency AP Watt.
Gesine Lüben, from leading German publishing house Diogenes, noted: “There is a tendency that prices go
down, but if you have a bestseller and
people want it, they are still prepared to
pay.”
Right now, Hollywood studios are
still looking for big brand bestsellers,
but this is expected to change gradually
as social networks help untapped talent
to find a market.
Agents also told the audience that
there are no hard and fast rules when it
comes to teaming up a producer with a
book or an author.
Freedman said: “There are producers who read and those who don’t. Some
don’t want to spend the time to read a
book. I respond to passion: if a producer
reads material overnight and they get
how to make it into a film, even if that
producer doesn’t have a studio deal, that
could work for me. There are a handful
of producers that we do business with.”
AP Watt produces a rights list twice
a year of all it’s properties, and is constantly putting them forward to producers. Kraitt says: “You can never know
what producers want. We are out all the
time meeting people. We go to certain
people for particular projects, but pro-

ducers are very eclectic, they want to do
all sorts of things. You might push a button you didn’t know was there.”
He adds that it’s not only blockbusters that find deals: “We agents have
ways of getting things into development. BBC films has taken some challenging literary work from us, which is
very encouraging.”
The relationship between authors
and the producers who adapt their
books also varies according to personality. One AP Watt author whose memoir
was sold to a producer was horrified to
find that her book had been adapted to
the point where it no longer resembled
the truth of her life. She had even been
paid as a consultant on the film script,
but was never called upon to collaborate.
On the other hand, Lauren Weisberger showed up on set every day for
the production of The Devil Wears Prada, and was eventually given her own
directors-style chair.
Speaking from the German perspective, Lüben says that publishers are
used to dealing with film rights directly,
rather than having agents retain the
film rights. The change to having agents
keep the film rights is not necessarily
welcome, especially since it means that
publishers in Europe are now being
forced to sell remake rights as part of
the deal.
“It’s a shame to lose them as it
means that we can’t sell the book again,”
says Lüben. The argument from the producer’s side is that they will put significant expenditure into the project, and
therefore want to be able to exploit the
property fully.
Whatever the changes in the film
and book worlds, the panel agreed that
good stories will always be at the heart
of their industry.
Luben says: “Producers are still
looking for good stories well told, and
that is what we publish.” •

Cookbooks
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By Olivia Snaije
Edouard Cointreau’s Gourmand
World Cookbook Awards have been a
fixture on the Frankfurt Book Fair scene
since 1995, when the Awards were
launched to draw attention to those
who “cook with words.”
Fifteen years later Gourmand is
the network par excellence for “foodie”
professionals. Boosted by the fact that
cookbook publishing is one of the only
sectors still flourishing—countries such
as Brazil and China are seeing 30% annual growth—Gourmand’s stand at
Frankfurt this year is even more impressive than in previous years: on exhibit
are the 2009 award winners as well as
books from small publishers and selfpublishers—material that “you won’t
see in other stands,” says Cointreau,
who is easy to spot – he’s the dapper
man wearing the tailored Mao jacket.
Goumand has always sought to
highlight cookbooks that don’t necessarily benefit from having a celebrity
chef on the cover. “Every country has
its own celebrity chef that can be completely unknown outside the specific
country,” he notes.
Cointreau now spends close to nine
months of the year in China where he
runs Gourmand Television, producing
culinary travel shows for international
television companies. These include a
40-episode series filmed in China called
Food Adventures on the Silk Road and
numerous other shows that cover much
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Cooking with Words
Gourmand founder
Edouard Cointreau discusses
the booming international
cookbook market
of the culinary world, from Middle
Eastern cooking for Ramadan to Mediterranean-style cuisine in Germany and
Jabugo ham from Andalusia. He’s also
involved in publishing projects, such as
a collaborative book between Western
and Chinese wine tasting experts.
A recent addition to Gourmand’s
activities is the Paris Cookbook Festival, which was held for the first time
earlier this year. The second edition of
this event will be held March 3-6, 2011
in the “104” exhibition space in Paris.
Cointreau is also planning a gala event
at the Eiffel Tower.
Gourmand estimates that 150 exhibitors will participate in this year’s
Cookbook Festival, financed, for the
most part, by the French tourist office.
There will be conferences, two show
kitchens, one wine bar and last but not
least, a foreign rights center.
“Foreign rights did really well at the
festival last year,” adds Cointreau. Small
publishers who don’t attend the Frankfurt or London Book Fairs were able to
find a place at the bargaining table at
last year’s event. And while the cookbooks sold this year were nowhere near

Visit the Gourmand Stand
Gourmand’s stand at the Frankfurt
Book Fair is located at Hall 3.1
L1723.

Win a Bottle of Cognac!

Every day at 4pm during the Fair, a
bottle of Cognac Frapin XO will be
raffled off at the Gourmand stand.
Visit their stand and enter to win!

blockbuster fiction levels, there were
hundreds of small deals, ranging from 2
to 10,000 euros each. “It all adds up—
many streams make a big river,” says
Cointreau, sounding distinctly Chinese.
He anticipated to double translations from French to other languages in
three years but now thinks he’ll manage in less. “The French are difficult
to deal with on a commercial level but
they are becoming more open because
of the crisis,” he says. The Cookbook
Festival will also be an opportunity to
boost cookbooks from countries that
are struggling, such as Spain, where
cookbooks are nevertheless doing well.

“I like to think that one of the reasons is
that people are happy eating and people
need happiness today.”
What of the future of printed cookbooks versus the iPad? Cooking blogs
are abuzz with news about the iPad
serving as a general recipe base, nutrition log, converter and calculator. And
it can be wiped clean. Gourmand’s fall
magazine issue even features the iPad
on its cover.
Cointreau is confident there is room
for both: “There is a huge potential for
cookbooks on iPads, but all bloggers
also want books and so do iPadders.
So while new markets are opening for
the cookbook, I believe books are here
to stay, in part because technology is
always becoming obsolete but also because you need something you can hold
onto.” •
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E-books in Argentina
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In Buenos Aires, E-books are Sexy! (But You Can’t Find Them Anywhere)
Op-ed by Julieta Lionetti
Buenos Aires has a café culture similar to that of Vienna or Paris, making it
easy to stumble upon people engaged in
serious conversation, penning the next
great Argentine novel, or closing a big
business deal over a glass of wine or
a cappuccino. But, unlike those European capitals, you’ll almost never spot
someone sitting in a coffee shop using
an e-reader: E-ink devices area all but
nonexistent, the Android tablets on offer are expensive low-end gadgets from
China, and I can count the number of
iPad owners on two hands. At the same
time, in our country of 40 million inhabitants, there are 50 million cell phones
in use. My housekeeper is reading a
pirated edition of Isabel Allende she
found on a P2P online sharing site. And
she’s reading it on a lowly Java-based
feature phone.
This past summer, I sat with Dario
Wainer, the co-founder and CEO of GarageLabs and mastermind behind the
successful e-commerce platform Tematika, discussing e-books while sitting at
the T-Bone (an unlikely name for a snug
coffee shop near the Botanical Gardens),
a man sitting at an adjoining table interrupted our conversation, eager to find
out what we knew.
“See,” Dario announced, “E-books
are sexy.”
Yes, you might say that, but a large
part of the reason e-books are currently
such objects of desire is their scarcity.

The e-book market will only
take off when publishers start
to digitize meaningful content.

Earlier this year, that looked as if it
was going to change. In April, Argentine
online retailer Musimundo launched
its e-bookstore to much fanfare. The
opening happened in the midst of the
Buenos Aires Book Fair and received
lavish press coverage, particularly for
the promise that it would have 20,000
titles available almost immediately—a
number that, if you’re counting, is ten
times what is offered by Spain’s Libranda, whose eagerly anticipated e-bookstore promises just 2,000 titles (none of
which, by the way, are as yet available
in Latin America). Unfortunately, even
today, when you visit Musimundo’s ebookstore, what’s on offer is severely
limited: the 20,000 so-called e-books
are merely downloadable PDF files, a
selection of titles that seems whimsical at best. A mere 30 pesos ($7.50
or €5.80) will buy you a license for a
DRM-protected PDF file published by
the town council of Torrejón de Ardoz,
outside of Madrid, Spain, that was used
to train their clerks. Good luck finding
Stieg Larsson’s Millennium trilogy or its
like here: the store isn’t even organized
into categories.
Andrés Zaied, digital business manager of Musimundo, knows there are
shortcomings and acknowledges that
the e-book market will only take off
when publishers start to digitize meaningful content. He explained that the
decision to launch the e-bookstore us-

one longing to become a published author.
Then there is El Aleph, which was
among the first Spanish-language ebookstores to launch anywhere. Today,
their site remains a hub for all manner
of things literary. They sell both secondhand paperbacks and EPUB files; they
scan rare treasures and antique books
from the National Library, and they offer author services for pay. Oh, and they
also publish several well-known local
writers, such as Juan José Sebreli, and
classics like Henry Thoreau. Perhaps
most importantly, the e-books they do
offer are reasonably priced or even free.

Sexy? Yes, but what’s next?

ing whatever titles were available at the
time was made with the aim to be first
to market, “the first to be associated
with e-books in the consumer’s mind,”
he said.
Of course, it’s important to remember that consumers also have an enduring memory, as well as an ingrained
aversion to bad shopping experiences.

Waiting on Spain?

The major conglomerates in Spain
control world Spanish rights to most
of the authors they publish, which
amounts to 60-70% of the total output
in the language—meaning that the ideal
content necessary for building e-book
mindshare is out of reach for local publishers. Argentina’s independents could
see all their digital strategies dashed by
the decisions made by the Spanish Big
Three and their associated publishers
when they finally launch Libranda in
Latin America. The fact that Libranda
is still viewed as something of a halfmeasure—largely due, surprise, to its
rather thin content—has done little to
motivate Argentina’s conservative publishers into action. As Seth Godin would
say, competition validates your project,
it creates a category, it allows the decision to be this or that. Without competition, you are stuck competing against
nothing, against the inertia of inaction,
which is a much more challenging rival.
One example of this is the Argentinian Book Chamber—the independent
guild for local publishers, distributors
and booksellers—which, at the same
during the Buenos Aires Book Fair
where Musimundo announced their ebookstore, also announced their intent
to study the merits of launching their
own proprietary digital platform. Unfortunately, to date, almost nothing has
been said about the plan’s progress or
potential.

Caution: Entrepreneurs at work

While we wait for Musimundo to

improve, for the Book Chamber to get
its act together and for the big publishers with headquarters in Barcelona and
Madrid to sort out Libranda’s next act,
other players are doing their best to get
in the game. These are the young and
high-spirited digital entrepreneurs that
everyone expects will help forge the future of book publishing. Unfortunately,
most of them are also poorly financed

There’s no shortage of regional
venture capitalists to invest in
digital publishing

and, consequently, somewhat limited in
ambition and technological scope. They
call themselves publishers, but most do
little actual publishing. Instead, they
make money from digital conversion
and author services, generally stopping
short of offering marketing or distribution. The savviest among them worry
about what they will be able to offer
once globally oriented companies—
such as Smashwords from the US—begin to compete with local startups.
Still, it’s not all disappointment and
false hope. There are a handful of promising start-ups.
Among the most prestigious and
reputable of the digital innovators is
Teseo, run by Octavio Kulesz, which
offers conversion services and POD to
academic authors who can’t find a university press to print their work. These
authors typically bring institutional financial backing for publishing papers
and academic essays, thus mitigating
any financial risk of publishing. At present, Teseo offers only POD editions for
sale, offering them through partnerships with four retailers, one of which is
Seattle-based Amazon.com.
Another startup—Autores de Argentina—offers the aforementioned
services to would-be authors. The company is managed by social-media darling Germán Echeverría, which uses
Facebook to recruit clients—truly any-

Yes, e-books are sexy. But what’s
it going to take to get readers to consumate their relationship with this new,
lithe digital form? In my opinion, it’s
going to take a digital entrepreneur—a
visionary, really—who can re-think the
traditional value chain and business
models; one who can focus on shortterm goals while still embracing the
long-term view of publishing as a business in perpetual beta; one who can cater to both existing readers and attract
young digerati, the curious and the ebook starved mass market. There’s no
shortage of regional venture capitalists
waiting to invest in that kind of publishing.
In Argentina, a country of readers
served by scattered bookstores, with
an expensive but failing distribution
system, the development of such a publishing enterprise, one that guaranteed
accessibility to rich content for a reasonable price, could only lead to one
thing: another money deal to be sealed
with a handshake in another snug cafe.
Who, we wait and wonder, will it
be? •
Julieta Lionetti is a freelance writer
and editor based in Buenos Aires.

The Drawing Lesson,
the first in the

The trilogy of
remembrance
By MARY E. MARTIN

At:
StoryDrive Conference
Forward Small Press Collective, Hall 8.0 Stand S980
International Titles Hall 8.0
Stand L970

www.thedrawinglesson.com
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Digital Publishing

StoryDrive Spotlight: Web 2.0 Publishing with BookRix
By Amanda DeMarco
Gunnar Siewert doesn’t come from
a publishing background. He worked at
Bertelsmann Music Group from 1992 to
2002, a watershed era of “democratization and digitalization” for the music
industry that profoundly affected the
founding of his Web 2.0 publishing platform, BookRix. Siewert sees BookRix as
a MySpace for literature where writers
and readers interact without mediation.
Talk to Siewert about BookRix, and
you’ll hear the word “democratization”
a lot. It’s the concept at the heart of his
vision. He extols this new order: “There
are no gate-keepers saying, ‘This is good
and this is bad.’” Bad things, things that
are not worth consuming “just disappear in the digital universe.”
BookRix’s German site went online
in 2008, allowing writers to create profiles and promote their books and readers to leave comments on what they
read. Right now its community consists
of 63,000 registered users and offers
43,000 mostly user-generated books for
free online. The American site followed
in August 2009. It has 126,000 registered users and offers 9,800 books.
In July, Publishing Perspectives re-

A young bi-continental Web
service strives to become the
MySpace for books
ported on BookRix’s new mobile platform that offers its books for download in EPUB format expressly for
smartphone users. The new platform
drastically increased the site’s mobile
downloads, which went from 8,000
downloads in April prior to the addition
of the mobile site to 102,000 in August.
Publishers can also create free profiles on BookRix and offer sample chapters on its sites. The German site features an active and diverse group of 47
publishers, the most popular of which,
arsEdition, has 434 fans. Few publishers have created profiles on the American site.
BookRix is currently financed by
advertising, but by the end of the year
there will be no more ads on the site.
By mid- to late-2011, it will switch to a
new business model based on providing digital and physical distribution for
writers, as well as paid services such
as customized surveys. Though much
about the services remains unsettled,

Siewert emphasized that they would be
offered to publishers and writers alike.
“We don’t see a difference between a
publisher and a writer. They are both
people trying to sell books.”
All BookRix writers will have the
option of making their works available
for purchase as e-books and as printon-demand books. Writers who wish to
continue to provide their work for free
will be able to do so. Prices will be set
by authors within a range specified by
BookRix. “People on the platform have
control of what they are doing. That’s a
crucial part of the idea,” said Siewert.
BookRix has been criticized for
marketing itself unrealistically to writers as a way to gain attention and break
into traditional publishing. A promotional video on the site ends with, “Who
knows, maybe you’ll be a BookRix bestselling author.” Until recently, those
criticisms appeared well-founded. But
BookRix just reported its first author
to get a contract with a major publishing house. Positive comments on the
17-year-old’s profile drew the publisher’s attention. BookRix and the publisher will announce more details following
the Frankfurt Book Fair. •

A Little Bit of Data Goes a Long Way
How US book rental service BookSwim
refined their recommendation engine

B

ookswim

By Nick Ruffilo, CIO/CTO BookSwim.com
I’ve seen quite a bit of discussion
around metadata and its power, but
numbers that confirm its usefulness
are rarely announced. Six months ago,
BookSwim.com rebuilt its search and
recommendation engine. The results
from the upgrades were mind-boggling.
BookSwim is an online subscription
book rental club. Members can rent unlimited titles from our catalog by paying
a flat monthly fee. Because price is not
a factor for our members, they select
books based solely on their interests.
BookSwim made the choice to rebuild its search and recommendation
engine because the acceptance rate
(amount of times a book was added to
a member’s wish list per search) was

read easy

lower than the industry average. Our solution came by addressing the information we have on our readers’ habits as
well as the information that determined
our recommendations.
Our original engine only provided
recommendations based on individual
titles, judging by what past readers of
that title had also rented. This is the
methodology that most recommendation engines use today, such as Amazon’s suggestion section: “Those who
read this book also read this book.” We
analyzed different data attributes about
books to determine what was available
and what was most important to users.
A book’s genre was considered highly
important to readers in book selection
and was readily available, so that was
what we chose.
Our first step was to determine

which genres were most important
to individual members. By examining
reader preferences and rental histories,
we tagged each member as a specific
genre reader. Many readers were split
between two different genres, since few
readers restrict themselves to only romance novels or only non-fiction books,
etc., so we tagged them with both. Our
last step was to adjust our recommendation engine to factor in book genres.
No longer would a romance reader see
a recommendation for a sci-fi book nor
would a mystery reader receive a suggestion for a biography.
After our release, we monitored the
traffic to our recommendations page
and it held steady (which gave us to get
a perfect comparison between the old
and new versions). We found that members added 2.78 times more books to
their rental queue with the new recommendation engine. The data shows that
readers are open to exploring new titles
as long as they are within their genres
of choice.
While some book sellers may not
know a reader’s book history, they can
determine genre preferences with the
simple question: “To help you find the
best books, please let us know which
genres you most prefer to read.” Similar results could also be found using
any other piece of metadata, as long
as you understood which specific attributes were important or preferred
by the reader. The power of data to increase sales is great and surprisingly
untapped. •
Nick Ruffilo is the CTO/CIO of BookSwim.com. He participated as a speaker
at the Tools of Change conference here at
the Fair earlier this week.
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Does Size
Matter?
Editorial by Edward Nawotka
One of the most popular panels yesterday at the fair and sparked a lot of
discussion concerned the release of the
list ranking the largest publishers in the
world (see our story in today’s issue).
Are you shocked to hear that the biggest
is Pearson? Size is important, but perhaps not quite as much as it once was.
In this era of digital publishing tiny,
highly motivated companies can produce titles at a rapid clip, frequently
beating the big boys to market with a
title on a hot topic. They also have the
flexibility to offer authors favorable
contract terms, input on the production
of the book and a hand in planning the
sales and marketing efforts. It’s no wonder that working with a small publisher,
in digital or and print, is an increasingly
attractive option for authors.
The difference between large-scale
corporate publishing and the new
generation of start-ups has been underscored time and time again by the
American publisher Richard Nash. (If
you’re wondering who he is, see our
profile in yesterday’s issue. If you didn’t
see it you can log on to www.publishingperspectives.com where you’ll find it archived. Then, subscribe to our free daily
e-mail newsletter). Nash is in Frankfurt
to promote his new company, Cursor,
and sell rights to his first imprint, Red
Lemonade, and scout for more titles.

“The thing that I love about coming
to Frankfurt,” he said to me over a drink
at the Frankfurter Hof earlier in the
week, “is that you come here and you
don’t feel like a small publisher. Everyone is on equal footing. You have just as
much an opportunity of buying or selling as the big guys.”
It’s true too. The book business is
made up of individuals, not companies.
It’s important to remind authors of the
same thing. At its most basic level, you
only need two people to believe in a
book to put it on the path to being published: an agent and an editor. But finding that one agent and one editor is a
lot like getting two stars aligned amid a
whole galaxy of stars. It’s no small feat
and just the right timing and circumstance.
Here at Frankfurt, this is where the
stars can align. •

7 OCTOBER 2010 • FRANKFURT BOOK FAIR

Online Bookselling

PUBLISHINGPERSPECTIVES • PAGE 13

Word-of-Mouth vs. Online Search? Which
Works Best Depends on the Customer
Sister online German booksellers Tubuk and bilandia compete
for readers, but each caters to a different type of customer
By Amanda DeMarco
For a small publisher, getting titles
onto bookstore shelves is a crucial challenge, to say nothing of gaining attention for them once they’re there. For
customers, book buying can be an overwhelming experience. Tubuk, an online
bookstore for independent publishers,
aims to take the pain out of both.
Independent publisher Andreas
Freitag launched the German online
community and bookstore Tubuk in
2008 because he was frustrated that it
was so difficult to break into bookstores
with titles from his small publishing
house Schwarzerfreitag (Black Friday).
Today, Tubuk offers roughly 1,400 titles
from 68 independent German publishers that might be difficult to find in
brick-and-mortar bookstores. Selective is the byword for this organization,
whose slogan, is “Not every book.”
“It needs to be different in some
way, in its language or in what kind of
authors they discover or if they specialize in something you normally wouldn’t
get in Germany. Or it’s simply good
literature,” said Julia von dem Knesebeck, who took over the operation of
Tubuk with her brother Gregor early
this summer after a long involvement
with the organization. “We know what
our community likes.” By grouping independents together, Tubuk turns what
is often a distribution disadvantage into

marketing cachet.
On the consumer end, Tubuk aims
to help its users find books online the
same way they often come across them
in real life—from their friends. That
means user recommendations and reviews are actively elicited and prominently placed. “It’s a small, specialist
site, but it’s a very active community
of a few thousand people who engage
regularly,” said Knesebeck. Contests
and links to social media sites and microsites (Websites, often with their own
domain names, that supplement a larger site) encourage further participation.
Of course, helping readers find
books through user reviews is not a
new concept. What makes Tubuk’s system noteworthy is the combination of
intelligent curation and youthful energy

found there. It integrates social media
into its platform in a way that encourages participation while keeping the focus
on the books. Access is also an important element: 90 authors and all 68 publishers have Tubuk profiles. And just as
with everyone else, you can read their
posts and send them a message.
A few hundred users also subscribe
to Tubuk’s book club, Deluxe, which recommends three books each season from
which the subscriber chooses one. Since
a significant portion of the users will
have read four of these twelve books,
Deluxe heightens the sense of community and shared experience, and it also
gives the Knesebecks the opportunity to
highlight newly added publishers and
noteworthy books.
New this season are Tubuk readings. Drawing on profile information,
the Knesebecks can see which cities a
book’s readers are from and plan accordingly. Next up in Munich is Jana
Scheerer’s Mein Innerer Elvis (My Inner
Elvis) from Schöffling Verlag. The Knesebecks hope to help readers connect
with authors, but also to interact with
each other, reinforcing the contacts
they’ve made online and ultimately
strengthening Tubuk’s identity.
However, the crux of Tubuk’s business model also marks the limit of its
success; as a 2009 Tagesspiegel article
dryly noted, “‘Not every book’ ultimately means ‘not every customer.’” For the
rest of them, the Knesebecks also run a
larger online bookstore, bilandia, which
lacks Tubuk’s selective aspect but is no
less sensitive to the experience of buying books online.
If the intimacy of personal book
recommendations is Tubuk’s underlying concept, then creating a semisystematic web of discoveries possible
at a bookstore is bilandia’s. “The idea
behind bilandia.de is that we want to
present the books in a much more thorough and a much more interesting way
than Amazon does,” explained Knesebeck. “We want to enable people to find
books in a similar way that they might
find books in a bookstore. You go in,
you browse, you stumble upon things
you might not have been looking for.” A
more open-ended search is to bilandia
what a recommendation is to Tubuk. A
customer “can search more creatively”
so a query for ‘Paris’ might lead you to
a guidebook, a book that takes place in
Paris, or to a book by a Parisian author.
To help customers find the book
they didn’t know they were looking for,
bilandia provides a wealth of ancillary
materials, from book trailers to interviews to sample chapters to website
links. They also maintain extremely active social networks, including one soccer-related Facebook group with over
40,000 members.
Visit Tubuk online at www.tubuk.de
and bilandia at www.bilandia.de.

Bilandia Events at the Fair
Wednesday 6 October
Bilandia organized yesterday’s
opening ceremony of the Literature & Special Interest Hot Spot in
Hall 3.1 L681.

Thursday 7 October
“Buchmarketing 2.0 - Hot or
Not?”
Discussion hosted by Bilandia,
on how to engage younger generations through new media.
5 to 7pm in Hall 3.1 L681

“Sprengt die Digitalisierung
die Branche?” (Is Digitization Disrupting the Industry?)
Panel discussion with Julia von
dem Knesebeck (Tubuk), Ines Wallraff (Random House Audio), Bernd
Sommerfeld (Lehmanns), Leander
Wattig
(Unternehmensberater),
Alexander Braun (quillp).
12 to 1pm in Hall 3.1 L681

Top Ten on Tubuk.de
The top ten most recommended
books on Tubuk (and where you can
find their publishers at the Fair):
1. Finn-Ole Heinrich, RÄUBERHÄNDE,
mairisch (4.1 C126)
2. Finn-Ole Heinrich, DIE TASCHEN
VOLL WASSER, mairisch (4.1 C126)
3. Tom Bresemann, MAKELLOS,
Verlagshaus J. Frank

4. Matias Faldbakken, THE COCKA
HOLA COMPANY, Blumenbar (4.1
D133)
5. Andreas Stichmann, JACKIE IM
SILBER, mairisch (4.1 C126)

6. Jörg Fauser, ROHSTOFF, Alexander
Verlag (4.1 F155)

7. Peter Licht, DIE GESCHICHTE MEINER EINSCHÄTZUNG AM ANFANG DES
DRITTEN JAHRTAUSENDS, Blumenbar
(4.1 D133)
8. Hunter S. Thompson, THE RUM DIARY, Blumenbar (4.1 D133)

9. Jonathan Lethem, DIE FESTUNG DER
EINSAMKEIT, Tropen Verlag (3.1 D175)
10. Benjamin Maack, DIE WELT IST EIN
PARKPLATZ UND ENDET VOR DISNEYLAND, Minimal Trash Art

ContentPartnership
Program

A Global Clearinghouse for
Mobility Engineering Technical Content

Introducing a unique information store,
offered exclusively by SAE International.
This new initiative focuses on co-publishing and reselling technical information to the 128,000+ engineer members served by SAE International,
as well as other customers around the world. We are looking to work with
a variety of technical knowledge providers, from book publishers, market
research specialists to think-tanks, and conference organizers. SAE’s
new content partners will interface with one of the most vibrant and
information-hungry engineering communities.
Areas of interest include but are not limited to:
• Power and propulsion
• Electronics
• Environment and emissions
• Safety and testing
• Materials

To learn more about SAE International’s new Content Partnership Program, please contact:
Monica Nogueira
Content Acquisition Manager
SAE World Headquarters
Nogueira@sae.org
Phone #: +1-724-772 7525
Cell #:
+1-412-996 5809
P101232
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70 year-old Classics
Illustrated Reborn
By Nick Ruffilo

Pennsylvania based Fox Chapel Publishers has purchased the physical and
digital rights for the complete catalog of
Classics Illustrated from Time Warner.
The deal covers worldwide distribution
of English language publications that
include 300 titles previously introduced
in the US as well as an additional 400
titles that were only released internationally. The licensing is a partnership
between First Classics Ink of Chicago,
Jake Lake of Toronto, and Fox Chapel.
Fox Chapel plans to release the
titles in bundled hardcover editions,
original reprints, as well as collectors
editions. Alan Giagnocavo, Fox Chapel’s
president, called Classics Illustrated “an
important cultural treasure.” The acquisition may appear incongruous with Fox
Chapel’s established list, which has traditionally focused on publishing titles
related to wood-working and crafts.
“Our target audience is the intelligent
amateur and Classics Illustrated also
has a similar audience,” notes Giagnocavo, who says he hopes this new content will help to expand the company’s
existing market.
The first titles should hit bookstores
by the end of the year, with e-book adaptations for the iPad and other devices
follow. •

HOT SPOTS
PROGRAMME
THUR., 7.10.2010
HOT SPOT
LITERATURE & SPECIAL INTEREST
Hall 3.1 L 681
10.15 A.m.–10.45 A.m.
POIESIPEDIA – or the Death of the Author as a Lonely
Genius, and of the Publisher as his Master
Speaker: Dr Luca P. Marighetti (Founder)
Organiser: Poiesipedia Foundation Limited

HOT SPOT
PUBLISHING SERvICES
Hall 4.0 A 1307
11.30 A.m.–12.00 NOON
Managing Rights as an Asset – Increasing Sales
and Revenue
Speakers: Peter Langford (Senior Consultant),
Lars Sønderby (Sales Manager, Multinational Corporations)
Organiser: Schilling A/S
12.15 P.m.–1.00 P.m.
The E-Book Market: From Monopoly to Diversity?
Organiser: MVB Marketing- und Verlagsservice des Buchhandels GmbH
3.30 P.m.–4.00 P.m.
English Content for Spanish-Speaking Countries. A New
Digital Market to Discover
Speaker: Patricia Pasadas (International Partners Executive)
Organiser: Publidisa
4.15 P.m.–4.45 P.m.
Taming the Supply Chain
Speaker: Mark Ouimet (Vice President & General Manager,
Ingram Publisher Services)
Organiser: Ingram Content Group Company
5.00 P.m.–5.30 P.m.
E-Books – Show me the Money
Speaker: James Macfarlane
Organiser: EasyEPUB

HOT SPOT
EDUCATION
Hall 4.2 C 1433
10.00 A.m.–10.30 A.m.
Electronic Textbooks – an Abundant New
Media Channel
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E-Italia: Three New E-book Platforms
to Compete for Italian Readers
By Edward Nawotka
Italians may have gone crazy for the
iPad, with more than 300,000 units sold
so far, but if Italian readers launch the
iBookstore app on their machines they
still find little or nothing to buy. While
the situation may be frustrating to Italian early adopters, by the end of the
month the Italian e-book scene is going
to look radically different.
Today,
Telecom
Italia launches its proprietary ebookstore (which is featured
at a large, stylish booth in the
StoryDrive forum). Later this
month, Mondadori and Edigita
will launch their own competing digital distribution platforms.
Edigita.it is a collaboration
between Feltrinelli, RCS Libri,
Messaggerie Italiane, along
with ten smaller publishers.
Together the group represents
30% of the print market in
Italy. The platform will launch
on October 18 with 1,500 titles
available in ePUB and PDF formats, with Adobe DRM. Some
2,000 titles should be for sale
Speaker: William Chesser (Vice President, Sales –
VitalSource, an Ingram Content Group Company)
Organiser: Ingram Content Group Company
10.45–11.15 A.m.
Gebärdensprachbücherei SignLibrary
Veranstalter: SignLibrary/equalizent

by the end of the year.
The e-books will be available
through several major Italian book retailers’ Web sites, with Edigita providing
the backend fulfillment and downloads.
As in other European countries
VAT on the books is 20%—significantly
higher than that placed on books—
which will result in higher prices to the
consumer. The books are expected to re-

1.45 P.m.–2.15 P.m.
Primo Central: Taking the Scholarly Search
Experience to a New Level
Speaker: Jenny Walker (Director of Strategic Initiatives,
Ex Libris)
Organiser: Ex Libris

tail at small discount to the price of the
corresponding print edition.
“We conservatively project slow
growth in the market, and expect it
will take five years to reach 5% market
share, although we wouldn’t be surprised if the market developed much
more quickly. The bottleneck is the absence of e-reading devices. At present,
among the major manufacturers, only
Samsung has a dedicated e-ink
device available for sale on the
Italian market. But that too is
about to change, when Sony
releases Touch and Pocket ereaders in Italy also later this
month. In late November Telecom Italia will begin offering
the Samsung Galaxy Androidpowered tablet (priced at 750
euros) and a proprietary e-ink
device (priced at 250 euros).
“Right now, the publishers
are busy converting their titles
to digital formats and booksellers are testing their integration
of e-books into their e-commerce platforms,” said Giulio
Ferretti, a consultant on who is
helping to develop Edigita. “It’s
an exciting time.” •
5.15 P.m.–5.45 P.m.
Assessing the Credibility of Scholary Research –
CrossMark
Speaker: Geoff Bilder
(Director of Strategic Initiatives, CrossRef)
Organiser: CrossRef

11.30 A.m.–12.00 NOON
Enhance your Senses
Speaker: Jolanta Galecka (Online Marketing Specialist)
Organiser: Young Digital Planet

3.00 P.m.–3.30 P.m.
Evaluating the Impact of Scholarly Books
Speaker: Marian Hollingsworth
(Director Publisher Relations, Thomson Reuters)
Organiser: Thomson Reuters

HOT SPOT
DEvICES
Hall 8.0 L 987

12.15 P.m.–12.45 P.m.
Turn Textbooks into an Interactive and Rich
Learning Experience
Speaker: Sebastien Dubuis
Organiser: publiwide

4.30 P.m.–5.00 P.m.
Leveraging Technology to Automate Online Licensing
Speaker: Jake Kelleher (Director of Licensing & Business
Development, Copyright Clearance Center)
Organiser: Copyright Clearance Center

9.45 A.m.–10.15 A.m.
Book Publishing in the Cloud
Speaker: Dan Dube (Senior Vice President Sales and
Marketing, Really Strategies Inc)
Organiser: Really Strategies Inc & Yuxi Pacific

12.45 P.m.–1.30 P.m.
Hot Soup for Hot Spotters and Friends
Organiser: Frankfurter Buchmesse

5.15 P.m.–5.45 P.m.
Assessing the Credibility of Scholary Research –
CrossMark
Speaker: Geoff Bilder
(Director of Strategic Initiatives, CrossRef)
Organiser: CrossRef

10.30 A.m.–11.00 A.m.
Thinking Outside the Book: Key Considerations for
Creating Enhanced E-Books & Apps
Speaker: Bret Freeman (Digital Publishing Strategist)
Organiser: Aptara

1.45 P.m.–2.15 P.m.
BELT Online – The Blended Learning Approach to English
Speaker: Andreas Tsouchlaris (Technology Manager)
Organiser: MM Publications
2.30 P.m.–3.00 P.m.
We Play Soccer, Race F1 and Spice Publishing Solutions.
Speakers: M. Ananth, Vivian Gomes, Jayant Chandra,
Narayanan
Organiser: Exemplarr Worldwide
4.30 P.m.–5.30 P.m.
Designing a Website for International Sales
Chair: Myron Cizdyn (Co-Founder, Director of Business
Development, Bottom Line Publishing Services)
Panelists: Shyam Sekar (VP Sales & Marketing,
Datamatics Global Services Inc., USA),
Regina O’Keeffe (Market Development Manager,
The Educational Company of Ireland)
Presented by the Frankfurt Book Fair, organised by the
Association of Educational Publishers

HOT SPOT
INFORmATION mANAGEmENT
Hall 4.2 P 451
9.15 A.m.–9.45 A.m.
Monetising Content in a Sophisticated Digital World
Speaker: Edward Colleran (Senior Director, International
Relations, Copyright Clearance Center)
Organiser: Copyright Clearance Center
11.15 A.m.–11.45 A.m.
What it Takes to Turn a Legacy Platform (or two or three)
into a Single, Revolutionary Search Experience
Speaker: Stephen Brooks (Senior Publisher, ProQuest)
Organiser: ProQuest

HOT SPOT
mOBILE
Hall 6.0 D 935
9.15 A.m.–9.45 A.m.
Monetising Content in a Sophisticated Digital World
Speaker: Edward Colleran (Senior Director, International
Relations, Copyright Clearance Center)
Organiser: Copyright Clearance Center
11.15 A.m.–11.45 A.m.
What it Takes to Turn a Legacy Platform
(or two or three) into a Single, Revolutionary Search
Experience
Speaker: Stephen Brooks (Senior Publisher, ProQuest)
Organiser: ProQuest
1.45 P.m.–2.15 P.m.
Primo Central: Taking the Scholarly Search Experience to
a New Level
Speaker: Jenny Walker (Director of Strategic Initiatives,
Ex Libris)
Organiser: Ex Libris

11.15 A.m.–11.45 A.m.
A Critical Path: A New Interpretation of the Book
Supply Chain
Moderation: Ted Hill (THA Consulting)
Speakers: Steve Walker, Tony Leach,
Lars Kloch of SBS Worldwide
Organiser: SBS Worldwide Ltd.
12.00 NOON–12.30 P.m.
From Print to EPUB: Transforming Your Workflow
Speaker: Les Burnham (CEO, Stilo International)
Organiser: Stilo International
12.45 P.m.–1.15 P.m.
Because Books are Social!
Speaker: Ralph Möllers (Publisher, Managing Director
book2look International GmbH),
Hitesh Jain (President WITS India Pvt. Ltd.)
Organiser: book2look
2.00 P.m.–2.30 P.m.
The E-Book of Tomorrow – Driving New Developments
Speaker: Hervé Essa (VP International Sales),
Emmanuel Benoît (EVP Marketing & Strategic
Business Development)
Organiser: Groupe JOUVE

3.00 P.m.–3.30 P.m.
Evaluating the Impact of Scholarly Books
Speaker: Marian Hollingsworth
(Director Publisher Relations, Thomson Reuters)
Organiser: Thomson Reuters
4.30 P.m.–5.00 P.m.
Leveraging Technology to Automate Online Licensing
Speaker: Jake Kelleher (Director of Licensing & Business
Development, Copyright Clearance Center)
Organiser: Copyright Clearance Center
www.hotspotfrankfurt.com
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Hunting for E-books Around the Globe
By Emily Williams
For Patricia Arancibia, Manager of
International Content at US bookseller
Barnes & Noble’s Digital Group, the ebook revolution is all upside. A native of
Buenos Aires who moved to New York
a decade ago, Arancibia started out at
B&N buying international titles in print,
primarily in Spanish, for the company’s
online store. While selling these titles
online was a big step forward that allowed B&N to reach a new, wider audience, moving physical stock from the
countries of origin fast enough to respond to consumer demand was a challenge.
“We always had a timing problem,”
says Arancibia, “because someone has
to print more books, put them on a ship,
and bring them to America, they have to
be in customs and then they have to enter the territory, get into trucks and go
all across the country. Now with e-books
we don’t have that challenge anymore.”
E-books in Spanish have been hard
to come by, but with major initiatives
now underway in the world of Spanish-language publishing—most prominently Libranda, the e-book distributor
launched in Spain this summer—Arancibia is hopeful the content bottleneck
will soon open up: “From our customers, because we do sell tons of print
books in Spanish, we know that many
people here in the US are looking forward to having more variety of titles in
any sort of format, and starting to be
able to read e-books in Spanish. It’s very
very exciting, because in terms of actual
availability, having them in the territory,
there has never been a moment when
there were more than, say, 30,000 titles
[in Spanish] available in the US, against
hundreds of millions of titles available
in English. It’s fabulous that for the first
time we are going to be able to serve the
Latino community in the US super well,
and the books come from all over the
world.”
The books Arancibia brings into
B&N do indeed come from just about
everywhere, and not only the Spanishspeaking countries. Her mission is to
find books in any language that might be
of interest to B&N’s customers in the US.
This takes her to many different countries in search of promising content.
“One of the things is bringing content
from all over the world—from small,
medium and large publishers—that
was never before on sale or available in
the US,” Arancibia explains. “The other
is, because I deal with all international,
I also deal with any kind of corporation,
organization and government abroad
that are related somehow to publishing,
and with whom it’s important for us to
be in contact when we deal with foreign
publishing industries.” This mission
gives Arancibia a unique perspective on
how the digital transition is progressing across the globe. “In general I would
say particularly Germany and the UK
are way ahead,” she tells us. “Japan and
China are clearly doing a lot, and other
European countries and Latin America,
the Spanish-speaking world...it’s interesting, because it started this year and

American bookseller Barnes & Noble’s Patricia Arancibia
is in search of the best the world has to offer.

it’s already moving fast. This year in
March in Brazil, there was the first ever
digital-book summit in the Americas,
and it was very very interesting.” Progress in e-books is exciting for Arancibia,
because the more houses publish their
books in digital format (Barnes & Noble
requires the standard ePub format), the
more books Arancibia can potentially
import for sale to US readers. “So far,
from what I’ve seen [in Latin America], Brazil and Argentina strike me as
the countries that are working faster,
where you have more publishers, small
and medium-sized, that have ePubs. In
terms of massive markets and sales, of
course everything is tiny still. But there
is something, and what’s important is
that everyone is very interested, wherever you go people are really starting
work on this and are taking this very
seriously.”
Arancibia recently returned to her
hometown of Buenos Aires for this
year’s Conferencia Editorial, where she
presented a talk called “How to Sell Millions of E-books: the Case of Barnes &
Noble”. One of the first publishing conferences in Argentina to focus on digital,

Read our series of Frankfurt
tips about what is where and
how to find it!

the event left Arancibia energized and
optimistic. “I had a wonderful surprise
in Argentina,” she says. “What I found
was that they have digital platforms,
and a lot of local publishers already
have ePUBs, and are working on it and
seeing how to sell them, not only there
but abroad. If you start counting ePUBs,
books that are already in that format,
there are a lot more there than in any
other country I have been [to] in Latin
America this year. So that was fascinating, because they don’t know it. They
think they’re farther away than they
are.”
The beginning of a new e-book
market may be small, but Arancibia has
nothing but admiration for the publishers who choose to make an investment in future growth. “It’s a very tough
move for small and medium publishers
in Latin America because going digital
is expensive,” she notes. “It’s expensive
for small and medium publishers in the
US, imagine in Latin America where the
technology is not necessarily as available as it is in America or in Europe, and
ecommerce is not as developed, and
there are not many actual e-ink readers.
The iPad is sold there but it’s extremely

expensive for most of the population.
Chapeau to them, because you see a lot
of people who are seeing that this opens
a global perspective that they never had
before. It was very refreshing.”
So, what does it take for publishers to build the kind of e-book market
that Barnes & Noble caters to in the US?
“It’s very hard to start a digital market
with a limited crop of titles and reading devices,” Arancibia explains.” The
first thing that is needed is information.
Many people are surprised, even in big
[publishing] conferences, when you
tell them that they can actually read ebooks on the computer where they read
every day, or on their telephone. Many
many people don’t know that. There is
first an information gap. The other thing
is reaching a point where you have a
critical mass of titles available that are
interesting to consumers, both local and
foreign authors.” Once the critical mass
of titles and devices is reached, all that’s
missing are the readers. On this point,
Arancibia isn’t worried.” The good thing
is [reading e-books] is easy, e-reading
software is cheap—more than cheap,
ours is free!—so I think in the next one
to two years we’re going to see a dramatic difference in terms of how many
people know e-books exist in Latin
America and have access and are reading them.” •

The Frankfurt Book Fair
presents the

Innovations in Education
Showcase

Organised by
The Association of Educational Publishers
in co-operation with
Encyclopædia Britannica, Inc.
Saturday, October 9, 11:00-14:00
Location: Education Hot Spot stage
Hall 4.2, C1433

What is this?

Scan this code with your smartphone to
access our online tips and tricks about
the Frankfurt Book Fair.
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