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“Innovation is
everywhere!”

Penguin’s Nathan Hull
travels the globe in
search of the wild
and wonderful in
publishing tech.
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10:00–10:30

Going Small to Make
it Big: Small Presses
in the USA

Fiona McCrae, Graywolf
Press; Erika Goldman,
Bellevue Literary Press;
Daniel Slager, Milkweed
Editions; Jeffrey Lependorf,
CLMP

10:00–10:30

Building a Base of
Individual Support
for Small Pubs

Jeffrey Lependorf,
Executive Director, Council
of Literary Magazines &
Presses

10:00–10:30

The Small Secret
to Establishing a
Vertical Marketplace

10:30–11:00

Single-Source
Publishing at ISO

Laurent Galichet, ISO International Organization
for Standardization

Chris Fishbach, Coffee
House Press; Sunyoung
Lee, Kaya Press; Nanci
McCloskey, Tin House; Kate
Gale, Red Hen Press

10:30–11:00

Alexander Broich, President
of International, Cengage

11:00–11:30

An Innovator Looks
at 40 Years

Peter Usborne, CEO,
Usborne Books

Current Trends in
Int’l Educational
Publishing

11:00–11:30

11:30–12:00

Innovations
in Academic
Publishing: The Next
Chapter

Bob Campbell, Senior
Publisher, Global Research,
Wiley

Effective Publisher
Marketing on a Small
Budget

Andrew Furlow, Sales &
Marketing Director, Icon
Books

11:30–12:00

Optimizing Your
Digital Rights and
Licensing Business

David Attwooll, Director,
Attwooll Associates;
Clare Painter, Rights and
Contracts Specialist,
Attwooll Associates

Spotlight on India:
Publishing Trends
and The Marketplace

Ananth Padmanabhan,
VP Sales & Marketing,
Penguin India; V K Karthika,
Publisher, HarperCollins
India

12:00–12:30

12:30–13:00

Creating New
Publishing Structures
for Digital Works and
Other Observations

Jamie Byng, CEO,
Canongate

Common Core
Implications for
Foreign Publishers

Roy Kaufman, Managing
Director, New Ventures,
Copyright Clearance Center

12:30–13:00

Social Media for
Publishers: What
Works and Why

13:00–13:30

eBook Market in
Brazil

Marcelo Gioia, Executive
Director, Copia Brazil; Dave
Anderson, VP of Vendor
Management, Kobo

Rachel Fershleiser, Literary
Community Organizer,
Tumblr; Ami Greko, Book
Marketing Strategist,
Goodreads

13:00–13:30

Agent’s Perspective
on Brazilian Authors
in Translation

Maria Fernanda Rodriguez,
journalist; Jonah Straus,
Straus Literary; Nicole Witt,
Mertin Agency

13:30–14:00

Sprint Beyond the
Book

Ed Finn, Director, Arizona
State University Center

14:00–14:30

An Exploration of
Digital Publishing
Innovation

Michael Cairns, COO,
Publishing Technology

14:30–15:00

Get to Know Brazilian
Publishing Start-Ups

Flavio Aguiar, CEO,
Widbook; Ricardo Prado
Schneider, Mobile Brain

16:00–16:30

Malaysia &
Singapore: Where are
the Markets Going?

Linda Lingard, Partner,
Yusof Gajah Agency;
Raman Krishnan, Publisher,
Silverfish; Claudia Kaiser, VP,
Frankfurt Book Fair

16:30–17:00

Indonesia: the Basics
of this Unknown
Market

Kesty Pringgoharjono,
Executive Director, Lontar
Foundation; Claudia Kaiser,
VP, Frankfurt Book Fair

10:30–11:00

ePUB 3 Update for
Publishers

Bill McCoy, Exec. Director,
International Digital
Publishing, IDPF; Leslie
Hulse, SVP Digital
Business Development,
HarperCollins

11:00–11:30

A Conversation with
Charlie Redmayne

Charlie Redmayne, CEO,
HarperCollins UK

11:30–12:00

Goodreads &
The Amazon
Imprimatuer: The
Next Chapter

Patrick Brown, Director
of Author Marketing,
Goodreads

OUP Talks Tech via
Global Language
Solutions

Casper Grathwohl, VP of
Group Strategy, Oxford
University Press

Bookish:
Humanizing Book
Recommendation
Technology

Ardy Khazaei, CEO, Bookish

Unveiling Wattpad’s
Multifaceted Social
Toolkit for Publishers

Allen Lau, CEO, Wattpad;
Ashleigh Gardener, Head of
Content, Wattpad

13:30–14:00

13:30–14:00

Eichborn Reborn:
Lessons at Two Years

Felix Rudloff, Publisher,
Eichborn Verlag

Bookselling that
Works in Brazil

Pedro Herz, CEO, Livraria
Cultura

14:00–14:30

14:00–14:30

Wiley’s New
Professional
Development Focus

Mark Allin, SVP of
Professional Development,
Wiley

TV and Film Rights:
New Opportunities
for Agents

Anna Soler-Pont, Pontas
Agency; others TBA

14:30–15:00

14:30–15:00

China’s Market
for Kids Books:
Scholastic Shares
a Pulse

Shane Armstrong,
President, Scholastic
International; Frank Wong,
President, Scholastic Asia

How Wiley Brazil is
Developing New
Revenue Models

Hegel Braga, Country
Manager, Wiley Brazil;
Carlo Carrenho, Founder,
PublishNews

15:00–15:30

15:00–15:30

How Pottermore
Merges Storytelling
and Technology

Susan Jurevics, CEO,
Pottermore; Julian Thomas,
COO, Pottermore

Content Creation for
Digital Consumption:
What’s Working?

Oliver Gadsby, CEO,
Rowman & Littlefield
International

15:30–16:00

Michael Bhaskar
Discusses Past,
Present and Future
of Publishing!

Michael Bhaskar, Digital
Publishing Director, Profile
Books

An English Language
Pulse on Children’s
Books

Louise Jackson, Senior Art
Director, Walker Books

16:00–16:30

ePUB 3 Reading
Applications

Apps, Social
Marketing and
Today’s Digital
Landscape for Kids
Books

Tom Bonnick, VP of Digital,
Nosy Crow

Micah Bowers, CEO,
Bluefire; Jean-Marie Geffroy,
CEO, Mantano SAS

16:30–17:00

Increasing
Publishing Output
without Increasing
Costs

Chandi Perera, CEO, Typefi
Systems

Reading the Tea
Leaves of Consumer
Analytics

David Boyle, SVP of
Consumer Insight,
HarperCollins

12:00–12:30

12:30–13:00

13:00–13:30

15:30–16:00

16:00–16:30

16:30–17:00

12:00–12:30

17:00–18:00

Digital Leaders Meetup: Join us for drinks and
networking!

Thank you to our organizers, partners, and speakers
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Saturday, 12 October 2013
When

Session Title

Speakers

10:30–10:40

Self Publishing Ignite
Event Introduction

Edward Nawotka, Editorin-Chief, Publishing
Perspectives

10:40–11:25

Self Publishing Ignite
Presentations

Various

11:25–11:45

Self Publishing Panel
Discussion

Tom Chalmers, IPR License;
Dr. Alison Baverstock, writer
and consultant; Tanja Tuma,
writer; Eduardo Spohr,
author

11:45–12:30

Self Publishing Networking Reception

Publishing is Now a “Data Game”
Three top publishing data practitioners—
two from the US, one from Germany—offer
their thoughts on the industry’s sometimes
schizophrenic relationship with data.
Sebastian Posth

Kristen McLean

By Porter Anderson
The digital dynamic sweeping the
global industry demands a mastery
of many forms of data, its challenges,
and its potentials, as a top priority.
“Our foundations as an industry are creative, not analytical,” said
Kristen McLean, the Miami-based
founder and CEO of marketplace
startup Bookigee. “We're talking
about an evolutionary change in our
DNA. It won't happen overnight, and
we won't go from being one type of
organism to a completely different
type of organism in one jump.”
“With the shift to digital,” said
Sebastian Posth, CEO of Berlinbased Publishing Data Networks,
which offers analytics to the German

publishing industry. “Publishers are
confronted with an entirely new way
of dealing with content and stories.
The way that texts and types of media are being consumed is changing
radically and rapidly. And with it, the
logic and logistics of a digital world.”
“Shopping has radically shifted,"
said Laura Dawson, Product Manager for Identifiers for US analytics company Bowker. “Today, ‘shop’
equals ‘search.’ It's no longer enough
to have clean bibliographic metadata on Amazon. You now have to think
about things like, ‘How will someone
find my book on Google?’ and hop
from Google to Amazon. You can influence this behavior. And that fact
can affect everything from what you
call your book to how you mark up
your website.”
“It's clear that the fast-growing
centricity of data in business has
major and sometimes daunting implications for publishers, but "as
an industry,” McLean said, “we lag
behind most major consumer industries, including the music, TV,
and film industries, in using data to
make informed decisions about our
content and audience.” She continued: “We have been super-resistant
to this idea that we should let audience insights drive content development, to the point that when asked,
most folks in the editorial and content production areas of mainstream

publishers are unable to give even
the most basic metrics on who their
actual customers are, and how much
it costs the company to get and retain that customer.”
“Selling,” added Dawson, “is now
a data game. Not learning everything
you can about how search works is
leaving money on the table.”
Asked what the proverbial “elephant in the room”—a major problem no one wants to acknowledge—
when it comes to data in publishing,
Posth went right for the denial, however understandable, of some publishers when it comes to the new
importance of data.
“Data analysis is a business requirement and a necessary means
to deal with the digital change,”
Posth said. “The publishing industry
needs to learn this lesson if it wants
to survive. Publishers need to make
sure that they work with partners
(retailers, intermediaries, distributors), that in general support the
idea of exchanging, at best, real-time
information between people and
organizations in a distributed supply chain,” adding that “data is not
a giveaway or supplement to a business deal—it is a prerequisite.”
Bookigee's McLean cited the
lack of a central metadata warehouse “as a huge structural problem.” It is, she said, one “that adds
tremendous complexity to a grow-

Laura Dawson

ing data ecosystem. It's going to get
solved eventually, but perhaps not in
a way that will benefit many of the
existing players. I feel like we need
some good leadership here, but I am
skeptical about whether the system
forces in play will allow it.”
And Bowker's Dawson, who
is a steadfast proponent of what is
sometimes called “the networked
book,” said, “From my perspective,
our current elephant is the web.
Book publishers studiously avoid
knowing how the web works. If I had
required reading for anyone in book
publishing now, it would be Weaving the Web by Tim Berners-Lee,
because the web is how people find
out about things—or find out more
about the thing they heard about.
Using, creating, interpreting and encoding data needs to be as natural as
breathing to us in book publishing
now."
Dawson added an ironic note:
Berners-Lee's book? “It’s not in ebook form.”
McLean, Dawson and Posth will present today from 10:40–11:30 a.m during the panel discussion “Big Data/
Little Data: The Practical Capture,
Analysis, and Integration of Data for
Publishers” as part of the Frankfurt
Academy's CONTEC 2013 Conference.

Terézia Mora Wins the 2013 German Book Prize
On Monday evening, the German
Book Prize jury announced Terézia Mora as the winner of the 2013
prize for her novel Das Ungeheuer
(published by Luchterhand Verlag
in Germany). Below is the statement
from the jury:
“A dark thread runs through the
text of Terézia Mora’s novel Das Ungeheuer (“Monster”), which tells the
story of married couple Darius Kopp
and Flora. He was an everyman
who loved his wife more than anything—albeit hopelessly—and who
was overwhelmed by her illness and
depression. Flora took her own life,
leaving Kopp behind with an urn
filled with her ashes and a file in
which his Hungarian wife had kept a
diary of her disease. He sets off on a

journey through Eastern Europe, in
search of a home for the ashes and
for his despair. His travels take him
from Hungary to Croatia to Albania and beyond, until he finally descends upon Greece. Das Ungeheuer
is both a stylistically brilliant obituary that is rich in perspective and a
spirited road novel set in modernday Eastern Europe. Terézia Mora
adopts a radical approach to offer
a voice to the deceased Flora and
her suffering, which she was unable
to share with Darius. Beneath the
dark thread, her diary can be read
as a complement to Darius’ travel
story—a mosaic of autobiographical and medical sketches on the subject of depression. As a writer, Mora
succeeds in interweaving two text

forms and two characters who failed
each other in life. Terézia Mora combines a keen awareness of literary
form with a capacity for empathy.
Das Ungeheuer is a deeply moving
novel that offers its own diagnosis of
the contemporary age.”
Terézia Mora was born in 1971
in Sopron, Hungary. She has lived in
Berlin since 1990, and is a translator.
Her stories have won her the Open
Mike Prize for Literature, the Ingeborg Bachmann Prize and the Adelbert von Chamisso prize for aspiring writers. Every Day was her first
novel, for which she was awarded
several prizes, and which was translated into 16 languages.
Foreign rights: K. Rösel, karsten.
roesel@luchterhand-verlag.de
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Can Charlie Redmayne
Lead HarperCollins UK
to Victory?
The war between digital and print is fierce,
but this ex-soldier isn’t taking sides.
Charlie Redmayne, CEO, HarperCollins UK
By Roger Tagholm
“There are many ways that we can
tell stories,” says Charlie Redmayne,
the new CEO of HarperCollins UK,
now barely three months into the
job. “So, as a publisher we need to
think about ways that we can tell
stories on the devices that people
are now consuming their content on,
using the functionality of those devices to create the best experience.
“One of the things I tried to do
at Pottermore [the Harry Potter online experience and e-store which he
headed up from 2009 to 2011] was
to start thinking beyond the business that is ebooks. Now, ebooks
are going to be a hugely important
part of what we do, and a growing
marketplace and a fantastic way for
people to read books. But it’s not the
limit of digital opportunity.
“We’re going to be doing things
more along the lines of what I did
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at Pottermore with things like The
Book of Spells (which debuted at last
year’s Frankfurt), where we took a
work of fiction created by J.K. Rowling but, as opposed to publishing
that as a book or an ebook, we published it as an augmented reality experience on PlayStation 3. Now that
can subsequently become a book,
or an ebook, or all those different
things, but we need to think about
how content can be experienced and
enjoyed by different audiences on
different devices.”
On the question of where the
ratio of print to digital will settle he
smiles. “There’s this attitude that
things settle. I don’t ever see anything settling. I think that industries
permanently change; and I think
that people within industries are
permanently innovating and creating new ways; and I think that in ten
years time we’ll be sitting here telling stories on platforms we haven’t

even considered yet. So his answer
to that is ‘I don’t know.’
“Do I believe that digital will become a very significant part of what
we do? Yes. Do I think that physical
books will remain a very significant
part of what we do? Yes I do. If you
want me to call a number, I’ve always believed that at least 50% of
the content and the books that we
sell will be digital and that that will
happen in the very near future.”
Redmayne’s background is very
different from others in publishing
(apart from the private education).
Many in the industry have been in
it pretty much their whole working
lives. Not so 47-year-old Redmayne.
After Eton, he spent eight years in
the army, where his nickname was
“Running Bear” due to his long hair,
and moved through various roles in
the television and communications
industry, before joining Pottermore.
He says he loved his time in the
army and that he learnt a valuable
lesson—“It taught me that you’ve
got to make a decision. I think that
ultimately in business, where business falls down is where no decision

Publishing’s Civil Wars

DAILY EDITORIAL

Editorial by Edward Nawotka,
Editor-in-Chief

line has developed, where the
fighting has grown more intense
every year: legacy publishers vs.
self-publishers. Self-publishers, or
if you prefer, indie publishers are
increasingly vocal about their ability
to earn a better living, have a closer
engagement with readers, and deliver a better publishing experience
by bypassing traditional publishers
altogether. The established publishers, on the other hand, may not have
even known they were in a fight.
But if they didn’t, they do now:
this year at Frankfurt, self-publishing is becoming a greater and
greater part in the discussions (see:
CONTEC).
Like any revolution, self-publishing is seeking nothing short
of regime change. Publishers and
their allies (agents) are reacting

For the past decade, there has been
what has amounted to a civil war in
publishing. Most of the time, it has
been easy to ascertain the front line:
print vs. digital. Traditionalists promote the view that print, which has
been the foundation of the business
for millennia, is paramount and will
continue to drive revenue for the
foreseeable future. The digerati believe that it is time to “innovate” and
leverage new publishing technology
to develop new ways to deliver stories to readers. The war is not over
and has been fought to a stalemate.
In mature digital markets, growth
has seemed to plateau, and print has
proven surprisingly resilient.
Each side has been subject to
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circumstances that are beyond the
direct control of publishers. Politics
has played an important role: in Europe, several governments including France, Russia and Germany are
investing tens of millions to shore
up their publishing and bookselling
infrastructure, while in the United
States a contentious lawsuit saw the
Department of Justice convicting
Apple and five of America’s largest
publishers of colluding to fix ebook
prices.
And who can deny that the
global recession has hastened deflationary pressure on book prices
and sales (see: Spain) and the increasingly ubiquitous and attractive
digital distractions have contributed
to a decline in an interest in reading
(see: Korea)?
In recent years, another front-

is made”—and notes this is be first
Frankfurt as a CEO of a publisher—
“and I’m told that the loneliest person at a fair is the CEO because nobody wants you in their meetings.”
Without doubt he is passionate
about the publishing industry, but
he believes its future needs careful
stewardship. “The publishing industry has been one of the most innovative and creative industries for
hundreds of years, and yet when it
comes to digital we’re ceding that
innovation and creativity to media
content developers and others. We
should not cede it. We need to own
that innovation and creativity in the
way we have always done for the last
few hundred years.”
Charlie Redmayne speaks on Tuesday at the Publishers Launch Frankfurt Conference, 10:30 a.m., Hall 4.2,
Room Dimension. On Wednesday he
appears on the Publishing Perspectives Stage, Hall 8.0, N170 from 1111:30 a.m. in conversation with Publishing Perspectives’ Editor-in-Chief
Edward Nawotka.

Edward Nawotka

in much the same way a standing
government does in the face of any
rebellion: some are reacting with
vociferous opposition, some are negotiating (and buying up the rights
to self-published bestsellers), while
others are switching sides.
Where do you stand in the fight?
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Find out more – download our new white paper
www.schilling.dk/web/guest/educational-publishers-download
What does it mean for your business? – book an inspirational meeting
www.schilling.dk/web/guest/whitepaper-inspiration-session

Read more

Advice to Publishers
from a Hybrid Author
Success Story

Hugh Howey, author

Bestselling author Hugh Howey offers advice to
publishers on working with authors who straddle
the line between traditional and self-publishing.
By Porter Anderson
Self-publishing entrepreneur, New
York Times bestseller, and hybrid author Hugh Howey often seems a bit
ahead of the game. He is one of the
most closely followed of today's elite
club of international entrepreneurial authors whose self-publishing
success brings them enviable sales
in the millions, both in dollars and
units. Among writers and a lot of
readers, people who made Silo Saga
trilogy—Wool, Shift and Dust—into
bestsellers, he is the literary equivalent of a rock star.
Howey is a featured speaker at
Frankfurt’s CONTEC Conference as
part of the Interactive Learning Lab
session, “Self-Publishing and Its Implications for the Industry.” He'll be
joined by his literary agent Kristin
Nelson of Nelson Literary, who inked
a print-only contract for Howey
with Simon & Schuster in the US for
Wool—released in stores on March
12 of this year—and with Random
House in the UK for the trilogy. Hollywood A-list director Ridley Scott

optioned the film rights to Wool with
Oscar-winner Steve Zallian slated to
write the script.
Howey is part of a generation of
writers who are maniacally focused
on the reader, almost to the exclusion of anything else. He has leveraged new media to develop direct
personal relationships with readers,
offering a running word count of
forthcoming books on his web site
and posting regular messages to his
readers on YouTube.
So, what advice would Howey
offer to publishers at Frankfurt
based on his own experience?

Ebook Pricing

“Backlist ebooks should not be
seen as competition to frontlist ebooks,” says Howey. “Publishers can
drastically cut the price on these
books without cannibalizing new releases. Readers will buy ebooks that
they never go on to read, and they
won't feel a single ounce of regret
about this. Physical books clutter
our homes and sit as reminders of
all that we aren't reading. There's a
psychological cost to buying a print
book that includes where we will
store the book, the fact that we have
a massive TBR [to be read] pile, and
that we'll have to box up and move
these books. Also, when we don't
finish a book, there is a psychological cost to the money spent. This disinclines us to buy more books.
“Ebooks change all of these calculations. If they are inexpensive
enough, they will sit on devices the
way underused apps sit on smartphones: paid for, never opened,
and not competing with the next
sale. There's no buyer's remorse.
No physical clutter. This is a topic,
these psychological forces, that goes
unexplored, but is crucial to pricing
strategies.”

Transparency

6
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One thing that could benefit authors and publishers, Howey says,
is “more transparency in publishing deals, a new backend that gives

near real-time sales data and pays
monthly rather than biannually. The
technology is there,” says Howey.
“Yet you still can't press a button and
tell how many books you've sold in a
month or over your lifetime.”

Foreign Rights and Fair Contracts

“Translation rights are powerful
and the contracts are fair. The limited terms of license are something
we'd love to see in the US and the UK.
We want less money up-front and a
better split down the road, or a road
that has a finite end in sight where

we can renegotiate. I think publishers would do well to move away
from massive advances and embrace
more of a partnership with authors,
especially the entrepreneurial ones
who are already earning a great living and don't want to give up their
monthly wage in exchange for a onetime windfall."

More Speed to Market

“There should be a better way
to get a hot ebook into the hands
of print book readers. Fifty Shades
of Grey was a model for this, with
books turned around swiftly with
not a lot of manipulation in order
to capitalize on demand. Successful ebooks shouldn't be treated like
manuscripts, in my opinion. There's
an existing readership to tap into,
and time is of the essence.”
Despite all this, Howey makes
it clear that he doesn't look on traditional publishing with hostility, as
is sometimes assumed about selfpublishing authors.
“I think most self-published
authors understand and appreciate
the power and capabilities of major
publishing houses,” Howey tells us.
“They know the cover art is
generally better, that there'll be help
with blurbs and endorsements, and
that print distribution will be stronger. But I also think they understand
the limitations of major publishers better than even publishers are
aware of them, and this cost analysis
makes many of us wary about giving
up our rights.”

10 Counterintuitive
Tips for Self-Publishers

Photo: Marie Dücker

By Hugh Howey
Author Hugh Howey offers a list of
tips that tend to surprise new writers, particularly those who are selfpublishing or considering it.

1

Asking people to buy your book
doesn’t work. Instead, try to entertain or enlighten with your Facebook posts and tweets.

2

The people who sell your books
are your existing readers. Concentrate on interacting with them
and being accessible.

3

There is no promotion as strong
as writing the next book. None.
That always comes first.

4

It doesn’t matter how quickly
your book jumps out of the gate
upon release. An undiscovered book
remains fresh and new. You have the
rest of your life to promote or gain
sales, so keep writing!

5

Give your books away. You need
to build up a fan base. That
means free ebooks, sample chapters, and not worrying about piracy
or DRM.

6

A good agent is your best friend.
Even if you don’t want to sign
with a publishing house, there are
overseas markets and media rights
that they can help you with.

7

An email list is more powerful than Twitter or Instagram
(though not quite as powerful as
Facebook). You want to reach out to
those who are receptive, those who
have signed up to hear from you.
Build that newsletter email list as
soon as possible.

8

Videos are worth a million
words. Readers love connecting
with and getting to know their favorite authors. Shoot a video rather
than typing out a blog post. They are
quick to watch and easy to share.

9

Be yourself. This shouldn’t be
counterintuitive. I hope it isn’t.
Don’t lose sight of who you are. Embrace the awkwardness, the glee, the
dumbfoundedness.

10

Authors are not in competition with one another. We
are in this together. A happy reader
buys more books, so celebrate others doing well and help who you can.
Remember those who helped you.
Pass it along.

Has Technology Killed Readers’ Attention Span?
By Adam Critchley
“I don’t care if people read ebooks
or traditional books, or about the
relationship between both, or about
the death of either,” said well-known
Argentine writer Hernán Casciari of
Orsai magazine, speaking at the 3rd
International E-book Symposium in
Mexico City last month. “What’s important right now is our lack of concentration, our inability to be able to
read, listen or write for more than
20 minutes.”
“Back in the 20th century I used
to read voraciously, and could sit
and write for hours. Something happened at the beginning of the 20th
century, a gradual change I liken to
a frog in a pan of water coming to
the boil. By the time the frog realizes

that the water is going to boil and it’s
time to get out, its muscles have atrophied and it’s too late.
“The digital era has made us
lazy and apathetic, and our stories,
our literature, are losing their shine,”
he said.
Casciari believes that in addition to our inability as readers to
remain focused on a text, the intervention of technology in our daily
lives has also changed our perception of storytelling, rendering stories set in the analog age unbelievable to young readers and making us
incredulous to plots that hinge on a
lack or failure of communication.
He cited the example of reading
Little Red Riding Hood to his young
daughter, “who has a complete lack
of awareness of or nostalgia for the

“The digital era has made
us lazy and apathetic,” says
author Hernán Casciari.
analog world,” and who pointed out
that the main character could have
simply sent a text message to her
grandmother.
“Children’s stories will need
to be rewritten for the digital generation. The whole literary structure
has shifted, as our having become
accustomed to living with technology makes it more difficult for us to
invent stories,” he said.
“Why live on the edge of adventure if everything can be sorted out
with a phone call?” he asked.

No, Publishers Don’t Need Self-Published Bestsellers . . .

. . . but it makes sense for the future of
the industry, says Hugh Howey.
By Porter Anderson
Hybrid author success story Hugh
Howey has no delusions about the
plethora of content available to publishers these days. “Publishers are in
a situation where the supply of manuscripts is so great that they can ignore self-publishing bestsellers and
still have their pipelines full of content,” he says. "But publishers are
also risk-averse, and a bestseller is
a bestseller. They just need to learn
which books make this transition
the best. And they should embrace
leaving well enough alone, while trying to add value.
Yet, as a successful independent author making six figures a

year on his print-on-demand books,
Howey knows numerous authors in
similar positions who would gladly
hand over the rights to these books
to publishers in order to get their
books out to bookstores.
“We would take the hit on earnings just to cultivate a relationship
with publishers, booksellers, and
print readers.That's guaranteed and
easy money for publishers, but without the upside of digital sales.”
Howey encourages publishers
to look at setting up imprints specifically to port bestselling ebooks into
print. “The first major publisher who
creates an imprint dedicated to this
model will do very well for their bottom line,” he says. “It just requires

thinking outside the box, not worrying about upsetting other publishers
(who should be their competitors),
and seeing the publishing relationship more as a partnership and less
as an acquisition.”
But he conceded, the prospects
may not be all good. “Publishers
seem to be circling the wagons and
backing away from print-only deals.
They have enough books to take all
the rights for that they want to set
much precedent with the print-only
deals.”
On the other side, successful
self-published authors are no longer
in a hurry to jump at the first deal
offered to them by a traditional publisher.
“I sold over 6,000 print books
last month through Amazon and
directly to readers,” says Howey.
“These are self-published, print-ondemand books. I could live comfortably on these sales alone, so I can afford to hold off for a deal that makes
sense to both sides."
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Ib Lauritzen from Denmark is a qualified arbitrageur, stock broker, and
analyst. He began working for Bookmann, one of the oldest literary agencies worldwide, in 1962. Lauritzen
and his wife took over the agency in
1976 and have been working together ever since. Here, he describes how
his idea resulted in the establishment
of the LitAg—the Literary Agents and
Scouts Center—which celebrates its
35th Anniversary this year.

By Ib Lauritzen
In 1967, I asked for a stand at the
Frankfurt Book Fair as a Literary
Agent. The application was rejected
with the comment that stands are for
publishers only. Thus, in 1971 I suggested that the Frankfurt Book Fair’s
management establish a venue for
publishers and agents. However, this
request was rejected as well.
I was in need of a stand to meet
publishers from Scandinavian countries, to be able to show them new
books and to talk about contracts
with them. So, in 1972 I wrote to the
management again and said “I am a
publisher now. You have to give me a
stand.” And of course, now they did.
But there was a problem for
me now: normally, publishers trade

The Man Who Dreamed the LitAg
books, which I did not. So, there
was just one solution for this: I published a book. It was called How to
Get a Stand at the Frankfurt Book
Fair. I published it in the name of my
mother-in-law. It included some stories about our company, misspelled
titles, jokes from the publishing
world, and an almanac. I printed
3,000 copies of my book and gave
them away for free at the fair.
When the fair was over, I sent
10 copies to the Frankfurt Book
Fair’s management, and from then
on, I never had any problem getting
a stand at the fair as an agent. And
then, in the late ‘70s and early ‘80s,
the management of the Frankfurt
Book Fair saw the logic behind establishing an Agents Center after all.
When I finally received a stand
as an agent, I was told that I could
not display books, as I wasn’t a publisher, but only an agent. So I decorated my stand with posters and
kept the books shut away. Today
we have to pay €500 fines when we
leave the booths early. Well, times
change and the world spins on.
And even though Ib Lauritzen
was the driving force behind the LitAg, he has never booked a table there.
He says he still prefers having a stand
in the hall where he can be close to
the publishers.

“I published a book. It was called How to
Get a Stand at the Frankfurt Book Fair.”
Ib Lauritzen (left) with Juergen
Boos, Director, Frankfurt Book Fair

A Globetrotter in Search of Innovation Everywhere
Penguin’s Nathan Hull believes digital innovation is just as likely as to happen
in Latvia as London. He is on a perpetual search for the wild and wonderful.

Latvia-based FastR, a mobile app developer,
is one of Hull’s digital discoveries.
By Roger Tagholm
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In another life, Penguin’s Digital Development Director Nathan Hull was
a tour manager for the Australian
rock band INXS. Today, he’s often
the one on stage, speaking to digital
entrepreneurs and developers as he
seeks new ideas, potential partners
for the publisher, and explores the
constantly evolving digital space.
“We are actively engaging with
start-up centers, innovation hubs,
incubation labs, not just in London
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and not just on the West Coast of the
States because I’m finding in those
places largely the same stuff is coming through all the time.”
What has really impressed
Hull is the level of innovation and
“boundary thinking” that is happening in unexpected places, perhaps
driven by the necessity of those
markets.
“I’ve been all over the former
Eastern Bloc, from Moscow through
Estonia, Latvia, Lithuania, Macedonia, Belarus . . . There’s all sorts of
amazing stuff coming out of those
places. In Moscow, my jaw was on
the table half the time with what
these guys were coming out with.
It’s incredible.”
Hull’s enthusiasm is infectious.
He is both excited to tell other countries just how many areas Penguin is
now involved in (apps, games, figurines, Penguin TV), but equally he
loves stumbling across a developer
who has the most fantastic digital
innovation that would turn heads at
any Google Innovation Lab, but who
is completely unknown. To use a mu-

sic analogy, it’s rather like someone
discovering the back-street guitarist
who plays in an entirely new way,
who marches to the sound of a different drum.
“In Nairobi, there’s just incredible innovation happening because
their challenges are so completely
different. They’ve got tech hubs
there that are solving all kinds of
problems that are relevant to their
market. There are things happening
in the Middle East too, Jordan, Lebanon—Israel is an absolute hotbed of
talent, Cambodia has got the most
amazing bank of coders.”
One discovery is FastR from
Latvia, whom he invited to the Fair,
having been knocked out by what
he saw when he visited. “They have
a speed reading application which
starts to dictate how quickly you
read something. It’s very early yet,
but we’re working with them. They
see that it has a lot of potential for
the student market—students have
to read a lot of books.”
Isn’t innovation coming out of
the traditional places, like San Fran-

cisco, too? Of course, says Hull, but it
is often coming from individual entrepreneurs, rather than companies.
Does he find the book world as
exciting as the music world? “Music
always has that sense of sexiness.
Everyone wanted to work with it. It’s
that cult of celebrity thing. I’m not
saying some authors aren’t celebrities, but musicians are performers,
so they’re just far more visible.
“But what’s interesting is
people looking at book publishers
as content owners or representatives. They’re looking at them in a
completely different light now. The
challenge is that the content has to
be more exciting. On the face of it,
people think there’s less they can
do with written word. But actually
I think there are a million and one
things you can do. The challenge
then comes for publishers to open
their eyes to understand that. And I
think that is super exciting.”
Nathan Hull will speak at CONTEC
Frankfurt today at 15:20 on the “Publishing Partnerships” panel.

Licensing to the Arab World Poses Unique Challenges
As part of the 2013 International Rights Director’s
Meeting, two French rights directors’ share their
experiences working with the Arab world.

Rebecca Byers, Plon-Perrin

Benita Edzard, Robert Laffont

By Olivia Snaije
Although the Arab world is currently
undergoing extreme tumult, it has
never been an easy market to understand. It encompasses a population
and potential market of around 350
million people, one that is divided
among 22 different countries each
with its own currencies, customs
duties, censorship laws, commercial
practices, and in many cases, a very
strong second and third language.
Two rights directors from
French publishing companies, Rebecca Byers of Plon-Perrin and
Benita Edzard of Robert Laffont are
participants in Frankfurt’s International Rights Directors Meeting this
year, which focuses on licensing to
the Arab world. They agree that despite the hurdles it remains an important market to pursue.

of their total foreign rights sales
for that period. Italian publishers
signed 35 licensing contracts in the
Arabic-speaking world for children’s
books in 2012.
On the crucial subject of translations, Byers notes “it is still virtually impossible to have access to
accurate statistics concerning how
many works per year are translated
into Arabic. In many Arab countries, copyright registration is not
respected by publishers so organizations like UNESCO or its Arab
equivalent ALESCO are not able to
tally the number of translations.”
Still, she points to the development
of “innovative programs throughout
the Arab world to encourage translations . . . such as Kalima and Terjem in the United Arab Emirates, The
Arab Organization for Translation in
Lebanon, and Le Centre National de
Traduction in Tunisia.”
Edzard said that when negotiating with a publisher she emphasizes the quality of the translation,
which is “crucial for the successful
publication of any book.” Government programs run by the French
Institute and the Centre National du

Modern classics, philosophy, and
political science are the most popular
subjects . . .

Research from the French Publishers Association (SNE) shows 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. Non-fiction books considerably outweigh fiction and children’s
books. “Modern classics, philosophy, and political science are the
most popular subject matters,” says
Edzard. And according to Germany’s
Börsenverein, German rights sales
to the Arab world have averaged
94 titles per year over the past five
years, which represents about 1.3%

Livre (CNL) have “excellent results,”
while others have been far less successful and, often, very disappointing. “I find it absolutely acceptable
that the publisher is helped with the
translation, even in full.” However,
she believes that advance payments
should come from publishers themselves and that a contract has more
value when respect for the copyright
is guaranteed. “I find publishers who
get the advances paid through government aid programs in general
less reliable.”
When it comes to actual contract negotiations, Edzard advises to
separate territories in contract nego-

tiations. Territories can be delineated as the Middle East (the Levant),
the Emirates, and North Africa. And
she says that in most cases a flat fee
agreement is best. “Agreements with
advance payments against royalties
are paid upfront, but I am unable to
give you an example where an Arab
publisher has paid royalties and accounted for sales.”
A word of warning: communication following agreements is very
poor. More often than not, Edzard
says she does not receive foreign
editions after publication, nor does
she see reviews or press material.
However, when her authors are invited to book fairs in the Arab world,
“they are usually very happy” with
the experience.
Despite the aforementioned
challenging conditions of working in
the Arab world, publishers in France
see an upside, both in terms of potential market development and also
as a form of support for fellow pub-

lishers. Edzard emphasizes this last
point. The business of foreign rights
is “about cultural exchange, and I
think this is the road to continue
with the Arab world,” she says.
Byers adds that “it is perhaps
not the greatest time to do business
in this region but neither is it the
time to turn our backs. Those who
are struggling to open up the way
to greater opportunities of free expression and a larger world view are
those who most need our support
and business.”
Related note: Franck Mermier, author
of the in-depth study of publishing in
the Arab world, Le Livre et la Ville,
Beyrouth et l’édition arabe published
by Actes Sud/Sindbad in 2005, is currently preparing, with author Charif
Majdalani, a collective work on publishing in the Arab world for publication next year.

8 Tips for Digital Ventures in Developing Countries
By Octavio Kulesz
Developing countries, and in particular the BRIC countries, have for
some years now proved irresistibly
attractive to international companies. In these regions, a new middle
class is thriving and demanding
more devices, content, and services.
The opportunities for publishing
companies and start-ups are immense, provided that the specificities of each location are taken into
account. Here we provide a few tips
that might be of use for any digital
project in developing markets.

1

Never underestimate local
dialects
Before approaching a specific market, it is essential to ask ourselves
what language (or languages) its
inhabitants speak and what their
particular dialect happens to be.
Ecommerce and digital content sites
often lump the Spanish-speaking
Latin American countries together.
However, if the focal point is Argentina, for example, we will have to
adapt the text, since in Buenos Aires
the word for “you” is not tú (as in
other Spanish-speaking countries)
but rather vos. It’s not just about getting the message across to users, but
about making them feel “at home,”
so using the right dialect will bear
fruit.

2

Currencies and means of
payment are important
If we want to sell something, then
at some point we are going to have
to collect payment for it, which is
where the question of currency
comes in. The major Western portals use the dollar or euro as their
common currency, but generally this
is not the currency used by buyers
from the “digital south.”
Now, changing one currency
into another is more than just a simple conversion: payment in foreign
currency often involves a surcharge
for users. In Brazil, foreign purchases made with a credit card are taxed
at a rate of 6.38%, which effectively
pushes up the price of the end product.
In addition, we must remember
that in regions like Africa, credit card
penetration tends to be low, which
is why payment by mobile phone is
perfereable.
The best option, then, will be to
always sell in the national currency
and with local means of payment.

3

10

Prices must be adjusted
Pricing must be set according to the actual customers, whose
purchasing power varies in each
market. If we employ a “one size fits
all” type of policy and keep the same
prices in developing countries as
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for the US or Europe, we will probably only reach the wealthiest 15%
of the population. Concentrating on
this segment may prove lucrative
enough for some projects, but if we
are interested in reaching the remaining 85%, then we will have to
revise our business models. In this
respect, one might take note of the
trend towards low-cost solutions
in India, where economies of scale
make it possible to slash prices and
help the masses gain access to tablets and digital publications.

Developing markets
are fascinating: what seems
immobile is in fact shifting,
and what seems to us to be in
flux is really static.

4

Adapt to the local
infrastructure
If dialects, means of payment, and
prices vary, then so does infrastructure. We should never take it for
granted that the local technological
ecosystem will be the same as our
own. Before offering digital services
or products, we must ask ourselves
the following questions: What type
of connection do users have access
to? Fixed internet? Mobile internet?
Dial-up? Do they use tablets? Do
they only have PCs?
If the users in our target segment don’t have their own tablets or
PCs, then an elegant solution would
be to distribute ebooks in a PDF
format that can be printed at copy
shops, as Paperight does in South
Africa.

5

Don’t ignore the public
sector
Over the last decade, many developing countries have grown at a frenetic pace, and the public coffers have
swollen in a similar fashion. As a result, national governments have become more powerful and more determined than in previous periods.
In this context, any private-sector technology project that proves
incompatible with national plans
for infrastructure and content may
make an enemy where none existed.
On the other hand, companies that
make allowances for national priorities may gain access to a huge market, as is the case with government
purchases of digital educational
texts in Brazil.

6

Flexibility is key
As is often said, if you want to
dance the tango, brute force won’t
be much help to you. So, it doesn’t
matter how powerful a company is
in its native market: to perform in
developing countries, what counts
won’t be a company’s financial clout
but rather its flexibility, timing, and
intuition.
In the early stages of a project, everything in the new market
seems chaotic. However, once we get
through this phase, we may be able
to grasp the unwritten rules at play.
Companies that don’t respect this

principle tend to suffer the tragic
fate met by eBay in China.

7

Keep a low profile
Many firms, particularly bigger
ones, tend to enter emerging markets with a message along the lines
of “Here I am!” The truth is that such
an attitude only makes local competitors band together and perhaps
even convince the public sector that
the newcomer constitutes a threat
to the nation. It is always worth remembering the Chinese proverb:
“The bird who sticks his head out
gets shot.”

8

Find the right partner
Since it isn’t always easy to
muster up the necessary versatility
to adapt to the local culture and respond effectively to possible changes in regulations, one solution would
be to form an alliance with domestic
companies. Of course, the challenge

will be to find counterparts that, in
spite of cultural differences, share
our way of working and objectives:
depending on the choice we make, it
could result in the relative success of
Wal-Mart or the disaster of Groupon,
both of which occurred in China.
Developing markets are fascinating: what seems immobile is in
fact shifting, and what seems to us to
be in flux is really static. Whether we
want to distribute ebooks, devices,
software, or web services, we have
to be willing to localize our product
offerings, adapt, learn, experiment,
and be prepared to immerse ourselves in a reality that is sometimes
unfathomable—but always exciting!
Octavio Kulesz is the co-director of
Buenos Aires publisher Editora Teseo
and Alliance-Lab. He is a featured
speaker at this year’s Publishers
Launch Frankfurt conference.

Brazil at the Digital Tipping Point
By Carlo Carrenho, PublishNews
The moment it became clear that the
digital revolution had finally taken
hold in Brazil happened shortly after last year’s Frankfurt Book Fair.
On December 5th, 2012, Amazon,
Google and Kobo opened for business in Brazil within hours of each
other. Apple had opened iBookstore
a few months earlier, but only sold
books in American dollars. This “big
bang” has most recently led—no
surprise—to making 2013 the “year
of the ebook” in Brazil.
That said, not all credit goes to

Skyline of São Paulo, Brazil

the foreigners: indigenous companies have fought hard to claw away
some of the attention and market
share from these would-be digital
imperialists. Gato Sabido (the first
Brazilian ebookstore, going back to
2009); IBA, which is owned by Grupo Abril, one of the largest media
companies in Brazil; Saraiva, owner
of the largest bookstore chain in the
country, and Submarino, an online
superstore not unlike Amazon, each
have their own aggressive ebook
and digital publishing programs.
Ebook growth in Brazil is fueled by tablet and smartphone sales,

rather than sales of ereaders. According to research company IDC,
5.9 million tablets will be sold in
Brazil in 2013, and Nielsen—which
opened for business in Brazil this
year—reports that retail sales went
up 400% in the first half of 2013
compared to same period in 2012.
Even more impressive is the fact that
94.9% of the tablets sold in the first
quarter of 2013 run on the Android
platform.
As for smartphones, according
to a study by Morgan Stanley earlier
this year, Brazilians had 70 million
smartphones, making it #4 in the
world in use of such devices. IDC expects 28 million more smartphones
to be sold in Brazil in 2013. It should
then come as no surprise that telecom companies like Vivo, Claro, and
Oi are also starting to offer ebooks
through low-priced subscription
models.
But the real story here may not
be in trade sales to consumers, but
in the higher education segment,
where government purchases account for an overwhelming amount
of sales and revenue: approximately
US$644 million worth of books in
2012, representing more than 26%

In 2012, global ebook
retailers descended on
Brazil. This year, the big
story is about education
and the shift to digital
books in schools.
of publishers’ revenues. While this
segment remains largely dedicated
to print, signs of a shift are beginning. Starting this year, the government has begun evaluating ebooks
and digital content for use in schools.
When it comes to content licensing, the CAPES Periodicals Portal offers Brazilian graduate students free
access to about 31,000 journals and
150,000 ebooks. In 2011, CAPES
spent US$71 million on digital periodical licenses and ebooks for its
library. Foreign publishers are taking notice: Wiley has just opened an
office in Brazil, and Springer looks to
be doing the same shortly.
If you’re a foreign publisher
looking to do business in Brazil, the
most important city for publishing
may not be São Paulo or Rio de Janeiro, but Brasilia—our lonely capital in the remote Amazon. Time to
break out the mosquito repellent . . .

How Common Core Education
Accelerates Publishing Innovation

By Roy Kaufman,
Copyright Clearance Center (CCC)
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In 2009, President Obama arrived
in Washington with promises of reform in state and local education.
Only months into his administration, he created the “Race to the
Top” initiative to spur innovation
and reforms in state and local district K-12 education. The President
argued that states wishing to demonstrate achievement could do so
only through tangible student improvement within a “common core”
set of state-developed, nationwide
standards.
Under the Common Core State
Standards (the “Common Core”), set
for implementation in 2014, educators are not the only stakeholders
set to grapple with new challenges
and opportunities. For publishers,
the development of a new curriculum aligned with the new standards
will alter the selection of primary
works for the classroom.
The No Child Left Behind Act
(NCLB) of 2001 had marked the
seminal moment in creating nationwide, results-based education
in the United States. Under NCLB,
states agreed to adopt and measure
against educational standards with
the goal of achieving proficiency
within a set time frame. To support
these standards and goals, the 50
U.S. states were required to implement new testing regimes.
The single goal of NCLB for
states was to improve a minimal
threshold of “proficiency”—a term
that unfortunately enabled widely
different interpretations. While this
attempt to empower the states to
create better educated and more
employable students was admirable, it ultimately created incentives
to cut corners merely to improve
scores.
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The Common Core State Standards dramatically change how
students will learn. Proficiency is
now set against the expectations of
colleges, universities and employers—not merely minimum thresholds used to create state-by-state
comparisons. In both curriculum
and assessments, Common Core
State Standards are set on empowering educators to take the lead in
constructing a more engaging, “real
world” experience.
While Common Core creates
common standards, it does not
specify a common curriculum. This
is left to states and localities. It does,
however, create common assessments against which participating
states will measure success. Thus, it
will no longer be possible to “game”
the system through manipulation of
student expectations, assessment
difficulty or scoring.
In the English/Language Arts,
for example, instruction will de-emphasize traditional literary works in
favor of non-fiction (“informational
texts”). A class on The Great Gatsby
would also expose students to chapters from texts about the history of
prohibition; recordings of jazz in the
1920s, newspaper articles on class
conflict in the U.S., and even scientific studies of alcoholism.
When assessing student progress, test developers are using the
types of materials that students will
actually read. Thus, passages created specifically for tests (“synthetic
content”) are out, and published materials (“authentic content”) are in.
Publishers of high-quality, nonfiction informational texts are likely
to gain, as will publishers of fiction
works who can supplement those
works with related high-quality informational texts. Publishers traditionally associated with college and
university level content are also like-

ly to find excerpts of their content in
higher demand for K-12 classrooms.
And of course, that means that traditional primary and secondary school
textbooks, which talk about primary
materials, will be less attractive
to students, teachers, schools and
school districts than the primary
materials themselves.
Educators and assessment developers will require copyrighted
material, particularly content accessible through digital tools and
applications, more than ever before.
For publishers, the licensing of this
authentic content in alignment with
Common Core also represents new
opportunities to innovate. Educators
will demand far greater use of such
material across multiple content
distribution and display channels.
These channels include integrating
published materials into textbooks
and learning objects, licensing for
direct classroom use, and licensing
for assessments.

At the request of the Smarter
Balanced
Assessment
Consortium—one of the two national assessment consortia funded through
grants from the US Department of
Education to provide common assessments against the Common
Core—CCC has begun working with
publishers to create a repertory
license that will make the permissions process more efficient and
open up more authentic content for
reuse in assessments. Copyright will
be viewed as enabling and ensuring
the availability of a wide selection of
easily accessible texts for authorized
use in this new diverse learning environment.
Similarly, CCC has recently enhanced its publisher-to-publisher
republication marketplace to enable
Common Core-aligned publishers
to easily re-publish works of other
publishers in an, authorized fashion,
in print and online.
Publishers and educators both
must begin to view Common Core
as a chance to innovate and improve
access to engaging materials that
enliven classrooms and improve
student outcomes. As the parent
of two public-school children in
an early adopting Common Core
aligned state, I have seen first-hand
the innovative teaching techniques
employed under the new standards,
and the rich reading lists that go
along with the traditional texts. Like
many opportunities, better education will best be realized through innovation and collaboration.
Roy Kaufman is the Managing Director, New Ventures, Copyright Clearance Center (“CCC”). He will discussing “Common Core Implications for
Foreign Publishers” on Friday, October 11 from 12:00–12:30 p.m. on the
Publishing Perspectives Stage, Hall
8.0 N170.
Victoriano Colodron of CCC is
participating in Tuesday’s “Supply
Chain Track - Raising the Game in the
Rights Data Supply Chain,” 16:40–
17:30 p.m. at CONTEC Frankfurt.
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Preparing for 2014 and Beyond: Predictions
Invest in skills, innovative thinking, and new—
perhaps challenging—business models.

Editorial by George Lossius,
Publishing Technology
As we head into another Frankfurt
Book Fair, where we create relationships for the future, it seems an
important time to talk about where
we are as an industry and where we
should focus our efforts going into
2014.
Dramatic changes in the industry have marked 2013 as perhaps
yet another watershed year: the rise
of mobile versus web apps, the beginning of the end of Impact Factors
in scholarly publishing, an increase
in article-level metrics, and continued publisher consolidation—no-

tably the Penguin Random House
trade mega-merger in the Englishlanguage markets.
Looking forward, what do we
see? What should we look out for in
the STM, education and trade markets?
In STM and education, the open
access scenario will continue to be
debated internationally among academic publishers vis-à-vis dictums
of various governments based on
funding. And while the big question
remains whether to publish as open
access or not, the whole debate is
challenging insofar as it forces one
to consider different business models, different delivery mechanisms,
changes in user expectations, leaving publishers to seek new ways to
commercialize content or accentuate their relevance and hence commercial value. Expect some innovative thinking
To better and more quickly take
advantage of the changes in the industry as they arise, publishers are

going to start to invest heavily in efficiency within their infrastructures.
In the historical context of several
hundred years of the printed product, many new delivery mechanisms
and models may be viewed as mere
“fads,” which is much the world we
live in now with new platforms and
disruptive influences. Without being
able to guess what comes next and
whether these fads should last one
year or ten, one can only get ready
to respond both in terms of staff skill
sets and technology infrastructure.
We will also see an evolution of
business models in the trade sector.
Amazon recently announced their
first steps toward the bundling of
ebooks and print books through
their Kindle MatchBook program,
but that is just the beginning. Oneoff book sales will continue to dominate for a while, but publishers will
need to stretch their minds and
systems towards commercializing
everything from chapter-level buying, to micro-purchases, to even con-

sidering subscription models. Some
digital publishers are already going
towards a subscription model, while
other publishers, both academic and
trade, are building online communities to create direct relationships
with their readers.
The survey of online communities that we commissioned earlier
this year demonstrated that publishers are headed in this direction. Of
the publishers who responded, one
quarter of them expect to have seven
or more networks up and running
by 2015, with many more respondents predicting a huge growth in
the number of online communities
for their company, from a current
average of 2.1, to more than 5 over
the next 2 years.
As the tumultuous 2013 comes
to a close, publishers appear to better understand the challenges ahead
and are on a better footing to adapt
and change as needed.
George Lossius will join Victor Henning (Mendeley/Elsevier), Mark Anderson (Pearson) and Dan Franklin
(Penguin Random House) for the
“What is a Publisher Now?” debate at
10:45 a.m. on Wednesday, October 9,
at the Forum STM, Hall 4.2 B2.

SPONSORED BY F+W MEDIA
Mike Shatzkin

NEW YORK—On January 13-15,
2014 Digital Book World, an F+W
Media event and the largest conference and expo dedicated solely
to the business of digital publishing worldwide, will celebrate its
five-year anniversary.
“Our fifth year programming
Digital Book World has us continuing to evolve along with the industry,” said Mike Shatzkin, co-owner
of Publishers Launch Conferences,
partner with F+W Media. “Once
again, we’ll have unique data

Digital Book World’s 5th Anniversary Brings
Great Speakers and Partnership with BISG
about start-ups and about author
preferences in a newly enabled
self-publishing world.”
Notable speakers already
lined up for this year’s conference
are Brad Stone, Bloomberg Businessweek writer and author of The
Everything Store: Jeff Bezos and the
Age of Amazon; and Tim O’Reilly,
Founder and CEO of O’Reilly Media, in his first publishing conference appearance since shuttering
Tools of Change earlier this year.
For the 2014 conference,
Digital Book World and the Book
Industry Study Group (BISG) have
partnered to co-locate BISG’s Making Information Pay for Higher
Education conference to Monday,
January 13, joining Digital Book
World and EXPO 2014. Making
Information Pay for Higher Education explores the migration from
print to digital in higher education
publishing. Recent programs have
featured results from BISG’s ongoing Student Attitudes Toward Con-

tent in Higher Education survey
and other data-rich presentations
offering new insights into the unfolding digital transformation and
online learning, including MOOCs
(Massive Open Online Courses).
Len Vlahos, BISG Executive
Director, says of the partnership,
“We are very pleased to be working with Digital Book World on
this conference. BISG is known
for its rich history of programs

on data, best practices, and transformation. Digital Book World
has unparalleled expertise in the
emerging content delivery space
and will help bring our programs
to a larger audience.”
Each year, Digital Book World
attracts an international audience
of 1,500 industry professionals, 50 exhibitors, and more than
100 speakers. For more info, visit
conference.digitalbookworld.com.
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Reinventing Wiley

An interview with Stephen Smith, CEO of Wiley

Interview by Edward Nawotka
The education, research, and journal
publishing company Wiley has made
significant progress in the transition
from print to digital. Today, print
books account for just 31% of Wiley’s total global revenues, down
from over 50% a few years ago,
and more than 50% of Wiley’s annual revenue is derived from digital
content and services—and in some
business lines, as much as 70%.
“However, as important as that
migration from print to digital is for
the sustainability of our core business, we recognize that digital books
and journals at best substitute revenues previously derived from their
print predecessors,” says Stephen M.
Smith, Wiley's President and CEO.
Smith joined Wiley in 1992 as
vice president in charge of Asia, and
served in a variety of roles before
taking over as Chief Operating Officer from May 2009 until May 2011,
when he was appointed CEO—and
as such has had a front-row seat to
witness the vast changes sweeping
the industry. He shared his views on
the digital transition with Publishing
Perspectives.

In the rush toward digital publishing and the constant talk of
"innovation,” has the "digital revolution" been overhyped?
On the contrary. We are all familiar with Amara’s Law that states
“we tend to overestimate the impact of technology in the short term
and underestimate its impact in the
long-term.” I believe that things have
changed so rapidly and profoundly
that there is a risk that leaders of
traditional media companies might
underestimate the significance of
the revolution that is already upon
us. I also believe that to characterize
the revolution as a transition from
traditional media to digital oversimplifies the complexity and impact of the changes ongoing in our
business.
In order to drive growth, we
need to go beyond the “two-dimensional” experience of a digital journal or standard ebook and find ways
to expand along the value chain of
our customer, thereby opening new
revenue streams and tapping into
alternative sources of funding.
Take for example the world of
peer-reviewed scholarly journals.
Wiley launched its first online journals platform (Wiley InterScience) in
1999 and has signed digital license
agreements with customers around
the world that now account for over
80% of total journals revenue. Even
though digital journal content is of
much greater value to libraries and
researchers, and despite the fact
that usage and availability of content

Wiley Online Library is just one of the company’s digital initiatives.

The deep knowledge
of customer needs that
arises from our legacy
businesses provides an
essential foundation for
the development of new
businesses.
continues to expand rapidly, revenue growth remains constrained by
the relatively slow growth of institutional library budgets.

What is the risk involved in abandoning legacy businesses?
Even as we seek to develop
new higher-growth businesses by
expanding along the value chain of
our customer, we have no intention
of “abandoning” profitable legacy
businesses. We expect to diversify
our business through the addition
of new content-enabled services,
but publishing will remain at the
core of everything we do. Our deep
reservoir of highly-regarded content, our enduring relationships
with authors, end-users, partners,
and customers as well as our portfolio of trusted brands, give us deep
insights into the needs, pain-points,
and preferences of a wide-range
of educational, professional, and
research communities. The deep
knowledge of customer needs that
arises from our legacy businesses
provides an essential foundation for
the development of new businesses.
To the extent that legacy businesses
remain profitable and yield positive
cash-flow, they can provide important financial resources to support

innovation and investment.

You have said that "most publishers recognize the need to fundamentally change what they do."
Why is that? And how?
Traditional publishing businesses around the world are facing
revenue challenges. Print book sales
are declining rapidly and, although
digital books sales have grown, the
rate of growth is not sufficient to
offset the rate of decline of print.
Although digital device penetration
continues to drive demand for ebooks, users of tablet PCs and other
mobile devices are offered a bewildering array of alternative content
that competes for attention and
“share of wallet.” Furthermore, digital business models tend to be weaker than their print precursors. Some
content that used to be purchased
by the reader in book format is now
available in good-enough substitute
versions, often paid for through advertising or other “free to end user”
business models. [It was this trend
that led Wiley to divest its travel,
culinary, and other consumer publishing businesses in 2012]. Lastly,
the changes in the consumption and
delivery of content have changed the
balance of power between content

Stephen Smith, CEO, Wiley
owners and creators, device manufacturers and distributors, with publishers and content owners sometimes left with a declining share of
the action.

What’s the answer for publishers?
Faced with these changes, traditional publishers must innovate
to survive. They must reduce their
dependence on the traditional “oneto-many” distribution models that
have sustained them in the past and
must develop new “one-to-one” or
perhaps “one-to-few” models that
deliver customized and personalized experiences for their readers.
They must develop enduring relationships with their final customers and enhance their knowledge of
the customer to guide higher-value
product development and marketing capabilities. These changes,
which require significant cultural
shifts in the publishing enterprise, I
would characterize as fundamental.
Which way is Wiley weighting the
future? Toward legacy, or toward
something new?
It cannot be either/or. At Wiley, we have set ourselves a goal
of achieving 25% of revenue from
transformational new businesses
that engage the customer in an interactive, multi-dimensional experience. This means that 75% of revenues will still be derived from our
(increasingly digital) legacy books
and journals business.
Stephen Smith will deliver a keynote
speech at CONTEC Frankfurt at 8:40,
is the featured speaker at the Opening Press conference at 11:00 today.
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