
Bringing the best of the Balkans to UK readers

Interview with Susan Curtis-Kogakovic about Istros Books, the start-up 
small publisher specialising in literature in translation

The concept and objective of Istros Books dates from 2010, when I was still 
resident in Zagreb, Croatia. As a writer and book lover, I had made a lot of con-
tacts in the region over my 6-year stay, and knew very well how woefully little of 
the literature ever made it to the UK market. With a desire to change that, but 
with very little experience of the publishing industry, I registered the company 
online and swiftly got down to the business of applying for funding.

As every publisher of translations knows, the translation itself is most often 
the most expensive part of the book. This is one of the reasons why so little of 
it is published on the UK market – that and our (miscalculated) idea that the 
English-speaking world gives us enough of a multicultural view. So one of the 
ways to cover the cost of an expensive translation is to apply for institutional 
funding. This could be from ministries of culture, cultural organisations or the 
EU Culture Fund. I started with the latter, applying for four titles picked from 
Croatia, Montenegro and Bosnia, after first securing the services of experienced 
translators from Serbo-Croat to English. I also looked to other funding for 
my Romanian and Bulgarian titles, relying on the auspices of the Romanian 
Cultural Institute and the Elizabeth Kostova Foundation, respectively.

The foundation of a good publishing house is, of course, the quality of its 
writers, and in the case of Istros, also of its translators. However, this is only 
half the battle. Once I had relocated permanently back to London in the sum-
mer of 2011, the hardest part began: those slippery twins, marketing and PR! 
Although I had two titles ready for publication early in 2011, and had even 
found a designer and a printer by the autumn, they came out to a resounding 
silence. The truth of the matter is: if a tree falls in a wood and there is no one to 
hear, then it doesn’t make a sound. If a book is published without any marketing 
input, then it does not exist on the market.

Istros’s first step in the right direction came with the securing of a UK book 
distributor, in this case, Central Books, which has been providing this service for 
small publishers since 1939. Through them, it was also possible to reach out to 
book-repping companies who represent small publishers on the UK market by 
their direct outreach activities and relationships with wholesalers and booksellers 
across the country. If a small publisher is to succeed on the open market, it needs 
to let book-buyers know about its titles and therefore needs the help of pro-
fessionals. Before Istros Books was taken on by Signature Book Representation 
(UK), only a handful of books were being ordered from the distributor, whereas 
afterwards I had orders coming in from the wholesalers Bertrams and Gardeners, 
as well as individual bookshops nationwide. And each new title that we published 
was now accompanied by an advance information (AI) sheet and listed on all the 
necessary sites, so that it could be introduced to the buyer in good time. The reps 
also serve as a ‘market voice’ in that they quickly inform me if they think I am 



doing something wrong – from cover design to blurb description – emphasising 
the needs of the book-buyers and ultimately the customers. While I can get lost 
in the world of editing and funding applications, they keep me on track in terms 
of remembering the needs of the buyers.

A favourite question in marketing is – who is your target audience? Well, for 
Istros’s titles, the focus comes under three umbrellas: those who hail from the 
region, or are connected to it through work or family; fans of literary translation; 
travellers to the region. Ironically for us, the groups are fairly airtight and there 
tends to be not that much exchange between them, so that even if a book gains 
an audience among translation enthusiasts, it would not be recommended to, or 
picked up by, people travelling to the country of the author.

In order to reach the first category, we maintain a strong relationship with 
UK-based cultural institutes and embassies, and often use their centrally sited 
London headquarters for launch events (e.g. the Romanian and Serbian embassies 
in the heart of Belgravia). For those who have a passion for literature in transla-
tion and writing from unusual places, we maintain links with people working and 
promoting in this area – the Free Word Centre, Literature Across Frontiers, PEN, 
European Literature Network, etc. The final group – those whose interest in the 
region stems from travel or holidaying – has been the most difficult to reach. 
Apart from the excellent policy of Daunt Books to shelf each title next to the 
travel books about the author’s home country, the potential of these customers 
has not been tapped. One idea, which never came to fruition, was approaching 
travel and airline magazines from the different countries, in order to place an 
article or advert for the books. While some local distributors – like BuyBook in 
Bosnia – have taken it upon themselves to place Istros’s titles at Sarajevo airport, 
others have not been responsive.

One of the main marketing questions for me was whether to focus on the 
writers as a group or as individuals? With the knowledge that most of my writers 
are endowed with names that many English people find unpronounceable – such 
as Koščec and Sršen – I decided on the former, hence my decision to group the 
2013 titles as ‘Best Balkan Books 2013’. As the Balkans has been viewed as a 
place of bloodshed and superstition for a long time, I see part of my job as to 
‘refine’ this image rather than trying to achieve the impossible task of superseding 
it. We have a plethora of negative stereotypes to deal with, and we come at them 
obliquely. Marketing Balkan books is not the same as selling romantic novellas 
to ‘ladies who lunch’; I go about it by drawing on the images of ‘bad, bolshie 
Balkans’, emphasising that we offer the edginess of subversive voices, along with 
an assurance of originality and authenticity. This originality has become a key part 
of our brand:

Amongst our authors we have European prize-winners, polemic journalists 
turned crime writers and social philosophers turned poets. Uninhibited by 
Creative Writing courses and market forces, all our authors write out of 
passion and dedication to good stories, so you can always expect to find fresh 
and exciting writing at Istros Books.



In order to reach out to potential readers, Istros has relied heavily on the open-
ness and dedication of a band of literary bloggers who are invested in literature 
in translation for the fresh voices and new perspectives it makes available. Our 
ongoing strategy is to forge relationships with such individuals – whether 
working on their own blog or as part of online magazines – and to strengthen 
relationships with them, as they are our main allies. While the handful of daily 
newspaper reviewers still in existence may be overloaded with the mainstream 
titles, independents still have the luxury of making their own choices and follow-
ing their own tastes. We have to make stakeholders feel that they have discovered 
something unusual, rare and with attitude – whether they be reviewers, buyers 
or readers.

Istros Books Ltd, www.istrosbooks.com



Marketing and selling antiquarian and facsimile books

An interview with Dieter Roeschel (author of various titles on facsimiles) 
and Anton Pfeiler, owner of Fachbuchhandlung für Faksimiles 
(bookseller of antiquarian and facsimile titles), Germany

Antiquarian and rare books are old editions, those that are no longer in print and 
hence routinely on sale. The range of what is available to acquire is thus limited 
by what is on the market – or may become accessible in future. ‘Antiquarian’ usu-
ally refers to titles printed before 1900, ‘rare’ generally means scarce; for example, 
titles that had very low print runs (poetry being a common example).

Facsimile books are reproductions of titles, usually those that are extremely 
precious, and ownership hence allows collectors access to volumes in the same 
way that the originals were owned; in private. They are produced when owners 
of precious manuscripts offer specialist publishers access to photograph what they 
hold and a limited edition is produced for sale. The subsequent financial value of 
what is produced is at least partly dependent on whether or not the owner plans 
(or subsequently decides) to offer a new access in future; weighing up financial 
gain against the inevitable associated damage that production processes bring 
to the fragile manuscript. So for collectors, whereas the number of copies of 
antiquarian books is necessarily finite, the position with facsimile editions may 
be less certain.

All the same marketing and selling skills are required as with new titles, but in 
the case of antiquarian and facsimile editions it is particularly important to know 
your market and what they collect, to build a relationship of trust based on the 
dealer’s scholarship and market awareness, hence guaranteeing the authenticity 
or rarity of what is being purchased. In the longer term, few things are a com-
pletely sure investment – and books are as subject to the vagaries of market forces 
and wider economy as other collectibles – but associated interests can form the 
basis of very long-term relationships between dealers and their customers.

Booksellers dealing in antiquarian and facsimile books place a lot of emphasis 
on knowing the customers, maintaining relationships with them and conveying 
the quality of what is on offer – usually through high-quality printed catalogues 
and leaflets, although younger generations may view material online, particularly 
if a quick decision is needed. As book collectors age, it is also pragmatic for 
dealers to promote interest among younger generations, particularly those likely 
to inherit – and hence perhaps develop – a family collection. Advice on how to 
understand their collections (expert commentary in books or articles in maga-
zines or journals), how to store and look after titles, may be particularly valued. It 
is also possible to sell a range of supporting products to the same market – fabric 
‘book worms’ that hold pages open, materials for storing out of direct sunlight 
and gloves for their management. Such items are not always necessary but their 
associated processes can be part of the joy of owning.

In the longer term, prices for books generally depend on the demand for a given 
title, the number of copies available (low print runs are particularly attractive), 



the role they played in the author’s developing reputation and their condition. 
Higher prices may be paid by those collecting particular early editions or titles of 
a specific provenance (who owned them previously or perhaps their status as part 
of a particular institutional library).

A related development within traditional publishing has been republishing 
(whether in print or digitally) titles that now form part of the ‘rare books col-
lections’ that all libraries either host or share with a range of related institutions. 
Making available scholarly work of particular significance in this way can have a 
particular appeal to information professionals, offering them the chance to make  
a range of works accessible again, but without damaging the originals. Such 
materials are best presented on the grounds of enhancing a collection, raising its 
profile and prestige, and making a complete range of information available again.



Bonus content: more on metadata

The main issue is discoverability, and especially in audio where there were 
5,000 titles released each year a decade ago and there are now more than 
50,000, and so good titles get ‘lost’. The challenge is to market effectively 
in a niche and not just fling out publicity indiscriminately.

– Nicholas Jones, Managing Director, Strathmore Publishing

Publishers and retailers working in book markets across the globe have an 
increasing desire to measure with accuracy the performance of book sales in 
their territories. In countries with more established metrics then the need for 
insights is becoming ever more sophisticated and is increasingly of interest to 
industries looking to the book trade such as film and TV agencies.

– Hazel Kenyon, Director Book Research UK,  
Nielsen Book Research

Accurate data! It sounds so boring but can make or break a good campaign 
if the book, its title, subject headings or author details have been inaccurately 
entered into the industry data bases.

– Patricia Genat, Director, ALS Library Services Pty Ltd

Metadata is undervalued.
– Thad McIlroy, electronic publishing analyst and author,  

based on the West Coast USA and at his website,  
The Future of Publishing. He is a founding partner  

of Publishing Technology Partners.

Metadata has been sitting in the publishing doldrums for too long now, vastly 
undervalued. Metadata is the most important part of selling books today. Bar 
none. Its power should change the way publishers market books. It can measur-
ably increase sales. This has been proven.

Publishers have to start approaching metadata as a strategic weapon, not as the 
digital equivalent of an old library card catalogue.

Editorial remain at the heart of book publishing: if all other factors are equal,  
the better book will sell more copies. Of course few of the factors are ever 
equal, and, in publishing, sales and marketing is mostly concerned with trying 
to tip the precariously-balanced scales ever-so-slightly in your direction.

In a world of bricks and mortar the marketing process is well-defined and easy 
to understand: take a good book, seek to influence the conversation via book 
reviews and the author’s presence, and, anticipating some interest, buy your way 
to prominent retail display, so the book is visible when the educated customer 
comes calling.

In the online world publishers and authors still seek influence, but, for the 
most part, can’t buy prominent display space. Your book appears most promi-
nently on Amazon because it’s selling well despite not having initially appeared 
prominently on Amazon.



Achieving prominence becomes a far more multi-layered challenge than it was 
in an exclusively bricks and mortar world. Relationships are established digitally; 
metadata is the grease on the wheel of online connections.

Metadata is left-brained

Metadata is left-brained, dry and analytical, and publishing executives are mostly 
right-brained, creative and sensitive. They don’t understand how metadata really 
works and, truth be told, they don’t want to. They’ll settle for the 30,000 foot 
view, and, more truth be told, from 30,000 feet, metadata does look like an old 
library card catalogue.

Up close it looks complicated. Metadata is standards-based, and right-brained 
people don’t like technical standards. Going deep on metadata takes you into 
the realm of EPUB, HTML, SEO and ONIX. Yuck. What publishing executive 
wants to go there?

The other damning thing about metadata is that the number 1 reason we need 
great metadata is to compete on Amazon. And if there’s one thing that makes a 
publishing executive cringe worse than complex technology, it’s thinking about 
more effective ways to compete on Amazon. The game is brutal and complex, 
the rules change all the time, and self-published authors and Amazon imprints 
keep winning.

In the same sense that the metaphor for metadata is a library card catalogue, 
the metaphor for competing on Amazon is fighting it out on the shelves at 
Waterstones in the UK or Barnes & Noble in the US, but digitally. Most online 
shoppers were first trained on bricks and mortar, and it’s in Amazon’s interest 
to make its book pages reminiscent of a dusty old bookshop that just installed 
fluorescent lighting. It’s only natural that publishers treat book pages on Amazon 
as digitised Waterstones bookshelves.

The unpleasant truth is that while online book pages may appear reminiscent 
of the Bookshop on Main Street, they are in fact located at the Bookshop in 
Amazon City. OK, yes, the cover still matters – a lot – as do the jacket copy and 
the blurbs. But there’s so much more that happens in Amazon City. There are 
reader reviews, good ones and bad ones, that signal a book’s quality from a cus-
tomer’s perspective, not from a doting friend of the author’s. There’s a dynamic 
sales ranking. There are multiple editions on sale side by side: hardcover, paper-
back, ebook, audio and used. Complementary titles are found below the fold. 
There’s dynamic pricing. On the author’s page are videos and links to community 
pages on Facebook, Twitter and Instagram.

The big hurdle for publishers is understanding that all of this online informa-
tion, all of these online links, are based in data, dynamic data, metadata.

Metadata has depth and breadth. Metadata should be verbose, but accurate. 
Metadata should emanate outward, linking, constantly linking, to every online 
waystation that a book buyer might visit.

Publishing executives too often treat metadata as a clerical function, vastly 
underestimating its strategic power. Too few companies have the position or title 



of ‘metadata manager’. If we’re not expecting metadata knowledge from our 
marketing staff, no wonder it’s still sitting on the back shelves. Until management 
demands that its managers know how to compete with metadata, metadata will 
be a good housekeeping afterthought. Metadata is great, and the publishers who 
embrace its strategic value will thrive.

Thad McIlroy,  
https://thefutureofpublishing.com



A story of segmentation

A business publisher was approached by an organisation representing a group 
of professionals who were clearly identifiable, were confident of their exper-
tise and specific role, and viewed their membership organisation as a valuable 
work and social forum. They did, however, have few specific resources published 
for their particular professional needs, and this contrasted with other markets 
with which the publisher was involved. The publishers decided to respond to an 
invitation to bid to publish the organisation’s annual yearbook. They did so in 
order to explore the sector, thinking that this would give them the opportunity 
to create a range of bespoke resources for a market to which they would thereby 
gain direct access.

Once the yearbook contract had been won, and the working relationship pro-
gressed, it turned out that the professional organisation took another view. They 
saw the contract for the yearbook as an annual and discrete project, and would 
not counter any developmental activity with their membership that did not 
involve them too – and for this access they wanted significant up-front fees. As an 
organisation they had high institutional costs (expensive London premises), were 
cautious decision-makers – but they also significantly overestimated the profita-
bility of the yearbook to the publisher. The result was that publisher commitment 
to the relationship was severely compromised and the publishing opportunity of 
creating content for an underdeveloped market segment not pursued.

Lessons

Given that the publisher’s interest in the organisation was based on a range of 
future options for developing the market segment to which they would be gain-
ing access, rather than the initial project in hand (the yearbook), the feasibility 
of these options should probably have been explored in more depth before pro-
ceeding. This could have been tackled on the basis of considering the wider aims 
for both organisations: in the case of the publisher, developing content for an 
established market; in the case of the professional organisation, to continue to 
be seen as being responsive to members’ needs. Perhaps a lighter touch could 
then have been explored in order to limit risk; subsequent publishing would 
have offered the professional organisation the chance to present their brand to 
their membership, without significant investment costs, and this could have been 
achieved in return for a percentage of sales revenue – thus tying their remunera-
tion to achieved results and limiting the publisher’s risk.

The overall message is that a segment may be evident and under-utilised – and 
hence attractive. But if you can’t access it without excessive cost, it may not be 
worth it. Relationships established in order to develop sectors that are mutually 
interesting need particular care and attention, bearing in mind the long-term 
aspirations of all stakeholders. An arrangement that only suits one of the parties 
will never be seen as fair or a good basis on which to build – and as a result all 
may lose out.



A day in the life of a rights seller

Amy Joyner, head of rights & licensing at Kogan Page, London

No two days are the same in publishing, and rights sales is no different. It’s the 
variety of the work that keeps many rights sellers engaged and makes us masters 
of multi-tasking!

A typical day starts with responding to customers – whether agreeing the terms 
for a deal, supplying materials for a rights deal to our licensees, sending custom-
ers review materials or evaluating the latest translations that have landed in the 
office. As a team, we then start reviewing which events are coming up next. When 
we are planning for a book fair such as Beijing or Frankfurt, we need to organise 
logistics, plan and book meetings and ensure that all our books are being covered 
at the fair. A typical book fair involves over 50 half-hour meetings, so there’s a lot 
to prepare for every meeting.

We then turn to evaluating our own products, whether that’s contributing 
to the editorial commissioning meetings, planning marketing activities around 
our books (including through our rights sales focused marketing and social 
media channels), or ensuring that all books are included in marketing cam-
paigns. Knowing which of your titles (frontlist and backlist) are selling well, and 
where they are selling, is useful information, as you can build this into rights 
sales pitches – know that a certain author does well in certain channels or ter-
ritories, and you can inform your licensing partners accordingly. Knowing your 
customer’s publishing lists well, and knowing their style, so that when a book 
lands on your desk, you’ll instinctively know where to place it, will come with 
time. Remembering backlist, or clustering new titles with backlist, is a good 
way to ensure that all your titles are getting exposure to the right customer. 
Remember, if your customer hasn’t seen a title before, it will be fresh material 
to them. Having a strategic approach to authors and new editions helps too – 
offering new editions and new books by the same author to the same customer 
who took the first edition will help your sales gain traction.

We’ll also ensure that we’re monitoring finances – chasing payments where 
necessary, evaluating how we’re performing compared to financial targets, which 
territories and rights areas are doing well, and where we need to build activity.

Managing all your subsidiary rights channels is also very important. Focusing 
too heavily on one channel will mean that you’re potentially missing other rev-
enue streams, so ensure that your activities are spread. Build in time to monitor 
and analyse where activity and interest is high and how you can repeat that across 
channels. Reviewing collective licensing arrangements as well as using permis-
sions services (if not managed in-house) can be a useful exercise to ensure that 
your titles are represented in as many channels as possible.

Rights sales staff usually interact with almost all departments in a publishing 
house, so it’s a fantastic opportunity to get to know all functions of publishing. 
We get to work closely with authors, often delivering the great news that their 
book will be appearing in a different channel/format/language, and we also have 



the privilege of travelling internationally, learning about the international pub-
lishing scene. Being aware of the international environment is vital – knowing 
about economic and business trends in your markets, being aware of social trends 
and interests, as well as any currency fluctuations, which may be increasing pres-
sure on international trade for your customers, will inform all of your discussions.

Rights sellers are often the first members of staff to enter international mar-
kets, licensing to local partners and building an awareness of the market needs 
and any nuances of that territory. Feeding this market intelligence back to your 
own publishing house will inform strategy for further international growth.



Interview with Simon McArt, export sales manager, Little, 
Brown Book Group, a Hachette UK company

I really enjoy my job, which is to manage the sales and marketing of Little, Brown 
titles to customers in territories outside the UK. These customers include indi-
vidual bookshops, national chains, online retailers, local wholesalers and exclusive 
national importers and distributors. We may manage the relationships directly, 
work through offices we establish in specific territories or contract part of, or the 
entire function, in particular territories to sales agencies (sometimes other pub-
lishers) who work on our behalf. Our department – which reports to the head 
of sales and marketing – has colleagues who cover the whole world; how often 
they travel depends on the ease (and cost) of reaching the territories for which 
they are responsible. My specific responsibilities are Ireland, Africa, the Middle 
East, North, Central and South America and East, South and Southeast Asia.  
I love the variety – travelling to interesting places, and meeting a wide range of 
our partners, with many of whom I have built relationships over a long period 
of time. In several cases I have got to know both them and their customers so 
well that they will listen to my recommendations for which of our forthcoming 
titles and backlist will work for them.

We operate a long way ahead of UK publication dates, often up to seven to 
eight months, and I am thus securing orders for stock that is not yet published – 
and in some cases not even in production. We also keep buyers up to date on the 
availability of our backlist, which is particularly important for titles in English. 
As an example, two of our bestselling titles in China are nearly forty years old, 
and both have been made into successful films – The Thorn Birds and 84 Charing 
Cross Road. I undertake long-distance sales trips to Africa and India a couple of 
times a year, usually around key events such as book fairs or forthcoming sales 
conferences. The challenge on such occasions is maintaining energy levels. I 
generally have between 100 and 300 titles to present and little time in which to 
explain their individual benefits. I have to spot the most relevant sales messages 
for each individual I talk to, all the while remaining alert for signals that they 
would like me to stop talking and are ready to place an order. Different custom-
ers take different amounts of time.

Trying to secure sales is always highly competitive, but the competition is 
various and can be helpfully segmented. In closed markets (where we alone have 
the rights to sell the UK edition of a particular title) we are facing competition 
from other publishers and their wares, in some markets we may be compet-
ing with firms to which we have sold rights for a local language edition of the 
same title, and in open markets we may be competing with a US publisher to 
whom we have sold rights for them to produce an edition for their market too. 
Sometimes the US publisher may be our own sister company, which has access 
to many of the same titles we do.

While this may sound a difficult starting point, we have a strong offering. In 
markets where we face other publishers’ stock we have on our side the editorial 
merit and sheer saleability of our titles, which have good covers and have been 



formatted with export requirements in mind (and so often sport supporting cover 
quotes from an international range of individuals and institutions). In markets 
where we are competing with very similar products from other publishers, or even 
our own sister organisation, we can compete on ease of supply and the effective-
ness and continuity of our working relationships. UK publishing houses tend 
to produce small print runs (3,000 at a time is common), which means that we 
can supply (and resupply) stock very quickly. For some titles we also print stock 
worldwide, so delivery may be achieved from a printer close to them. While price 
is often a key bargaining point, there are other factors that affect customers’ deci-
sions to give us business, notably the consistency of service we offer: ‘We have 
stock in our warehouse right now, which could be delivered to you by the end 
of the week. If you buy elsewhere you will have to wait until larger organisations 
have placed their orders.’ Other factors may be our reliability (titles are published, 
and hence available, when we said they would be) and our sector knowledge 
(we can recommend stock for business start-ups, specific business development 
opportunities or to meet particular market needs). You may also be able to draw 
on your longer-term commitment to them as customers: ‘I was the first person 
to tell you about this title’; ‘I am here right now, asking for your order, having 
taken the trouble to visit you.’

We need to remain alert to different market preferences and understand that 
buying reasons may vary across cultures, often rooted in the cultural value placed 
on books and indicated by the prices at which they retail (how expensive is a 
book in relation to the local purchase of a cup of coffee?). For example, in the 
US it’s common for those buying books for their homes to prefer hardback titles 
and larger-format editions, often with luxury production details such as coloured 
or ragged end pages and more heavily designed covers (e.g. incorporating ‘cut-
outs’). Understanding these preferences will influence the order in which you 
present new stock and the highlights to which you draw attention. You also need 
to remember which titles have worked well in the past in specific markets, and 
it may be sensible to build on this rather than pushing new materials. Effective 
selling demands a good memory for detail and an ability to apply it selectively.

What we take with us on long sales trips has changed. We used to depart with 
huge bags of covers and other sample printed materials. While some publishers 
still use printed marketing information, and we may still produce highlight sheets 
for key events such as book fairs and conferences, we now base our presentations 
entirely on online materials, which means that up-to-date details can be pre-
sented to buyers from a portable screen. Those we cannot visit, we send online 
sales information, which is updated frequently and despatched with ease. We find 
regular despatch of relevant information keeps all relationships warm.

Export selling is a very price-driven market, but rather than just thinking 
about how much can be charged, it is important to keep up to date on a range 
of economic factors that influence both your ability to sell effectively and a mar-
ket’s willingness to buy. You need to understand how international exchange 
rates work – and fluctuate – and the particular conditions and current state of 
the market economies you are visiting. You need to know how you will be paid, 



the relevant local currency and dealing periods. Certain payment and banking 
routines will exist within particular territories (e.g. stock in Lebanon is usually 
paid for in US dollars so the customer will be carrying a risk of the currency 
fluctuations between the US dollar and the pound sterling). There are certain 
trade routes that are well established, and where competition to secure business 
will ensure low rates for transportation, others where there is no established trad-
ing route and direct supply from the nearest supply point may be much more 
expensive than supply direct from the home base. You need to know roughly how 
long transportation of stock will take – is it possible by road (two to three days) 
as in Europe, or must it be delivered by boat to markets such as South Africa or 
Australia (at least a month, maybe much longer)? While it is the buyer who pays 
for transport of stock in export markets, remaining alert to what they will have to 
pay and how long they will have to wait are key parts of securing business.

There are other difficulties to watch out for that may make securing sales 
unprofitable in the long run; in particular, payment periods may make selling 
complicated, or benefit one party more than another. For example, an organi-
sation that places an order does not have to pay immediately (120 days’ credit 
is common) but might have an automatic entitlement to a refund should they 
return the stock ordered. So if they order, then take up their immediate right of 
return, the sum will be refunded before it has been paid for – and the cash flow 
of the publisher is affected. Similarly difficulties in the political stability of an area 
may impact on its principal source of income (tourism or manufacturing) and 
hence willingness to stock non-essential items such as books. While purchasing 
patterns are low/non-existent and visits unlikely to be cost-effective, it will prob-
ably still be worth maintaining the relationship through servicing online with 
information and stock. Other short-term difficulties over particular items of stock 
may arise, perhaps due to local cultural sensitivities towards particular titles, but 
if activity within a market is based on a licence to operate, and this is revoked, it 
may be very difficult to reacquire. Care over offering the most appropriate titles 
in the first place may be sensible.

Finally, it’s also worth mentioning that the role of selling in my job is not 
restricted to the information I offer to customers – I am also often on the receiv-
ing end of product pitches. Editors who are preparing to present materials to 
colleagues for potential investment need ‘buy in’ from their sales colleagues; they 
must convince them of the merit of what they are planning in order to secure 
support at the crucial forthcoming meetings. Export sales can play a key part in 
‘bulking out’ the overall anticipated sales figures for a particular title and hence 
making it a viable proposition so our support is significant. It’s worth noting 
that different sales information will be needed by different groups, and in each 
case it will be appreciated if the details are delivered through engagement of the 
listener’s attention rather than simply telling. For example, a publisher pitch-
ing to an editorial or company meeting may stress the key significance of the 
author, their anticipated sales and potential long-term value to the organisation; 
a sales presentation to the reps who will henceforth offer the title to retail outlets 
may concentrate far more on associated story-telling on which retailers can base 



hand-selling in future. Copy that gives a flavour of what is on offer, by offering 
books with ‘parents’ (e.g. ‘John Grisham meets Bernard Cornwell’) or that refers 
to films covering similar areas, may also work – even if those listening have not 
seen the film they may still understand that this is an area of mass market inter-
est. Long pitches can make people switch off. The circulation of proof copies of 
forthcoming manuscripts can get word-of-mouth going and can build on initial 
enthusiasm to create a viral campaign – but this has to be judged against the risks 
of information leaking to competitors too soon.



How a small independent publisher manages selling  
across various audiences

Grub Street is an award-winning small, niche independent publisher, publishing 
within two distinct areas: cookery and military aviation history. Anne Dolamore 
(cookery) runs the business with her partner John Davies (aviation).

Within cookery, their aim is to publish the very best in contemporary and clas-
sic food writing and they were delighted to be voted International Publisher of 
the Year at the World Cookbook Awards in 2000:

A number of our cookbooks have won prizes over the years. Most recently, 
these have included the highly acclaimed Ice Creams, Sorbets and Gelati 
by Caroline and Robin Weir, voted Cookbook of the Year by the Guild of 
Food Writers in 2011. The Complete Robuchon, by the influential chef Joel 
Robuchon, was awarded Best Translation at the Gourmand Awards in 2010.

Anne first got interested in food writing through the columns of Jane Grigson 
and firmly believes that the text is the part of cookery books that really matters. 
This bucks the trend in an age where celebrity cookbooks are all the rage, and 
are often created to match individual celebrity brands rather than through any 
understanding of food. Grub Street rather include photos where they feel they 
are required, not regarding the cookbook as a single entity, where one size fits all:

There are books that don’t need photographs and some that do, there are 
cookbook-buyers some of whom always want pictures and some who never 
do. It is a question of tailoring the concept and format of the book to the 
perceived customers’ requirements.

Across the company they publish 30–35 titles, so about 15 for each side of the 
list. Their backlist (across both) is now almost 200 titles.

What distinguishes Grub Street books is not just their alluring recipes, but 
their authoritative tone. Many authors, argues Dolamore, only have one 
great cookery book in them. Other publishers will urge authors on to super-
fluous follow up books, making them flit from rustic Italian to barbecues 
with dizzying speed. Dolamore does the opposite, encouraging writers to 
cover one subject definitively and passionately, and then stop. This is good 
for the author and their reputation, because Grub Street books stay in print 
much longer than other cookery books. Occasionally established food writ-
ers will come to her and say, ‘What do you think I should write about?’ to 
which she replies, rather formidably, ‘If you ask me that, you’re never going 
to get on my list.’ Once you have a Grub Street book on your shelf, you are 
unlikely ever to part with it.

(Bee Wilson, Sunday Telegraph, 23 January 2005)



She also feels that one of the secrets of their success is being able to judge moods, 
where interests are going and being there when it has got to that point when a 
book will sell. They managed this with The Essential Olive Oil Companion, which 
they packaged for Macmillan in 1988. When the original publishers put the title 
out of print they got the rights themselves and republished in 1999. The initially 
modest sales started to rise and the book was available from Grub Street when 
everybody finally woke up and wanted to read about olive oil. The upshot of this 
success has been that if anybody needs an authority on olive oil, they wheel Anne 
out (see www.goodwebguide.co.uk).

Managing the selling process: communicating with  
the market through the food press

Grub Street’s books have always been well reviewed by food journalists, of 
whom there are many, but the specific foodie press is currently experiencing a 
lot of competition. One of the best-known UK magazines in this area – Food 
Illustrated – was acquired by upmarket supermarket Waitrose and is now contract-
published monthly for them. There are now also many supplements to national 
newspapers, such as Observer Food Monthly, the Feast section of the Saturday 
Guardian and similar sections in other newspapers. So while the specific foodie 
press is under pressure, interest in reading about cookery is now much more 
mainstream – and of course this provides opportunities for coverage of Grub 
Street titles. They do almost all the press liaison in-house, mainly because they 
personally know the journalists involved.

How you convert review coverage into sales is more problematic, however. 
Readers would complain that they could not find the books they read about in 
their local bookshop and they had to be specially ordered. Anne comments:

This is not a problem now with online selling. Amazon and other online 
bookshops have been hugely important in lifting our sales. In the old days if 
the books were not on the shelves people would not know they existed but 
now with word search the public can find any book they want. An example 
was a cookbook we had just of aubergine recipes. Sales had dwindled and we 
let the book go out of print but when Amazon came on the scene and people 
discovered there was such a book the demand was there and we reprinted it.

Sales to book retailers

Selling to stockists is still important, and Anne arranges to see buyers from all 
the major firms, both off- and online, at regular intervals. However, the market 
is dominated by glossy television tie-ins, and Grub Street were finding it increas-
ingly difficult to convince retail buyers to stock their titles, as many of their titles 
had no pictures. Anne comments:



These days most of our books have pictures. I have had to move with the tide 
and that is the public now demand photography throughout. Though I still 
want quality writing and we do not do ‘picture book’ cookbooks. The pho-
tos are very much an addition to the text rather than images replacing text.

Selling directly to customers

Given that their brand attracts such strong recognition and loyalty, it’s now pos-
sible to sell directly to consumers – using a combination of PR and online selling 
through Amazon, Hive and BOL. Delivery is managed through their distributor 
and more profitable as direct sales are usually at full price.

PR continues to be important, and Anne’s personal authenticity works well 
on- and offline. She is personally committed to food and wine and spent four 
years on the Committee of the Guild of Food Writers, and two as chair. She was 
a trustee of Sustain, an organisation that campaigns for food and farming, and 
now mentors students of MA Food and Culture at Oxford Brookes University. 
To her, food is more than just publishing, it is a way of life and she believes 
that people should be eating better and be able to cook. She publishes from the 
heart and says ‘If I wasn’t prepared to go out and buy the book myself, why am 
I doing this?’

Selling through bloggers

Particularly important now are relationships with bloggers who write about 
food, and can be relied upon to give honest and passionate advice about relevant 
books. Writing and maintaining a blog is a lot of work (see Chapter 9) so they 
don’t run one themselves, rather they liaise with those whose passion for food is 
as strong as their own. Anne seeks to understand the bloggers’ preferences and 
provide them with review copies and background information so they can write 
their own story – pushing and over directing them is not a good way to manage 
these relationships, and feedback from bloggers has been that they relish (and 
find somewhat unusual) being treated in this respectful way.

Rights sales

Selling translation rights used to be a source of income but it’s getting harder all 
the time, with more associated activity on the aviation side of the list than cookery 
these days. Anne remarks:

That’s because non-English language markets are now producing some very 
beautiful cookery books of their own and the English language domination 
of that market no longer exists. To the extent that these days I’m often buy-
ing English language rights to foreign cookbooks. This year for example 
I have two books coming translated from Danish and one from French. We 
also looked into ebooks, in the past we have thought that cookery did not 



sell particularly well as an ebook – the stains on the page being part of the 
lived experience of working through recipes, but aviation does. We experi-
mented, and almost all our backlist is now available in ebook format, just a 
few where we do not hold rights remain in print versions only. But whilst 
a few years ago sales were riding high they have now plateaued and are fall-
ing, and print versions are on the up, I’m pleased to say. Quite a few of the 
aviation titles are now available as audio books and turnover from those is 
developing and is on the rise.

Selling themselves to and through authors

Both partners take great care of their authors and the relationship clearly works 
both ways. As Anne comments: ‘They revere the Grub Street list so much for its 
reputation they have no desire to go elsewhere. In fact on both sides of the list 
we often acquire authors because of their experiences at other publishers!’ They 
try to encourage their authors to help with the marketing of their titles, and to 
use social media – but don’t force them to. Some of the aviation authors are par-
ticularly effective here.

Resulting sales figures

The numbers sold can vary enormously, from a few thousand to tens of thou-
sands; some of their bestsellers can reach 60,000–75,000 over a number of years. 
Anne says:

Because we are a backlist publisher, keeping books in print is what we believe 
is most important to us and our authors. One of our bestselling titles was first 
published in 1988, has never been out of print until now and that’s because 
we are about to issue a revised and updated edition. We will continue to 
reprint books as long as there are sales, and short-run digital printing means 
we can cost effectively reprint little and often. We have not so far used POD 
because we feel the quality of the books produced is still below the produc-
tion standards we want for books carrying the Grub Street logo.

Looking ahead, their formula works and Anne will stick to restricting her output: 
‘I want to be able to pick a book and say I am proud of this. I don’t want to do 
24 books, where 12 are excellent and 12 are just filling in slots.’ She is firmly 
against ‘reinventing the wheel’. ‘If the best book has been done on a subject, 
why do another one? That is why I like reissuing books. Leave it be and try to 
find something new.’

www.grubstreet.co.uk
@grub_street



Reading Force

Building a database to communicate more effectively with a market, 
information on a sample direct mailing campaign and consideration of 
how this could be extended through telemarketing

Reading Force is an initiative that encourages Forces families to communicate 
more effectively, particularly at times of stress, through shared reading. Military 
families face a range of pressures not experienced by the wider population, such 
as frequent moving of house (and associated changing of schools, disrupted 
friendships), long absences of partners due to training, deployment and active 
service – and associated worry throughout. Developed by an Army wife, the 
scheme is based on the principle that when families are under stress it can be 
hard to talk about what is really going on – and due to all the moving, wider 
family and friends are often physically distant. Families are therefore encouraged 
to set up a reading group, choose a book together, read it – and then pool their 
feedback in a special scrapbook they receive, which can be kept as a memento. 
These can be returned to Reading Force for comment, a certificate of participa-
tion, a book prize and entry into a competition, or they can just kept by the 
family. They are always returned to the entrants by ‘recorded delivery’ post to 
ensure safe arrival.

Encouraging families to share books, and talk about what they have read, is 
an effective way of living through a difficult time, often offering the opportunity 
to ‘project’ worries on to characters or situations in a story, and in the process 
pulling everyone together. The idea is based on principles developed within other 
community reading and reader development schemes and has been shown to be 
very effective in the 7 years that it has been running. The scheme is for families of 
all ages and compositions and participation is free.

Hattie Gordon, Director of Communication and Projects for Reading Force 
comments:

Our starting point was Aldershot, home of the British Army, where with 
support and small grants from both the local council (Rushmoor Borough 
Council) and the area authority (Hampshire County Council) we piloted an 
initial scheme. We contacted all the local schools, set up a steering group 
(which consisted of everyone who responded), and worked with them to 
develop a scrapbook that they then distributed to local Services families 



through the schools and libraries. In addition to this support from school 
head teachers and librarians, we made many visits to local playgroups and 
youth groups to talk about the scheme, and also worked with welfare offic-
ers supporting the families and the local HIVES (information centres on all 
military bases). After the scrapbooks were submitted to the competition, 
prizes were presented to families at a storytelling day at the local community 
centre. But while it was all a success, and we received a grant from the MOD 
to extend the scheme over a wider region, we were very aware that so far 
success had relied heavily on personal communication, and if it was to spread 
wider it would need much more formal marketing, and this time through 
non-personal means.

Ideally we wanted to communicate with Services families directly, but the 
problem was locating them. We discovered that no reliable and complete 
data is kept on Service families – their constant mobility makes keeping track 
of them difficult and no organisation knows exactly how many there are.

In our second year we planned to make the initiative available through 
four counties, following the same distribution model as the pilot, reach-
ing families through schools, and running for 6 months over the summer. 
We worked with an educational marketing company but despite their highly 
sophisticated, multilayered information database, which offered a wealth of 
additional information to their users (e.g. which Maths or English scheme 
a school was using), the key data we needed on whether or not they had 
Services children within the school was not something that had been hitherto 
requested – and hence was neither recorded nor available to us.

We emailed head teachers in schools within areas we thought likely to 
have Services children through the educational marketing company, but 
after a poor response became very aware of how much email schools are 
receiving – and therefore that not all of it is being read. We felt we needed 
to make a personal link with an individual member of staff who would take 
responsibility for the wider sharing of our message.

During this period we were joined by Elaine Boorman as Director of 
Marketing and Development and together we did some analysis of our 
second-year response. This highlighted that, while the mass mailing to all 
schools across the four counties had been achieved at relatively low cost, it 
had proved ineffective. Clearly we needed to adopt a more targeted approach 
and this led to a complete review of our marketing plan. We divided our 
markets into:

• service families;
• routes to reaching them (e.g. schools and welfare units); and
• potential supporters who could refer our project to those interested; 

the media

and then sought to build up contacts and more rigorous information in 
each case.



Elaine comments:

Relevant data was, and still is, hard to find. Lists of Service personnel (or 
the location of their housing) are not available to outside agencies, and we 
found we needed to communicate through a range of different methods 
to build awareness and reach families. Our challenge was how could we 
start targeting our messages effectively with a lack of appropriate data? The 
Directorate Children and Young People (DCYP, part of the Ministry of 
Defence) was set up in 2010 to manage professional and practical support 
and safeguarding for Services families and had the compilation of data high 
on its agenda, but by the launch of Reading Force their own list was still 
in its infancy. A database of schools, compiled by Service Children in State 
Schools (SCISS, which is part of the MOD’s Children’s Education Advisory 
Service) is the nearest thing to a ready-made means of contacting Services 
families via schools but is not available to external agencies. It is also incom-
plete as schools are ‘entirely self-nominating’1 and it does not in any case 
include private schools, which a large number of Services children attend 
through assisted places at boarding school.

With this lack of relevant data we had no choice but to build our own data-
base from the ground up, which has been challenging and time-consuming 
but well worth the investment; the data we’ve compiled is invaluable in allow-
ing us to target our efforts, resources and messages to much greater effect.

We started by sourcing the information handbooks that garrisons distrib-
ute to families and we were able to identify the schools they listed.

We then tried to establish a ‘Reading Force Ambassador’ in each school 
to whom we could send information and materials to distribute. While most 
schools with Service pupils allocate a specific responsibility for their care to 
an individual member of staff, finding out who it was proved to be quite a 
challenge. We now have on our list of useful contacts the following: ‘Nurture 
Teaching Assistant’, ‘Parent Support Adviser’, ‘Literacy Leader’, ‘Services 
Support Manager’, ‘Home Link Support Worker’, ‘Pastoral Support 
Manager’ and ‘Service Pupils’ Champion’.

Wherever we work with partners to promote the personal delivery of mate-
rials (e.g. working through BookStart coordinators or service welfare depart-
ments) we see stronger engagement with the scheme. Service welfare units 
within garrisons are a direct route for us to families but establishing a list of 
personal contacts has proved difficult as we have found that this is a specific 
responsibility that changes all the time (Services personnel tend to get ‘posted’ 
at least once every two years, often more regularly). A generic ‘Families  
Officer’ will work for postal mail, but email addresses are much harder to 
locate, partly because individuals change but also because of the immense 
complexity of the construction of email addresses within the Forces.

Working through Services units also risks making us reliant on Service 
personnel passing the information on and from the outset we have been keen 
to avoid implying that Reading Force is an extension of the Service person’s 



employment and in any sense an official or monitored process. Post rooms 
in Services units often have a waste basket, and items for communication 
with families are often found deposited here. We found that Service families 
were quite resistant to what was often perceived as ‘organisational bureau-
cracy’, as well as being labelled as ‘Forces families’ and thus seen as part of 
an indistinguishable mass rather than as individuals. There is also the issue of 
how to reach families with a Services link who are not either formally part or 
geographically close to the unit they are involved with, for example, families 
of Reserve Forces, or children of parents who are divorced or separated and 
do not live with the Services person. All this makes it even more important 
for us to communicate directly with families.

We have achieved this by encouraging Service families to register with us 
directly by offering an incentive of a free book. As they generally keep the 
same email address when they move house, this has provided a much more 
sustainable method of keeping contact. We now have a number of families 
who have taken part each year, bringing in new friends and wider family 
members to share and encouraging others to join in the scheme.

We also found it effective to build links with the Services charities, of which 
there are many, with other organisations active in this area such as the Service 
Children’s Support Network2 and with the media, both Services-related and 
general. As the profile of the military varies in the media, according to what 
is topical, so projects to support their unusual lifestyle become more signifi-
cant to other people – and news spreads. It was a great boon getting funding 
from the Armed Forces Covenant Libor Fund, which redirected fines from 
financial services firms towards Services charities, and this has given us the 
money to extend to a scheme that is now nationally available.

Our database is continually being updated and is fully categorised accord-
ing to our target markets, enabling us to make our communications more 
relevant. We send out regular e-newsletters, varying them according to the 
target group. With families we share information on how other people have 
used their scrapbooks or experienced the scheme as well as news of who 
has won prizes – all with the aim of boosting longer-term involvement. 
We keep teachers up to date with the social and educational benefits of our 
scheme; funders and our trustees get additional specific information relat-
ing to their contribution. What keeps us going is the positive feedback we 
consistently get from those involved – and we now have a wealth of lovely 
quotations from Service families who have taken part and found the scheme 
very beneficial:

• ‘Next time Daddy deploys we are going to choose a book and repeat this 
process. We are sure it will help give us something to talk and focus on 
as well as counting down the days.’

• ‘I enjoyed being able to share a book with my family even though I 
wasn’t at home. It really made me feel included and I enjoyed hearing 
[on the phone] Annabelle reading a very tricky book.’



• ‘When we received our Reading Force scrapbook we thought it was a 
great opportunity to get together as a family and share a book. Annabelle 
was very excited about it and we spread it out over a few weekends when 
Daddy was working away and he joined in using face-time which made 
it really special.’

• ‘Today I listened to Isla Jane read me her book on the phone as I am in 
Diego Garcia in the Far East working away with the Royal Marines and 
I have never heard anything so sweet in my life.’

• ‘We read together every night and we like to talk about what we read. 
It was nice to be able to involve Nan and Auntie Mary too – they don’t 
normally read the same books as us. It gave us extra things to talk about 
with them on the phone.’

Looking ahead, we want to invest in a more sophisticated marketing database 
to capture and leverage even more data for integrated marketing activities. 
For example we want to be able to cross-reference the book titles families 
choose to share (useful information for maintaining our relationships with 
publishers), capture more complex data on the age-groups involved (do 
we need a different communication style/varied materials for different age 
groups?) and analyse the high quantity of data on levels of involvement that 
we are gathering (in order to further refine the scheme).

There are also certain synergies that are emerging from the project that 
may make it more valuable within society as a whole, and that we need to 
formally track. For example, it has been reported back that the scheme has a 
real role to play in helping Service families through difficulties that are more 
widely experienced within society, such as divorce, single-parenthood or long-
term illness. Rushmoor Borough Council spotted early that the scheme could 
be highly relevant for children in care, or those with a parent in prison, as it 
provides a long-term means of keeping in touch. Those working with young 
offenders have spotted benefits in the scheme in that, because it encourages 
‘projection’ (discussion of difficulties through attributing them to third par-
ties), it may be a pathway to therapies that require self-analysis and considera-
tion of both personal responsibilities and the consequences of actions.

In conclusion, as the scheme has spread we have become convinced that 
the key to effective delivery, and to Service families understanding and appre-
ciating the benefits on offer, is to communicate with a variety of different 
agencies – and to keep careful records of their involvement with us to date. 
We also want to be able to communicate more effectively, and more regu-
larly, with the Service families taking part, and a more sophisticated data-
base, with more options for automated communication, would enable the 
despatch of messages to our audience, at specific stages on their journey 
with Reading Force. This would help us keep the excitement going (‘Did 
you receive your free book?’ ‘How are you getting on with your scrapbook?’ 
‘How are you enjoying the book?’) and further encourage those taking part 
to both share the scheme with their family and let us know how they are 



getting on (by contributing their feedback to our website). The more touch-
points we have with those who take part, and the more our communication 
becomes two-way, the more motivated they are to continue with the project 
and refer it to others – and reap the associated benefits. How this is to be 
resourced is our ongoing main priority.

Marketing objectives:

1 To achieve a minimum 10 per cent registration response of the total mailed. 
Registration to be by printed form returned via Freepost envelope, or online 
via the website.

Reading Force Roadshow, Blandford Forum, 2015



2 20,000 scrapbooks to be ordered/despatched via registered schools/
organisations.

Plan: To mail an introductory letter and guide booklet, a registration form 
and Freepost envelope plus a sample scrapbook, leaflet and stickers (a resource 
pack) to schools and other organisations both new to Reading Force and previ-
ously involved.

Lists:

1 Reading Force’s own database of schools and organisations.
2 Primary schools in postcode areas close to Service units (commercial list).

Offer:

1 A free resource pack for organisations (scrapbooks, leaflets, stickers, for dis-
tributing to Service children, posters and a guide booklet).

2 The materials for distributing to Service families encouraged families to sign 
up and receive a free book – and to enter the associated competition.

Decision on the most appropriate medium: direct mail to ensure they see the 
high quality of the materials.

Decision on timing: November, when new initiatives are prioritised within 
schools for the new term ahead – offering a choice of delivery of materials in 
December or January.

Copy platform: encouraging, affirmative – non-corporate. Stress how easy it is 
for schools/organisations to get involved; fun for families. Ensure it is under-
stood that there is no cost to those taking part.

Design services: locally secured, brief was to reflect: free, fun and easy for schools/
organisations to sign up; child friendly scrapbooks; parent friendly leaflets.

Fulfilment/system of despatch: mailing materials organised by Reading Force. 
Fulfilment through an educational mailing service.

Method of monitoring effectiveness: evaluating responses direct to Reading 
Force (post and online form on website) from schools/organisations; des-
patch of materials requested. Evaluating families requesting free books (having 
received materials distributed by schools/organisations). Returns used to update 
the mailing list.

Associated telemarketing

Associated telemarketing backs up the campaign and helps reach schools that 
have been identified within an area containing Services housing, and sent infor-
mation packages, but that have not yet participated in the scheme. No cold 



calling is done. Calls are only made to schools/other organisations who have 
been previously mailed but have not yet taken part. So the call would be devel-
oped through sharing some of the information, depending on the response of the 
person being called.

It is important to establish early on in the conversation whether or not the 
person receiving the call is interested; one outline conversation does not fit 
all situations and not all the relevant information should be offered. Hattie 
Gordon comments:

Just last week I spoke with a Service family supporter in a school (new to the 
job) who said she was finding it hard to find initiatives for Service children 
and she was so pleased to have come across RF online. And so we progressed 
to taking their details and sending a pack of materials very quickly.

Examples of conversations around Reading Force

RF: (after saying name) I am ringing from Reading Force, a shared reading 
scheme for Forces families, in order to:

• ask if you have anyone within the school with a specific responsibility for 
looking after Forces families within your school;

Author Vivian French and children from Colinton Primary School enjoying  
www.readingforce.org.uk
Source: courtesy of Reading Force.



• check to see whether you have received the Reading Force letter and 
samples we sent you;

• check you are aware/understand the benefits of Reading Force.

Possible response: We don’t have any Services children in our school.

RF: That may be the case right now, but it may be that a Forces child 
will join the school in future and it would be good to have the material 
on hand.

You are close to the xxx units/Forces based in your neighbourhood.
We have discovered through running the scheme that schools often have 

the children of Reservists in their school, or those who are closely linked to a 
Forces member but perhaps do not live with them. For example, there may 
be children from Forces families whose parents are separated or divorced 
(the divorce rate is higher within the Forces community than within the 
wider population) and while they are no longer living on a daily basis with 
the Services person, they feel a difficult combination of strong concern but 
isolation. Having their identity as a Services child confirmed, by taking part 
in RF, can be really important to them.

Plus as all children who take part receive a free book, it would be good to 
ensure any children you have who are entitled to one do get it.

We would like each Services family to know that this is an opportunity and 
resource available to them, whether or not they choose to take part.

Action: If details given of person with responsibility for Forces children within 
the school, note name and spelling. If they do not have anyone with a specific 
responsibility for Forces families, is there someone whose general responsibility 
it would fall under? It’s helpful to suggest who that might be, e.g., pastoral or 
welfare officer.

When talking to those who sound unfamiliar, or who have not previously 
heard of the scheme, describe again:

RF: Reading Force is a shared reading scheme for Forces families. Use over 
7 years has shown that it encourages families to remain in touch when facing 
difficulties and has been much enjoyed by those who have taken part.

Possible response: We have enough schemes to administer without adding 
to the workload of our hard-pressed staff.

RF: Of course we understand that schools are under pressure, but this is 
an unusual scheme that targets a group of children who often slip under 
the radar. Services families have particular needs and this scheme has been 
designed especially for them.

We would like each Services family to know that this is an opportunity and 
resource available to them, whether or not they choose to take part.



The scheme promotes family literacy, we hope that it supports the aims 
and work of the school rather than being a distraction. All children who take 
part receive a free book, and we have found that this can be a real motivator 
in encouraging them to read for pleasure.

Possible response: This would not appeal to our Services children.

RF: Of course you know your children very well, but we have now been 
working on this scheme for 7 years and have a lot of evidence that children 
really enjoy reading with their families – particularly when times are stressful. 
We would love you to see a sample of the materials to see how motivating 
they are.

We have a leaflet showing how schools have got involved and why they 
have found it helpful – and this includes feedback from families who have 
taken part. And there is also extensive feedback on our website. Can we send 
a copy to you for you to share with your colleagues?

Possible response: In our experience Services families tend to be private and 
prefer to deal with these things on their own.

RF: Coping with the absence of a key family member is a difficult situation, 
and we know that Services families find different ways of managing this. 
But the scheme was developed by a Services wife with long experience of 
managing separations, and one of the benefits experienced by schools using 
the scheme is that through Reading Force Services children often find other 
Service children in their school – and form bonds.

We would like each Services family to know that this is an opportunity and 
resource available to them, whether or not they choose to take part.

www.readingforce.org.uk

Notes

1 SCISS Handbook.
2 www.servicechildrensupportnetwork.co.uk.



How to use email to promote yourself

Jessica Palmer, cover artist

Jessica Palmer is an artist and illustrator who works with paper to design intricate 
paper cuts, collages and paper sculptures. Her artwork is used on book and record 
covers, in design and decoration, on websites, in magazines and even as wearable 
art jewellery. She does not have a specialised background in marketing, so using 
email for marketing has been a voyage of exploration and discovery. Jessica says:

My use of email evolved over time, as did the development strategy for my 
career as an artist and illustrator. In the early stages, I used email to target 
individual publishers and other potential art buyers, drawing email addresses 
from websites, from meetings and personal recommendations. While this 
had some success, the process of identifying individuals and relevant organi-
sations and then finding their contact details was time-consuming.

So next I bought into a company called Bikini Lists (www.bikinilists.
com) that provides a mass-mailing mechanism for visual artists to reach a 
much greater volume – potentially thousands – of publishers, PR compa-
nies, design companies and similar across the world. The key to maxim-
ising the value of this facility is the follow-up after the bulk mailing. In 
practice, a relatively small proportion (in my experience 10–20 per cent) 
of recipients will open the initial mailing and an even smaller proportion 
(5–10 per cent) will then click on the link to my website. The important 
thing is to then make direct contact with these ‘clickers’ – ideally by phon-
ing them. Your portfolio is online these days so it’s harder to offer to bring 
it in to show them. However, it is the case that you make yourself more 
memorable if you have personal contact, even if it is by telephone, and it 
gives you an opportunity to try to discover upcoming opportunities.

Alongside the Bikini List approach to emailing the corporate contacts 
I also maintain my own private mailing list from my business. I started to 
develop this list as a consequence of my first Open Studio when, over the 
course of one weekend, we received several hundred visitors. Many of these 
people were asking to be kept informed about future events and any work-
shops I would be running. So I noted down email addresses from every-
one who was willing to share. Since then I have added to this list the email 
addresses offered by people coming to each event I lead, along with those 
obtained from other contacts. I’m now at a point where, within the space 
of a couple of years, I have around a thousand named individuals on my list.

I promise everyone that I won’t inundate them with emails and the main 
way that I use the list is by issuing a monthly Art Newsletter. Normally this 
focuses on three main items, for example if my work is being displayed in 
a forthcoming exhibition or event, or news of upcoming workshops. Just 
occasionally I may augment this with an additional in-month mailing, for 
example to remind people a few days before the start of an Open Studio.



In terms of process, my husband Keith and I work as a team to produce 
these newsletters. We agree between us the items that should be covered 
in each issue and I then draw together a first draft, using a Toddle (www.
toddle.com) template. Toddle is an email marketing tool for non-geeks. 
Keith then goes through the draft in the mode of a subscriber. Sometimes 
this results in quite a few changes – not least in the early days when I was 
more burdened by a sense of not ‘being worthy’ and would, in his view, 
understate what I was doing!

Our overall aim is to keep the initial information as brief and chatty as 
possible, so we provide buttons to click through to the full detail (for exam-
ple, the booking details for workshops). The frequent cry I hear from poten-
tial clients is ‘If only I had known about you doing this or that!’ so I try to 
tell myself that I am providing a useful source of information rather than 
an irritating piece of marketing. Our recipe is to design something with eye 
appeal, several images and minimal text. The feedback I receive about these 
newsletters is invariably positive and I get, at most, a handful of ‘unsubscribe’ 
requests each month.

This DIY approach has been a useful introduction to the business of 
online marketing. However, it has been pretty laborious in that we have to 
load up segments of our mailing list one at a time as blind copies to a series 
of emails to circulate the newsletter. It also means that it takes several days to 
get each newsletter out to my complete mailing list because of the daily lim-
its imposed by our email provider (Outlook). I’m therefore thinking about 
using a mass mailing system such as MailChimp (www.mailchimp.com) in 
the future to streamline the process.

Looking more broadly, as you begin to market yourself, you start to 
understand that you are becoming a brand. You have to think of your pro-
fessional self impersonally as a separate entity from your private self. This 
means finding pictures of yourself to represent not just what you do but also 
what you are like, always trying to select the best images of your work. This 
is not necessarily easy and requires careful thought about the impression you 
want to present to the world. One of the hardest things to do is to exercise a 
critical eye and choose only your best work for display.

The more information products you offer up to public scrutiny, the more 
you begin to realise that they must also be of the best possible quality you can 
muster. For instance, I work with paper in much of my artwork. Therefore, 
the leaflet that I have designed to tell people something about what I do – 
commissions, design and illustration, workshops and events – needs to be 
on extremely good paper with a fine texture. It seems an obvious thing on 
reflection but is an important detail in the marketing mix.

Once you embark on email marketing you become aware that you are 
nothing without an extremely good website. This is especially crucial in a 
visual field like mine. I need to be able to feel proud of it and unashamed 
to promote it widely. It took us a long time and a lot of trial and error to 
find a way to do this that was both affordable and beautiful. The site is like 



a garden. It must be constantly tended and added to and refreshed. It must 
work fluidly and smoothly, and be simple to navigate. But it is worth all the 
time, effort and money as it is my shop window to the world. It is also the 
destination that we send people to from our leaflets, emails and mailshots. 
It’s our opportunity to show the range of my work and my ultimate market-
ing tool to generate the next great job!

Jessica Palmer can be found at www.jessicapalmerart.com. You can subscribe 
to her monthly art newsletter by emailing palmerk@outlook.com or by going 
to http://jessicapalmerart.com/wordpress/index.php/contact-me.



How a publishing house run by a university uses Facebook as 
part of its outreach, and how that use has changed over time

Assistant professor Per Henningsgaard, Portland State University  
and Ooligan Press

Ooligan Press is a publishing house staffed by students enrolled in the Master’s 
degree in Book Publishing at Portland State University, US. Publishing three 
books a year and selling them in bookstores across the nation as well as online, 
Ooligan Press provides a hands-on experience that is not replicated in any other 
Master’s degree in the US. Students participate in every step of the publishing 
process – from manuscript acquisition to editing, from design and production to 
marketing and sales – with guidance and supervision provided by expert faculty 
staff. Students take lessons from the classroom and apply them to real-world 
publishing challenges, resulting in numerous award-winning and bestselling 
books that span every genre. Participation in Ooligan Press is required of all 
students in the Master’s degree in Book Publishing.

Like most publishing houses that publish books for the general trade, 
Ooligan Press has an active social media presence: Facebook, Twitter, Pinterest, 
Instagram, Tumblr, Google+, LinkedIn, YouTube and Goodreads. At the start 
of each academic year, one student is appointed to manage all of these social 
media properties. For a student who hopes to graduate with a Master’s degree in 
Book Publishing, and go on to work in the marketing department of a publish-
ing house, this experience is invaluable. Notably, the student is not responsible 
for creating all the content for these social media properties (although the stu-
dent will do a fair bit of this, as well) but rather managing and coordinating the 
creation of content by individuals across the publishing house. It is important 
that the student appointed to this position maintains open lines of communica-
tion with others in the publishing house so that updates are not overlooked. It 
is also important that this person enforces a consistent tone across all updates. 
Fortunately, however, it is not required that Ooligan Press coordinates this 
tone with the university and departmental branding since this would be a cum-
bersome task.

In 2009, eight years after the founding of Ooligan Press, its first Facebook 
account was established. A couple of years later, Facebook added a new type of 
page that allowed users to subscribe to public postings by another user and fol-
low them without needing to add them as a friend. Consequently, Ooligan Press, 
like most other businesses at the time, made the shift from a Facebook profile to 
a Facebook page. There were two key benefits driving this shift. First, there is a 
limit to the number of friends users are allowed on a Facebook profile, but there 
is no limit on a Facebook page. Second, Facebook pages offer analytics so that 
users can see statistics on the success of individual status updates.

For the first few years during which Ooligan Press used Facebook, it was the 
lynchpin of Ooligan Press’s social media marketing efforts. Facebook is, of course, 
the most popular social media property, so it only makes sense that Ooligan 



Press devoted a significant amount of time and energy to this forum. Since 2013, 
however, Facebook has implemented various measures designed to encourage 
businesses with Facebook pages to pay for their outreach. It used to be that if 
someone chose to follow Ooligan Press on Facebook, then they would receive 
all of Ooligan Press’s status updates. But now individuals who choose to follow 
Ooligan Press receive only a small number of Ooligan Press’s status updates. In 
other words, the organic reach of a business’s Facebook status updates has been 
significantly reduced. Only if a particular status update begins to attract atten-
tion in the form of likes, comments and shares, will that status update begin 
to appear in the news feeds of a larger number of individuals who chose to fol-
low the business on Facebook. Alternatively, businesses are encouraged to ‘boost 
your post’ by paying so that more people will see it in their news feeds.

For these reasons, the effectiveness of Facebook as a marketing tool for Ooligan 
Press has become more limited over time. Beginning in 2013, Ooligan Press has 
focused on developing its presence in other social media properties. Nonetheless, 
Facebook remains a valuable part of Ooligan Press’s overall marketing strategy. In 
particular, Ooligan Press has found that status updates highlighting the extraor-
dinary accomplishments of an individual (whether an author or a staff member) 
continue to attract large numbers of likes, comments and shares, thus increasing 
their overall reach. Event announcements, on the other hand, seem to have a 
very small reach. Ooligan Press also uses Facebook as a forum for driving traffic 
to other sites, including the Ooligan Press blog and the social media properties 
of Ooligan Press authors. Despite its limitations, Facebook still merits one or two 
status updates each and every day.

http://ooligan.pdx.edu



Using Twitter for a major marketing campaign

Katie Sadler of HarperCollins

Katie Sadler is digital marketing manager for Voyager (HarperCollins’ science 
fiction list). She recently ran a second campaign for George R. R. Martin’s fantasy 
epic A Song of Ice and Fire series (1996 onwards), published to coincide with its 
televised version as Game of Thrones. Twitter described it as ‘the most engaging 
campaign they had ever seen’, quoting an exceptionally high engagement rate of 
18 per cent. How did she and her team do it?

We publish the five books (split into seven volumes) on which the Game of 
Thrones television series is based. So our market is anyone who loves Game 
of Thrones but has not yet read the books (or wants to recommend or share 
them with others). We know, both from our market research and from fol-
lowing conversations on Twitter, that the depth of characterisation and plots 
offered by the books really enhance an appreciation of the television series. 
Fans who have read the books tend to get quite irritated with those who lack 
this wider understanding of what is going on.

It’s hard to generalise about the market, but the research carried out by 
our in-house consumer insight team has told us that viewers tend to be 
25–30+ in age, and the audience for fantasy fiction is more weighted towards 
females than males.

This is the second year we have run a marketing campaign around the 
series. Last year we used a combination of Facebook, Google advertisements 
and Twitter, but this year we are running exclusively on Twitter, as we found 
this produced by far the best levels of engagement.

In the US, Game of Thrones airs on a Sunday night and so we both ben-
efit from the energy created around the programme there and feed this into 
the marketing that surrounds its airing in the UK the next evening. For 
example, we watch what’s going on Twitter in the US, see what are the 
main quotes to emerge from each programme, and then commission a series 
of Tweet ‘quote images’ that show the quote in full, who said it and from 
which book it comes. These are then tweeted to the UK audience in the 
run-up to the Monday evening, shown during it, and then while the debate 
is going on afterwards. Given that the images are essentially pictures of text, 
in a designed and branded format that viewers find easy to spot, they enable 
us to share far more content than can be delivered in the 140 characters offi-
cially allowed – and because they take up more space in the Twitter timeline 
and are branded, they are easy to spot and hence are both responded to and 
retweeted. Conversations follow.

Conversation is also the way many fans respond to the series. As one fan 
commented:



[My friends and I] talk about it constantly, face to face, but also via 
WhatsApp – mostly after the programme has finished. I started off watch-
ing the series but am now catching up with the books, and my friends have 
all read them.

A big fan of the show herself, Katie manages the message content herself, as she 
is concerned that the quality of all the associated communications should reflect 
the epic nature of the books:

HarperCollins has several imprint Twitter accounts – another is Harper 
Impulse for their romance list – and this does enable a consistent voice and 
relationship with the audience to be developed. If you are tweeting about a 
range of titles, from children’s books to gory horror titles it would be dif-
ficult to build consistent conversations.

But the despatch of her tweets, as well as the design and despatch of the ‘quote 
images’, are managed by the social media marketing and technology PR agency 
33 Seconds, who also organise a digital spend to support the tweeting. Payment 
covers the tweeting of the ‘quote images’ to anyone who is currently following 
#gameofthrones or anyone who has used that hashtag in the past week. The 
campaign began a couple of weeks before the programmes went out and will 
continue until a week after it finishes, and offers a very directed spend reaching a 
market that is highly engaged.

The HarperCollins publicity team support their efforts by blogging on the 
main Game of Thrones website (www.westeros.org) from which smaller fan sites 
tend to take information, so one blog can cascade into a much larger online 
presence. Many enthusiasts buy in a linear fashion, moving from blog to online 
purchase, but the titles also sell well through conventional bookstores, and par-
ticularly well in airports. Associated sales figures won’t be available until after the 
campaign finishes, but the company is certainly well satisfied with the results. As 
Katie says, ‘Considering the television series is in its fourth year, and the pro-
grammes are based on the first seven books, we are very happy with the sales.’ 
And as the author’s productivity shows no sign of slowing down (there are two 
more series titles in the pipeline) and as devotees his work tend to share their 
enthusiasm with great passion, future demand looks very healthy.



Use of Twitter by an academic publishing house

Alastair Horne, social media and communities manager,  
Cambridge University Press

In the English language teaching (ELT) department of Cambridge University 
Press, the social media team is responsible for running the publisher’s global social 
media accounts, and also works with the organisation’s many local branches, offer-
ing support, guidance and content for the accounts they run in their own markets.

The Cambridge team views social media as a means of building a long-term 
relationship with their audience that goes far beyond marketing to include market 
research and customer support, with the ultimate aim of becoming part of that 
community’s lives: it’s about getting to know the audience (mostly teachers) bet-
ter, establishing and maintaining a sense of trust in the Cambridge brand, and 
finding out what that audience wants and needs. Cambridge does this primarily 
by providing free content daily through its various social channels, from webinars 
with well-respected authors and educators, and thought-provoking blog posts, to 
excerpts from its many textbooks and guides to methodology.

Cambridge divides its social activity between third-party social platforms – 
principally Facebook and Twitter – and its own platforms, including Cambridge 
English Teacher, a professional development community for teachers, with 
its own blog and series of webinars. Third-party platforms offer considerable 
advantages – most notably that they already exist, and so don’t require building 
at great expense; and as people already have accounts, they don’t need to be 
persuaded to join up. However, they also make publishers heavily dependent 
on other businesses for their ability to reach their audience, which can create its 
own problems. Like most brands, Cambridge has seen a marked decline in its 
Facebook views over the past six months as Facebook increasingly encourages 
companies to pay for promoted posts to reach their fans. Increasingly, there-
fore, social media activity is focused on directing the audience towards platforms 
where interaction is not mediated through third parties: Cambridge’s website, 
blog and webinar series.

Twitter plays an important part in Cambridge’s social media activity. New 
blogposts and forthcoming webinars, for instance, are promoted regularly with 
tweets scheduled for different times of day to reach different audiences, and high-
lighting different aspects of the content, to interest different types of people. 
Customer queries are answered as swiftly as possible, and passed on where appro-
priate to the customer services department or relevant editor.

One of the most popular features of Cambridge’s use of Twitter has been its 
live tweeting of events including webinars and conferences, offering those unable 
to attend in person an opportunity to keep up with what they’re missing. These 
140-character summaries of key points from talks are often among Cambridge’s 
most retweeted and favourited tweets, and lead to a noticeable rise in followers.

In addition to sharing its own content, Cambridge also adds value to its 
Twitter feed by curating the best ELT content it finds online, and particularly 



from the accounts it follows back. Making sure to credit these discoveries to the 
original finders is not only best practice, but also emphasises that the relationship 
between the Press and its audience works both ways.

Like Facebook, Twitter is increasingly seeking to persuade companies to pay 
for premium access to potential customers, with options including promoted 
tweets and Twitter cards, and a recent Cambridge campaign around the launch 
of a new mobile app for Cambridge’s bestselling self-study title English Grammar 
in Use marked the team’s first use of these options. Timed to coincide with a two-
day price promotion, the tweets targeted mobile users, pointing them towards a 
page that would send them to Apple’s App Store, if they were using an Apple 
device. Android users were sent to a page where they could register their interest 
for that version of the app, to be launched a month later. The campaign not only 
prompted thousands of app purchases, but also saw the Press’s Twitter account 
gain nearly 1,500 followers in 48 hours, an increase of almost 20 per cent.

Although Cambridge carefully monitors analytics to measure the success of 
posts and campaigns, not everything is easily explicable. Last year, the team took 
over responsibility for the publisher’s Cambridge Dictionaries Online accounts, 
and immediately saw follower numbers rise on the Dictionaries’ Facebook page 
from 60,000 to more than 1.5 million in under a year. Very little had changed 
when the team took over the account – most posts still comprised a ‘Word of 
the Day’ for students keen to extend their vocabulary, with an example sentence 
and link to an extended definition on the Dictionaries site. The page had simply 
hit critical mass in terms of its popularity, with each new follower increasing the 
likelihood of further followers signing up.



Using Facebook, LinkedIn and Twitter as part of 
an integrated social media campaign to promote 
CompletelyNovel, a publishing and reading community

Sarah Juckes of CompletelyNovel

The nature of self-publishing means that indie authors can often feel as if they 
are ‘going it alone’. Although CompletelyNovel exists primarily as a publishing 
platform, we wanted to ensure that authors had a space where they felt like they 
had people on their side. As a result, there is a strong focus on community on 
CompletelyNovel, and much of our time is spent engaging with new and existing 
customers on a more personal level. Facebook plays a significant part in this: it 
offers a nice way for us to connect with users by sharing things we think will be 
interesting to them more generally as writers and readers, alongside our offers 
and updates.

It’s fair to say that our engagement on Facebook has stepped up considerably 
in the last year. Prior to that we did have a presence, but were much quieter. Our 
increase in activity has tied in with a shift in Facebook’s strategy towards a larger 
presence for brands and sharing external content. We felt this gave us a better 
opportunity to contribute with content that fitted in with the Facebook environ-
ment, rather than risk people seeing it as an unwelcome intrusion into a space 
they felt was reserved for family and friends.

As a small, fairly new company, we have also made use of Facebook’s feature to 
‘watch’ other pages to compare our progress with that of our competitors. By doing 
this for a range of pages with a similar target audience to our own, we hope to be 
able to pinpoint what type of post and schedule works best to increase engagement.

We have a very active Twitter account. Twitter is fantastic for alerting poten-
tial new customers to CompletelyNovel, but not necessarily to convert them to 
becoming a user. We therefore regularly link to Facebook from Twitter in the hope 
of generating new ‘likes’. By encouraging our customers to ‘like’ our Facebook 
page, we hope to be able to communicate with them on a more personal level.

With this in mind, our tone on Facebook is usually much more informal than 
with, say, our LinkedIn page. On LinkedIn we are targeting either potential or 
existing partners, or perhaps customers who are interested in producing profes-
sional books for their business. On Facebook, we are sharing images or links 
relating to writing – some targeted to motivate entrepreneurial indie authors, 
others capturing the ‘romance’ of writing, others just for fun (because we are 
strong believers that publishing should be enjoyable!). We also regularly link 
to CompletelyNovel articles and keep users up to date with what we are up to. 
We almost always encourage people to act on the post with a call to action, to 
encourage engagement.

In the past, we’ve found the following posts have generated the most 
engagement:

• Adding photos from The One Big Book Launch event, where ten authors 
launched their book on the same night. The authors involved shared these 



images with family and friends, and we got plenty of likes as a result. Each 
photo was also linked to CompletelyNovel, to capitalise on any conversions 
as a result.

• A ‘limited time offer’ that we pinned to the top of our Facebook page to 
maximise conversions. This was a good way to maximise the engagement of 
a post that was important for converting ‘likes’, to CompletelyNovel users, 
without ‘spamming’ the news feed of existing customers.

• Announcing partnerships with established firms. Our recent collaboration 
with Greene & Heaton literary agency received a great deal of interest from 
existing and potential customers. Customers recognised the brand of Greene 
& Heaton and were more likely to engage as a result.

• Sharing fun pictures on the theme of writing or books. These are important 
to build up a level of engagement with our network, so they are also aware 
of our ‘conversion’ posts later on. They are often light or funny – the kind of 
thing you would share with friends.

As a general rule, we always post with either a link or an image, as these posts are 
physically larger onscreen and more likely to be engaged with. We also add text 
to accompany each of these posts. We’ve found the following three-tier format 
works well for this text:

• hook;
• summary;
• call to action.

For example:

• Breaking News!
• We are very pleased to announce our collaboration with Greene & Heaton 

literary agency.
• Read the full announcement below! #selfpublishing #agents?

We’ve found that Facebook doesn’t always work the way we are expecting it 
to, and so much of what we post is trial and error. For example, we created a 
#WednesdayBookSnack hashtag, mirroring the campaign run by the Tate, where 
they shared an image of a painting that provided a weather forecast for the week. 
We shared an image of a book cover every Wednesday that included or featured 
food, asking users to share what books they are snacking on that week. Despite 
sharing popular books from across publishing, these posts received few impres-
sions or engagement, and it was discontinued.

Although it was a neat idea, on reflection we thought it was perhaps a little 
too far removed from the core interest of writing for our followers. And although 
people like to contribute, our call to action may have demanded a little more 
thought than most users are willing to put in when they are just scanning through 
their newsfeed.



By pinpointing the posts that don’t do so well and thinking about why this 
might be, we can continue refining a Facebook marketing strategy that maximises 
engagement and conversions from ‘like’ to ‘customer’.

www.completelynovel.com



The central role played by our website in promoting  
what we do

Laura Summers of BookMachine

BookMachine is an event organisation and online hub for the publishing com-
munity, formed by a group of publishing professionals keen to keep in touch as 
they progressed in their careers and navigated through various publishing houses. 
At the time, there was a lack of informal, affordable gatherings in London for 
publishers to meet and learn from others. BookMachine quickly filled that gap 
and built a network of face-to-face events in a number of cities, with London, 
Oxford, Barcelona and New York hosting the largest crowds.

Publishers use the BookMachine website to find jobs, read about latest events 
and catch up on publishing news and opinion. There are a number of marketing 
techniques employed by the BookMachine team on both a periodic and a fre-
quent basis, to drive readership of the site.

We have developed a mix of offline and online marketing strategies, all with 
little or no budget. Our regular events act as offline PR and promotion for our 
burgeoning digital platform; hundreds of publishing professionals attend them 
and then head back to the office the following day to spread the word.

Marketing a brand or an idea requires consistency. Research shows that people 
need to see a message at least seven times before taking action or even recognis-
ing a brand.1 In an online world where we are bombarded with messages on every 
screen, a constant and frequent delivery of a message is much more effective than 
just one blast of content.

We have learned that keeping communication short, and make sure it is regu-
lar, works best. Potential buyers will decide to take action or to buy at a time that 
suits them; the aim of marketing is to be right in front of them when they do 
require your services.

Without Twitter, BookMachine would never have happened. From the outset, 
Twitter has been an invaluable tool for promoting our events and driving traffic 
to the BookMachine website and more than 50 per cent of our new website traf-
fic is sourced from here.

Twitter has worked for us in part because the publishing industry has an active 
and vocal Twitter community. We have tried Pinterest, which can work well for 
sites with very visual content to share, but as we have lacked such content this has 
never become a primary generator of traffic for us. For a business-to-consumer 
(B2C) sale, then, Facebook might be the best social media channel to use.

Our advice is to pick one or two online channels and use them well. If you 
are working for a large publisher, someone can be dedicated to each of the social 
media channels and, providing they are coordinating their efforts, this can work 
effectively. In a small company you need to use your time wisely, and dedicating 
yourself to growing your customer base on one platform is more effective than 
using all platforms ineffectively. Track where most of your website traffic comes 
from, and as soon as you find a winning formula then stick with it.



How people will engage with social media in the future is unclear. Over recent 
months Facebook have made changes to the way brands can promote themselves 
on the platform, and now companies need to pay to reach even their own fans. 
Twitter is likely to follow this trend, as investors demand higher returns. This is 
one of the reasons that BookMachine also built BookMachine.me. This is the 
team’s own platform, which not only enables us to keep in touch with the audi-
ence directly, but will also ride any seismic changes in social media trends. This 
strategy is particularly relevant in a community-based business, but even for a 
B2C product it’s always useful to have a back-up plan and to cultivate a direct 
relationship with your customers.

One of the best tools for gathering data and growing traffic to your site is 
also one of the most tried and tested: email. Everyone has an email address, and 
needs it as a starting point to all communication online. There are certain demo-
graphics that are less email responsive than others, but by getting permission to 
use someone’s email address you have a big chance of being able to continue 
communicating with them. An individual makes a bigger commitment in giving 
their email address to an organisation than following a brand on social media, so 
respect that and make sure the communication is as personalised and relevant as 
you are able to achieve.

The website is the centre of most marketing decisions. By analysing the data 
from traffic-measuring services such as Google Analytics and Mixpanel, insights 
can be gained into what people are interested in and how best to focus. For 
example, a recent blog post on XML tips gathered one of the highest traffic 
volumes yet on BookMachine. It led the team to understand that digital training 
is of top priority and we are using that knowledge to influence new content on 
BookMachine.

Most importantly the website needs to feel right for your audience. This might 
mean researching your competitors and getting a sense of what the marketplace 
is used to. From there a design and format can be established that resonate with 
your target market, or this can be used as a starting point to make sure that your 
brand stands out among the competition.

Establishing the credibility of your site is also important. Poor loading times 
and out of date design won’t inspire even the most enthusiastic customer. Most 
users will stay on a web page for just 10–20 seconds unless there is a compelling 
reason for them to hang around.

Finally, we have worked hard to ensure that the BookMachine website is mobile-
optimised. With mobile devices driving 30 per cent of website traffic,2 it is important 
to always consider how prospective customers will access the site on the go.

www.bookmachine.co.uk

Notes

1 See www.tutorialspoint.com/management_concepts/the_rule_of_seven.htm.
2 See http://marketingland.com/mobile-devices-generate-30-pct-traffic-15-pct-e-sales- 

75498.



The integration of online and offline in effective selling

An interview with Philip Downer, MD of Calliope Gifts,  
Dorking and Alton, UK

Philip Downer began his career as a sales assistant with music retailer Our Price 
in 1980. He progressed into store and regional management, and finally into 
board-level positions, staying with the firm as it moved from being a feisty inde-
pendent to a division of the much larger predominantly stationery retailer WH 
Smith. He spent 2 years in the US (1994–1996) working with the Waterstones 
brand, competing head-on with local book retailers such as Barnes & Noble and 
Borders. He returned to the UK and then from 1997 to 2009 was involved in a 
reverse development, setting up and developing the Borders brand of book retail-
ing in the UK. In order to have an immediate critical mass in the market, rather 
than build from scratch, Borders began by purchasing the UK chain Books Etc., 
and Downer worked for them as operations director, managing director and later 
CEO, until Borders closed in the UK in 2009. In short, he has a lot of experience 
in retailing books.

After Borders closed he did some consultancy within the trade but found 
the combination of offering advice and seeing some of it implemented was less 
satisfying if you were not also involved in the longer-term management of the 
outcomes. With a former Borders colleague, Andy Adamson, who had long 
experience of logistics, inventory systems and managing supplier relationships, he 
planned a return to retailing on a much more local level. Together they aimed to 
offer a new kind of store on the high street that could draw on their vast shared 
experience and offer what they had observed to be the most profitable parts of 
the Borders experience (stock for children and the cross-selling of related mer-
chandise under a single roof – notably music, stationery and refreshments) but for 
which they would be responsible.

There are three guiding principles behind Calliope Gifts, established in the 
market towns of Dorking (2013) and Alton (2014). First, it should be an attrac-
tive environment where people want to spend time – although market research 
shows that gifts are predominantly bought by women, many gift shops feel overtly 
feminine environments and they wanted the full range of their customers to feel 
comfortable. Second, customers should be able to find, or be helped towards, a 
gift for anyone – men, women, children – and for the full range of ‘special occa-
sions’. Third, they wanted to use their shared experience of retailing and offer 
the kind of product range that is disappearing from the high street: books, music 
and the many other items required to service an ongoing human need – to buy 
presents for other people, and particularly those we love. Stock is broadly themed 
and changes all the time, being moved around and supplemented with new addi-
tions and stock lines so regular visitors have new things to look at. They try hard 
not to replicate what else was available locally – they don’t want to get involved in 
price wars – so they don’t sell the books that are available in WH Smith, and they 
have different suppliers for lines such as jewellery and scarves. They do, however, 



feel very loyal to the community they are part of, see themselves as contributing 
to the attractiveness of the local retail environment and get involved with its man-
agement by local government.

Their website is an extension of their service, complementing what is avail-
able in store as a 24-hours-a-day shop window. Significantly it requires little 
additional management time or space. Every stock item that comes into the shop 
is loaded onto the inventory database, photographed and given a few words of 
descriptive copy, and this then serves as both a stockholding guide for the shop 
and website copy. Customer orders placed online are packed in the shop, giving 
those in store something else to do when business is slow, and then taken along 
to the local post office – ‘I bet that’s what Amazon did when they started’. Philip 
Downer continues:

We ask customers if they want to go on our mailing list when they are in the 
shop and then anyone who orders online gets added too, having ticked the 
‘opt in’ box. We have approached local groups and made relevant special 
offers, and this is an area ripe for development. I then do an email newsletter 
every couple of weeks, more often towards Christmas, making special offers 
and inviting them to call in – perhaps to our second store in Alton now. I 
have a particular tone of voice when writing these communications which is 
upbeat and enthusiastic – which is partly a reflection of the customer base but 
also how I feel. I want to create an environment where they think a spare 
15 minutes could be pleasantly spent in our shop.

We get to know our customers well – they’re in their ‘family years’ but 
this can be from their mid-20s to their mid-60s, with opportunities to buy 
presents occurring throughout that period, from presents for their children 
to those bought for the new grandchildren of their friends. They are intel-
ligent, aware of the world and like good design – but are also busy and have 
lots to think about.

People like to buy locally and feel a connection with a shop, and it’s inter-
esting that we are seeing quite a lot of ‘reverse showrooming’. Showrooming 
is the practice of looking in local shops and then buying online, but we 
are regularly finding instances of the process working the other way for us. 
Customers browse our website on their tablet at home, often while doing 
something else such as watching television or eating, and then come in to see 
what we have in person before making a choice – enabling them to do a qual-
ity check or see the actual size before committing themselves, and perhaps 
buying a card and wrapping paper at the same time.

Retailing is about understanding the local market and getting the detail 
right. There is a thrill in seeing merchandise you have chosen for your cus-
tomers come into the store, putting it in the window straightaway, and then 
seeing the first person come in and buy – and commenting on their choice. I 
get satisfaction from the immediacy of the process. The combination of stra-
tegic and operational processes at the same time feels purposeful as we seek 
to understand our customers, meet their needs and develop the relationship.



Gloomy predictions are consistently made about the future of the high 
street, and it’s likely we will see the further automation of ‘functional 
shopping’ – with groceries and items that are heavy to carry home help-
fully delivered to the door. But people are social creatures and like to get 
out, mingle and meet with others as the continued rise of coffee shops has 
shown. And as they are short of time, a retailer who understands their needs 
and can present a relevant selection of stock for them to browse and choose 
between is able to offer a really valuable service. We feel up-beat and posi-
tive about our new venture, and the recent award of the prestigious ‘Best 
newcomer’ by the trade magazine Progressive Gift and Home has confirmed 
our confidence.

www.calliopegifts.co.uk



The role of a blogger

Ayo Onatade has a day job working as an administrator within the British Courts 
of Justice. Her second life is as a blogger, writing about thrillers and crime fiction. 
The website is http://shotsmag.co.uk and the blog is at wwwshotsmagcouk.
blogspot.co.uk.

She started neither website nor blog herself. The website began as a magazine, 
set up by crime fiction enthusiast Mike Stotter and it ran in this format from 
June 1994 until January 2001, was briefly an e-zine until autumn 2004, when it 
became a fully fledged website. The blog started in 2007. Through her own love 
of the genre she met Mike, and was persuaded to write initially for the magazine 
and then for the blog as well. She gradually ended up writing so much of the 
content for the blog that those previously managing it suggested she take over. 
The Shots website and blog belongs to the Shots collective, of which Mike is the 
overall editor, but he is fully consulted and all feel involved.

The expectations from the audience are high. The blog gets over 10,049 hits a 
month (December 2013; 410,601 in its lifetime) but readers will only keep com-
ing back if there is interesting new material to read, and Ayo contributes at least 
three new posts a week. To give her something to write about she has to keep up 
to date with news from the sector (who has been signed up, who has a new book 
coming out, who has won which prize) as well as finding time to read the crime 
titles publishers send her for review. The scale of this endeavour may be judged 
by the fact that she has now persuaded her postman to deliver all the packages 
from publishers at the weekend rather than during the week, when they will not 
fit through the letterbox. Most weeks this amounts to at least ten packages and 
Royal Mail now sends a van on a Saturday.

But while her influence is high, and growing, this is a role for which she is not 
paid. Arguably this is the significance of her position: she is free to say what she 
does and does not like, and her readers appreciate her honesty and follow her sug-
gestions. They tend to buy the titles she recommends and avoid those she feels 
do not work and her influence on the market is huge. She is currently chair of the 
CWA Short Story Dagger judging panel.

The books that are sent to bloggers and reviewers are theirs to keep, and 
some use this as a handy income stream, selling them on to second-hand 
bookshops – even sometimes before publication day. This, however, is not 
encouraged. Ayo gives away titles she has no room for – to family, friends, 
colleagues at work, local libraries and schools as well as to other enthusiasts – 
including her postal carrier.

How to work well with a blogger:

• Read their blog. Before you get in touch with them. Starting your email 
with ‘I love reading your blog and find it so interesting’ and then sending 
them material that is not relevant/they have shown they dislike shows that 
you are starting your relationship by lying, which is unlikely to be well 
received.



• Respect their influence. They are communicating directly and authorita-
tively with your market in a way that, as a producer with something to sell, 
you will never be believed. The history of selling books through retailers 
has meant that publishers have long been isolated from their purchasers. 
Although they are now building up mechanisms for direct communication 
(websites offering reading group support materials and guidance on reading 
journeys, email alerts and direct buying mechanisms), the unbiased blogger 
who understands and respects the time of readers in search of recommenda-
tions and offers third-party endorsement will be more believable. With the 
decline of book reviews in the broadsheets, the knowledge of the genre blog-
ger is becoming even more important to authors and publishers.

• Respect their time. Understand that however much commitment they put 
into this role, it is generally not their day job. Be realistic in what you send 
them. Ayo tends to hear from publishers by email (with an occasional DM on 
Twitter) rather than phone calls – which she cannot take during the day (and 
does not have time to return). Along similar lines, Ayo is regularly contacted 
by (often first-time) authors who want feedback on their work. With gen-
erosity she tends to give it, but it should be noted that this is an assessment 
by a sector expert on the merits of the writing, not a longer-term tutoring 
opportunity! Longer-term correspondence is not invited.

• Understand that most do this job for love, because they like being at the 
centre of things and knowing what is being published and they have been 
involved in the genre for a long time. They like the feedback they receive 
from readers and authors, the sense of heavy involvement with a community 
they are part of – and the accompanying sense of worth that comes from 
being listened to and value placed on their judgement. Acknowledging this 
passion-funded expertise, rather than marvelling at how much time it must 
all take, is a good start.

• Let them get to know your organisation and its plans. Involve them in 
treats, parties, meetings with authors, new commissioning decisions (e.g. 
send the latest catalogue promptly) and ‘cover reveals’ (the first availability 
of the jacket image for a new title). Provide new information each time you 
are in touch with them, not just repeated rehashing of the jacket blurb. For 
bloggers who are particularly important to your list, consider offering an 
‘exclusive’ – perhaps access to an author or information that you won’t be 
making generally available, or signed copies of books that they can use for 
competitions. Bloggers get satisfaction from making their blog the ‘go to’ 
destination, so anything that helps them maintain this position is likely to 
boost your relationship.

• Understand that bloggers tend to communicate. Whereas rivalry among 
authors can be intense, the atmosphere within the crime-writing commu-
nity is remarkably mutually supportive – one author commented that they 
had no need to stick the dagger in each other as they could do this to their 
characters. The same feeling apparently applies to the associated blogging 
community, and those writing for other crime fiction sites communicate with 



Ayo and meet at the events they get asked to. They read each other’s posts 
and will comment on their various reactions. Some authors handily capitalise 
on this wider information network by offering to guest blog or to do a blog 
tour, but offering various sites the same information in the hope it will be 
posted widely is not a good idea. Ayo insists that while she welcomes guest 
contributions (500 words for a blog; 1000 words for a website contribu-
tion), they must be original and not about to be posted elsewhere.



Interview: discussion on digital marketing with Jon Reed

Jon Reed writes about and teaches social media marketing. He is the author of 
Get Up to Speed with Online Marketing (www.getuptospeed.biz) and runs the 
blog Publishing Talk (www.publishingtalk.eu). He previously worked in publish-
ing for 10 years, including as publishing director for McGraw-Hill UK.

We’ve come a long way in a short space of time. When I started in publish-
ing [20 years ago, at Routledge, the publishers of this book], the internet 
was new and many of us didn’t even have email. Now online marketing 
is a routine part of any marketing strategy – and social media has become 
the way we do that. Social media as we know it has only been around since 
2006 – the year Facebook opened to the public, Google bought YouTube, 
and Twitter launched. These services are now a part of daily life for many 
people. All media is becoming social, and all our social lives are becoming 
mediated, on the go, with Instagrammed selfies and a running commentary 
on Twitter. The trends that led to this explosion in social media – in both 
technology and culture – look set to continue.

The global online population is now around two billion people – and 
more than half of them are on Facebook. Twitter is catching up fast (see 
www.statisticbrain.com/twitter-statistics). More people will come online in 
the coming years, as online access becomes seen more as an essential utility 
than a technological luxury. These people will join the global conversations 
taking place on social media. More people, more users – more readers.

The way people access the internet is also changing. Outside the US 
and UK, 60 per cent of internet access is now mostly mobile (see http://
marketingland.com/outside-us-60-percent-internet-access-mostly-mobile- 
74498). Widespread use of smartphones has led not only to wider internet 
access but is a major driver of the adoption of social media, as we post status 
updates and images on the go using apps.

Hand-in-hand with mobile access to social media is the growth of the 
visual web, facilitated by speedy connections and a camera in every pocket. 
Now that we can take decent quality pictures from our phones and upload 
the images to Facebook, Twitter and Instagram with a few taps, we’re doing 
so. It is notable that two of the most successful newer platforms – Instagram 
(2010) and Pinterest (2011) – are visual tools. There’s a lot of noise to cut 
through online, and images help you to stand out – including on the more 
established platforms Facebook and Twitter, where images are now far more 
prominent than they once were.

Pinterest has quickly become the most successful social bookmarking site 
because it is a visual one. Used by writers to create mood boards, and pub-
lishers to create themed promotions, is it is a virtual pin-board that pro-
motes a visual lifestyle that others want to ‘re-pin’ on to their own boards. 
It is used particularly well by Penguin Books, for example (www.pinterest.
com/penguinbooksusa). But even if you don’t want to use Pinterest, you 



can benefit from it simply by including images on your web pages and blog 
posts. Images make it possible for people to ‘pin’ your content on their own 
boards, which others can click through from, like and share. And it’s not all 
glossy lifestyle images: if you publish academic texts, infographics created 
around your content are popular and pinnable.

Video is also becoming easier, thanks to smartphones and cheap handheld 
video cameras. Short, six-second looping videos are shared on Vine (http://
vine.co), and up to 15-second ones on Instagram (http://instagram.com). 
While you currently still need a higher-end video camera, and to learn to use 
video editing software, if you want to create anything professional-looking, 
these barriers will continue to reduce.

We will see more hashtag campaigns, as these now apply not only to 
Twitter but across social networks, including Facebook, Google+, Pinterest 
and Instagram. At the time of writing, HarperCollins is running a month-
long campaign (throughout June 2014) to promote its new imprint Borough 
Press, with the hashtag #bookaday. With a different nominated theme each 
day, my Twitter and Instagram timelines are filling up with pictures of my 
friends’ favourite books, from ‘Best bargain’ to ‘One with a blue cover’ to 
‘The one I always give as a gift’.

The growth in social media is not just due to technology: it is also about 
culture. Today we trust ‘people like me’ rather than companies and institu-
tions. Just as a cover quote is worth more than a publisher’s blurb, word-of-
mouth peer recommendations are more powerful than anything you could 
say yourself. The advent of social media is a revolution in the way content is 
produced, shared and consumed. Bottom-up rather than top-down, in the 
laptops of the many rather than the printing presses of the few, and inextri-
cably bound up with the future of publishing. The growing reach of social 
media has coincided with the boom in digital publishing and, more recently, 
self-publishing – the biggest trend in publishing to date. This heady mix of 
digitisation, democratisation and disintermediation cannot be ignored.

I’ve seen publishing from all sides: as a print book publisher, as an author 
with a traditional publishing house, and as a digital self-published author. 
The future of online marketing is bright, visual, mobile – and growing. But 
it is also open to authors as well as publishers. And the online tools available 
to them are not just marketing tools but self-publishing tools too.

Publishers therefore need to think carefully about where they can add 
value to the process. This can include help with social media, from setting up 
author blogs and websites, help with the more challenging forms of content 
creation such as video, or social media training.

Social media is mainstream and part of your readers’ daily lives. But it’s 
not just about which tools you use: it’s how you use them. Coming up with 
smart, imaginative marketing campaigns that engage your target audience 
and make them want to share your content is just as important. Connecting 
with readers where they are already spending their time is how the successful 
marketing campaigns of the future will be built.



Interview: author Chris Cleave

Chris Cleave is a writer. His debut novel Incendiary won the Somerset Maugham 
Award. His second, the Costa-shortlisted The Other Hand (known as Little Bee in 
the USA and Canada), was a Sunday Times bestseller and a New York Times num-
ber one bestseller, with 3 million copies in print. His third, Gold, was a global 
bestseller, and his new novel is due out in 2014.

An early adopter of social media, he initially maintained that while his pub-
lisher promoted his novels, his presence online was to keep the relationship with 
his readers going in between books. He established and managed a thoughtful 
website from which he ran a regular blog, sent engaged replies to those who 
emailed him about his work and was active on Twitter. The past year has seen 
a complete change. While he dropped out of Facebook a while ago, over the 
past 12 months he has completely ceased using other social media: the Twitter 
account has been dormant; the website has been untended; emails have been 
batched and responded to – but often long after receipt.

The result? A new book of which he is by his own admission ‘pretty proud’ 
that has taken him a year to write (a third of the time taken to write the previ-
ous one); a tighter writing style that more often feels ‘right first time’; a strong 
awareness that his approach to writing feels more focused; a personal life that feels 
calmer and happy. This interview explores how this happened, and why other 
writers too might decide to spend less time and energy on social media.

By his own admission, Chris had always been an ‘accommodating author’, 
willing to support his publishers through engaging with readers and taking part 
in planned activities. For each book he went on a series of long promotional 
tours (the last book resulted cumulatively in 9 months away), the rigours of the 
schedule permitting no down or writing time. His publishers similarly encour-
aged his habit of replying to readers and maintaining a general presence through 
social media.

Facebook was the first thing to go. He had experimented but eventually found 
that ‘if you get a measure of success it’s very difficult to post anything you care 
about without it attracting stalking responses’. Increasingly he found he couldn’t 
use Facebook for its intended purpose – that of having an extended circle of 
friends – and having to separate himself from the person he presented, by only 
posting contributions that were devoid of any material he genuinely cared about, 
seemed false.

He did, however, continue to update his website each day with his location 
and a brief summary of activity (‘Today I am writing’), adding short journalistic 
pieces as blogs for wider comment. Plans to offer space to guest bloggers were 
never activated due to shortage of time and it became too easy for involvement 
with the website to promote the erosion of his writing time, ‘allowing friends to 
become part of the working day’.

Twitter he got on well with: ‘The medium promotes short pithy expression 
and this initially aligns well with the role of the writer; you can be yourself. But 
there is a big difference between crafting 140 characters and 100,000 words for 



a novel.’ Chris found that the drain of energy and attention for the former did 
not improve the latter. In any case he was not sure in the long term that it was 
needed. ‘My readers don’t need to hear from me daily, what they want is the best 
book I can produce when it is ready.’

Overall, as these various commitments online grew, he was finding his time 
consistently under pressure; the personal administration of life plus maintain-
ing the constant commitment that social media required was draining both his 
energy and time for writing. With his long-term preference for only taking on 
what he can do really well, he felt spread too thinly. Increasingly he wanted to 
push at the limits of his writing, to be free to imagine and develop characters, 
and that heavy involvement in social media was not helping him to get better. He 
came to the conclusion that ‘it’s the writer’s job to do the best possible work they 
can’, and that social media was a blockage.

The growing realisation that something had to give to make room for him to 
produce his best work he could was translated into action from a hotel bedroom 
in San Francisco. ‘I could not drop my commitment to my writing, my family or 
my publisher, so something had to go.’ The response was radical. He physically 
disabled the Wi-Fi on his laptop, restoring a more appropriate hierarchy of con-
trol, with technology supporting his writing rather than barking instructions. He 
also gave up alcohol and obsessive exercise, and mindfully began to rework him-
self to be better able to address the very difficult task of crafting fine writing. It’s 
perhaps not insignificant that this repurposing was accompanied by his fortieth 
birthday – and an awareness that writing was as important to him now as when 
he started. Now, however, it was time to be the best writer he could be, not just 
as good as possible, and taking control of his time meant the best part of the day 
could be preserved for writing.

The website remains as a space for reactivation in future, for the promoting 
part of the writing life he accepts still exists, and to which he will return to sup-
port the efforts of his publishers when the time is right. Given that it already has 
an associated community, it can also be offered in future as a space for guest blog-
ging, to help nascent writers whose work he appreciates, and he admires other 
writers who find the time to do that. He has not blogged during the period of 
writing his latest book but the construct remains for use later on – particularly 
valuable now that he no longer works as a journalist.

He avoids wider involvement online. He used to be a regular contributor to 
Goodreads, but stopped participating after it was bought by Amazon, finding 
an ethical difficulty in a corporation buying a community – an ‘intellectual land-
grab’. Looking wider, he questions the ethos of social media as it ‘promotes an 
inevitable regression towards the mean’. The process of submitting both self and 
ideas to an internet consensus is not thought-provoking; rather it is ‘dissipating 
energy and preventing non-canonical thought in a profound way’.

Challenging the traditional notion that the internet is broadening to the mind, 
he suspects it rather closes it down, blocking the writer’s ability to think new 
thoughts, ‘submitting yourself to a low-level consensus; the highly opinionated 
views of others on fragments of work or passing ideas that in no way represent 



the whole person or work that is being developed’. He claims that the writer 
who wants to be producing work worth reading needs to concentrate ‘not on 
the high-frequency, low-intensity communication, but rather on low-frequency, 
high-intensity work’. He wants to be free to push his work in whatever direction 
he feels appropriate, to make it as weird as he chooses it to be and available when 
he feels it is ready, unencumbered by group opinions on what he should write 
next from the community active on social media, which is not – in any case – his 
entire readership. He feels the writer has to be a solitary individual, a lone wolf, 
engaging with the collective when the book is ready for wider sharing, but the 
decision on when at their sole disposal.

He remains convinced that thought needs to be deeply developed and he no 
longer has the desire to be involved in short and intense dialogues during the 
working day. He also questions the honesty of social media that encourages 
the appearance of friendship to many; the promotion of a false loyalty, when it 
is impossible to be a friend to everyone. He feels he can contribute more hon-
estly by plying his trade, writing and producing the best work he can.

He has stopped doing many of the things that had become expected of 
him: accepting every interview offered; offering pithy quotes to journalists who 
require an urgent range of opinions; blogging about his life and work; the ‘low-
level administration that could take all day if you let it’. Rather he thought 
carefully about how other writers had put themselves in a position whereby they 
could develop their craft and make proper time for their writing. ‘It’s a prob-
lem for writers that we are embedded in civilian life’ and you need to find a 
method of getting away to concentrate on the writing: ‘If you were trying to 
climb an 8,000-foot mountain without oxygen people would understand that 
you couldn’t carry additional baggage.’

He remains alert to email, noting when the tone of voice changes from polite 
alerts to urgent reminders with consequences, but in general he now batches it up 
for block responses rather than feeling he must respond immediately. Each day he 
gets about 100 emails that divide into spam, things that need routine responses 
and can be dealt with quickly and emails that require engaged feedback. He 
found those contacting him quickly got used to the changed situation and now 
know that he will respond, just not with as rapid a reply as they may originally 
have expected.

He questions the way publishing houses have begun to measure the suc-
cess of their marketing operations. Judging their contribution through metrics 
such as the extent to which they are successful in persuading authors like him to 
participate in social media and to extend author/publisher branding promotes 
short-term attention rather than necessarily enhancing long-term appreciation 
for a writer’s work.

Finally he questions the idea of ‘the writing career’, rather viewing each book 
as a separate entity prompted by particular circumstances and created by an indi-
vidual during a specific period of time. But while resisting the notion of his own 
writing career, the rededication to his craft feels similarly single-minded. His rou-
tine is now to rise early for a couple of hours’ writing, to manage five to six hours 



once his three children have gone to school and then to finish around 3 p.m. for 
a restorative potter – in preparation for the following day.

Henceforth he affirms the solitude of the writer and wants to avoid collec-
tive comment. He rejects the bullying consensus of new media, ‘the forces that 
weigh you down rather than liberate you to think and write’, and seeks to con-
centrate on developing a dialogue with readers in a different way – ‘through a 
beautiful novel that is as good as it can be’ rather than sharing random thoughts 
on Twitter. From now on he (and his long-standing agents, Peter Straus and 
Jennifer Joel) will decide whether his work is any good or not, and when it is 
ready for sharing.

In short, Cleave is using a ruthless re-examination of his allocation of time as 
an opportunity to make himself into the best writer he can be – and at the same 
time to consciously pursue a more thoughtful and honest way of living. From 
our long and fascinating discussion, I would say there is strong evidence that 
this is working.



Belle Gibson and how Penguin Australia handled a PR crisis

Belle Gibson was an Australian blogger and whole food advocate. She claimed to 
have self-treated various cancers via healthy eating, and achieved remarkable suc-
cess through media coverage, an app pre-installed on some iPads and planned as 
part of the Apple Watch launch, and a cookbook published with Lantern Books 
(Penguin). She claimed to support numerous charities. Following media inves-
tigations in 2015 it was revealed that very few claimed charitable donations had 
taken place, Gibson’s assertions to herself be a cancer sufferer appeared to be fab-
ricated, and there were multiple media articles arguing over the requirement for 
Penguin to fact check the book and whether staff knew in advance about ‘holes’ 
in Gibson’s story:

Penguin, publishers of The Whole Pantry, have stated they did not check the 
validity of Gibson’s cancer account as they did not see that it was ‘necessary’ 
given that the book is ‘a collection of recipes’.

The book, which has since been removed from sale, does, however, con-
tain a 3,000-word preface that is devoted to answering questions about 
Gibson’s cancer diagnosis and how she came to the decision to ‘heal herself’ 
instead of continuing with the prescribed chemotherapy and radiotherapy.

– Michelle Smith, The Conversation1

Penguin responded with some hesitation as claims began to emerge; for exam-
ple, they stopped supplying Gibson’s cookbook, but did not initially recall stock 
or change the marketing copy that described a young woman ‘diagnosed with 
terminal brain cancer at the age of 20’ who ‘shares what she has learned about 
getting back to basics and discovering what it means to be truly nourished’.2 
In 2016, Consumer Affairs Victoria launched a legal action against Gibson and 
associated companies for breaches of consumer law. Evidence included a video 
showing Penguin Australia preparing Gibson for media questions about her can-
cer and treatment.

The Guardian reported that ‘Penguin admitted that it had failed to fact 
check Gibson’s story when the lies were first exposed. At one point, a staffer tells 
Gibson, “I really think you need to get your story straight.”’3

Penguin Australia paid a financial penalty for failing to fact check the Gibson 
cookbook. Gibson was well known in Australia and the case fascinated the 
Australian public, leading to many news and popular magazine articles, and an 
excellent book4 that makes interesting reading on how Penguin handled the 
unfolding crisis and how much the publishers’ staff knew about the veracity of 
Gibson’s claims prior to the launch of her book.

Notes

1 See https://theconversation.com/the-hole-in-the-pantry-story-should-penguin-have-
validated-belle-gibsons-cancer-claims-38843



2 See www.smh.com.au/national/belle-gibsons-cookbook-still-for-sale-despite-doubts-
about-cancer-survival-claims-20150408-1mgnzo.html

3 See www.theguardian.com/australia-news/2016/sep/14/belle-gibson-video-submitted-
to-court-sparks-condemnation-over-cancer-claims

4 See https://scribepublications.com.au/books-authors/books/the-woman-who-fooled- 
the-world



Interview with Sarah Smyth, artistic director of  
the Times Cheltenham Literature Festival

While it’s almost never too early to contact us, we appreciate it if the first approach 
is made by email – which means we can consider your suggestions in the context 
of the festival as a whole, and the other submissions we have received – and then 
follow up with a telephone call if appropriate. We are looking for a well-worded 
submission that shows some understanding of the Times Cheltenham Literature 
Festival, the kind of event that works well, and flexibility in how we might work 
together in delivery.

It’s always more attractive if the author(s) being proposed are flexible about 
the kind of event they would like to be part of (e.g. presentation, interview, panel 
discussion) and over the dates when they are available.

Managing a programme is an immensely complicated process, and it’s helpful if 
those submitting ideas have some appreciation of this. Being pragmatic, it’s a good 
idea to establish the cut-off date for the programme – the date by which the full 
programme must be decided – in order to get the information out to the audience. 
Throughout the planning process, we may have several dates out on offer to speak-
ers we particularly want to secure, and be waiting to hear back from them – and so 
three months before the cut-off date, literally no options to offer other contribu-
tors. But once we have heard back from key speakers, options may emerge that 
were not previously available – and so an email two to three weeks before the cut-
off date may yield a positive response. The day before the cut-off date is far too late.

Another issue to bear in mind in connection with timing is that for us the fes-
tival starts well before the first event. So if there are changes to be communicated 
(there has been huge and controversial press interest in this author) or particular 
issues to bear in mind (the speaker has broken her leg and will have difficulty get-
ting upstairs) do try to let us know as soon as possible – rather than just before the 
event. We may need to inform others (change a hotel booking; ensure the book-
seller knows about potentially increased demand) and so the sooner we know, the 
sooner this process can be implemented.

While Cheltenham is a festival of international scope, we particularly appreci-
ate programme suggestions that offer some specific value to Cheltenham. So, 
for example, a talk on castles would go down well if mention was made of its 
relevance to Sudeley Castle and Berkeley Castle, which are our nearest. Or is the 
author willing to show specific materials to the audience, before, during or after 
the talk? We appreciate visual material that can be used in event promotion – 
photographs they have not released before, or items from their personal archive 
that they are willing to share. For example Jung Chang, author of Wild Swans, 
brought along her grandmother’s tiny shoes, for which her feet had been broken 
and bound. An author of a book on gardening brought along a series of samples 
in pots with which to illustrate her talk and which the audience could examine 
afterwards. Our press team appreciate quirky stories that are likely to attract press 
attention and circulation on social media in the short term, and in the longer 
term promote the range of fascinating content on offer to audiences at the Times 
Cheltenham Literature Festival.



Interview: organising effective events

An interview with Laura Summers, one of the  
founders of www.bookmachine.org

BookMachine was founded in 2010, and was set up by a group of publish-
ing professionals, wanting to keep in touch with their friends in the industry. 
Laura Summers had recently moved to Brighton, and was part of this initial 
core group.

Through their friends and professional contacts, the team organised informal 
get-togethers in pubs and other venues. It has since developed into a professional 
network for the publishing industry and wider creative economy, organising 
events (both their own and those curated on behalf of clients) and managing an 
industry blog that gets at least 11,000 hits a month. It is now run solely by Laura 
and a team of independent freelancers. The blog, where ‘we post everything there 
is to know and do about publishing’, has become a rich compendium of advice 
on all areas of the industry, and from which a selection of material gets turned 
into an annual publication by MA Publishing students at Kingston University. 
From being a hobby, BookMachine has become a full-time enterprise which now 
hires eight freelancers in various roles.

Bookmachine events are the core of the business. They have taken place in var-
ious cities including London, Oxford, Cambridge, Edinburgh, Barcelona, NYC 
and Brighton. Not only do the team run their own events; but they regularly 
run events in conjunction with TLS (The Times Literary Supplement) and have 
been hired by publishers large and small to project manage or market their events 
programme. Having organised over 100 events in total, here is a list of their top 
tips for successful delivery.

 1 Choose the right speakers. Just because you have a great job does not mean 
you are a great speaker. We encourage our speakers to really think about 
what the audience will get out of the talk, and in particular what are the take-
away benefits. We concentrate on three:

• Something to improve and change your job the very next day.
• Something to think about.
• Something practical.

 2 When planning an event, start with your intended audience. Think about 
whom you want to be there and how you are going to get them there. Try 
to visualise them. Who are they, what do they do? What do they read? What 
websites do they use? What problems do they face? What time of day would 
they be free? What time of the month might they buy a ticket? Start with the 
people and write the plan back from there.

 3 Timing matters: time of day; how long after the official start time to begin 
the presentations; how long they should last for. Do brief your speakers 
on the importance of sticking to time – so everyone gets their chance to 
speak, and the audience remains alert. We experimented with a stop clock, 



visible to all, but found this introduced a bit too much pressure – but a 
warning signal when time is up is helpful.

 4 Who else do you want to attract: press; influencers; sponsors? Have a hit list 
and invite them for free or a discount; make them feel special.

 5 Visualise the event. When you organise an event you have to put yourself 
in the shoes of the people attending. You need to go to a venue, imagine 
it in a different state – hopefully full – and then envisage how people might 
or might not behave.

 6 Think about the practicalities. Ask questions. What else is happening that 
night? How will guests get in? What signage is available? Do they need to 
stand or sit down? Where are the bathrooms? How noisy/airless does it get? 
Does the wifi work? Do they all know each other or is it helpful to provide 
name badges? Should you let people access the guest list beforehand so they 
can see who else is attending? How many people will be serving at the bar? 
Where are the bathrooms? Where do people put their bags and coats? Is this 
a secure environment? Do you want a Twitter wall and to encourage social 
media pictures through a competition or prize draw? Will everyone be able 
to see the screen if your speakers are using PowerPoint? If not, what implica-
tions does that have for standing room at the front?

 7 Communicating with your intended audience to let them know about the 
event and encourage them to attend. Don’t give away all your messages at 
once; make a list of varied reasons to be in touch and release information 
bit by bit – generally people need to see something seven times to react and 
take action. Your starting point should be the announcement of an ‘early 
bird’ offer (a discount in return for an early booking). Thereafter offer ongo-
ing snippets of information supported by reassurance of the value of what 
you are making available. Encourage them to share information, both about 
the event and that they are planning to be there, via social media. We find 
Twitter the best way of communicating with publishing people.

 8 Growing your list of contacts is really important; particularly with the (UK 
but trending world-wide) new data-protection legislation in mind, but you 
can also generate interest through YouTube and paid mechanisms such as 
crowd-funding. Think about organisations you could bring in as co-sponsors, 
partners or supporters that would help you spread your message and bring in 
more people. If you are a close match with their values/members/workforce 
it may be particularly beneficial to work together, as you may be giving them 
something to pass on that they would not otherwise have access to.

 9 Use an online booking system for ticketing such as Eventbrite – and make 
the most of all the added functionality they offer. Remember that not every-
one who books will turn up so, while paying close attention to fire and other 
regulations, use the system to manage a waiting list and then informing (via 
social media) that additional places are available.

10 Communication with everyone involved is of vital and ongoing importance. 
Keep in touch, be pleasant, confirm arrangements. Don’t just assume – ask 
specific questions and then confirm by email.



The 2007 acquisition of independent educational publisher 
Hopscotch Educational Publishing by MA Education Ltd,  
the educational arm of the Mark Allen Group

Hopscotch Educational Publishing was established in 1997 by two primary 
school teachers, Margot O’Keefe and Frances Mackay, with the aim of offering 
practical and inclusive resources that met the wide variety of different teaching 
needs in the classroom, to ‘help teachers to teach with confidence and children to 
have success with their learning’.

‘Inclusive materials’ are more widely announced than actually available, but 
material that can genuinely suit the variety of different learning needs within a 
single classroom can help support an atmosphere of educational inclusion and 
make better use of the teacher’s time (much less preparation time for teachers, 
enabling them to spend more time on individual needs). At the time of the acqui-
sition, Hopscotch Educational Publishing, later re-launched by MA Education as 
simply ‘Hopscotch’, were among the first publishers to produce ‘differentiated 
material’ at three levels of ability, so that all learners were enabled to work on the 
same task, but at their own level.

The genesis of the material was almost always content written by individual 
teachers for use in their own classrooms. Frances and Margot had good links 
within their local area (the West Country and the Midlands), but wanted to 
stretch their reach further, seeking to draw material from a wider group of pro-
fessionals. In the hope of attracting new authors, and new material to publish and 
share within the sector, the following copy was drafted:

Hopscotch resources are written by teachers for teachers. They are 
extensively trialled in schools, but we need to hear from teachers about 
how they get used in the classroom and how the children respond. We 
are also actively looking for new ideas for publications. Why not give us 
your opinion?

This was based on the premise that telling teachers that they were looking for 
new material, and asking for – and valuing – their opinions, would lead to the 
acquisition of new authors. The approach proved successful.

In 2007 the founders sold the company to the Mark Allen Group, who had 
also (nine months before acquiring Hopscotch) bought the early years list Step 
Forward, later rebranded Practical Pre-School Books. Angela Shaw, Associate 
Publisher at MA Education was faced with the issue of how to incorporate 
and present both brands, very popular with teachers, within their new home. 
Angela writes:

After the sale of Hopscotch Educational Publishing to MA Education in 
2007, for a few years we followed the founders’ approach:

• Getting teachers to trial and review resources and taking their opinions 
and suggestions on board.



• Presentations to schools and teachers, through a body of school reps 
working across the country, visiting and displaying resources for teach-
ers to browse.

• Working through individual bookshops, run by teachers or educational 
specialists, who would give us more specific feedback on the resources, 
most of which have since sadly closed down.

However, with the rise of the internet and the preference of schools for buy-
ing direct, these approaches gradually became unsustainable. Today most of 
our books’ marketing is done via the book trade, who represent us with high 
street retailers and wholesalers, and we have switched to email marketing, 
sending out a weekly email including offers and discounts to subscribers. 
Email marketing has a personal tone, as if talking direct to the recipient, 
focusing on the benefit for teachers and children and how the resource can 
help them achieve higher levels of attainment. I usually start the copy with a 
direct question as the heading (or shoutline), followed by one of the benefits 
of buying the resource. An example follows, an issue which had a strong cur-
rency within primary education.

Email subject line: Teaching higher-order reading skills.

What key aspects of literacy are you tackling today? Reading Explorers is a 
skills-based approach that effectively supports your lessons.

Reading Explorers provides teachers with a wide variety of genres, both fiction and 
non-fiction, which allow children to access, interpret and understand what they 
are reading.

This skills-based programme will:

 • Increase the child’s knowledge and understanding of why certain words are 
chosen by an author.

 • Enable the reader to speculate on the tone and purpose of the texts, as well as 
consider both the texts’ themes and audience.

 • Raise level of attainment in reading at all ability levels.

Save 10% on the complete series of Reading Explorers – Quote REXB16

Over the last 10 years educational publishing has largely changed due to 
new technology, faster and more personal ways to reach customers (particu-
larly through digital marketing and social media), changes with the National 
Curriculum and the rise of academies and free schools, to name but a few 
of the changes. Though we have expanded our digital marketing reach, we 
have also remained faithful to our traditional approaches – which so far have 
proved the most successful with our buyers: to make our catalogues and 
flyers with new titles directly accessible to them, whether they are literacy 
co-ordinators, head teachers or business managers and highlighting the ben-
efits of using our resource material in the classroom, both for the teacher 
and the learner. This is done by either direct mail or insertion of the same in 



Head Teacher Update, also owned by the Mark Allen Group, which reaches 
25,000 schools across the UK.

Hopscotch certainly retains the same business priorities and ethics, as well as its 
look and feel – clarity of the lesson plans and accessible, differentiated tasks to 
cater for all levels of ability and thus reduce teachers’ preparation time. We con-
tinue to make these our key selling points. We still advertise under the shoutline 
for teachers by teachers and our customer services strive to build and establish a 
more personal relationship with schools and individual teachers. This is pos-
sible as we are still a small company with limited bureaucracy (though part of a 
much larger group). We continue to pride ourselves on providing exceptional 
customer care.

How to tell if this is working?

I am responsible for the production of all the marketing copy for both lists. 
This includes the email marketing, adverts, flyers, catalogues, blogs/social media 
(though my use of Facebook and Twitter is limited). We must ensure our message 
to the user is always relevant and that we keep abreast with current developments 
in the primary market, particularly regarding changes with the Curriculum. We 
ask ourselves: What are the changes? How do these affect the classroom? What 
kind of resources would help facilitate the teacher’s job? And do they satisfy the 
learner’s needs?

Each offer, whether on an email, advert of flyer is linked to a code, so in order 
to get a discount the code must be used at checkout if purchasing online or 
quoted by the customer at the time of order on the phone or via email to us. This 
allows us to track sales and get a clearer idea of the response.

In addition to close contact with our authors, up to date by liaising with our 
magazines’ editors, reading the articles we also publish on our Mark Allen Group 
primary online library and attending primary events or conferences to network 
with other education professionals to keep the ‘vocabulary’ up to date.

The early years (birth to 5 years) and primary (6 to 11 years) are complemen-
tary, yet very distinct markets, so the way we approach the two audiences and 
their response is totally different.

Early years users tend to respond to email marketing with much more imme-
diacy. We receive most sales within a week of sending out the email; sometimes 
the same day. However, because there is no expiry date on offers, this allows 
readers to come back to us and take advantage of the offer when they are ready 
to buy. And they usually do.

Hopscotch materials sell to primary schools and here the response can take 
longer, because the purchasing process and buying cycle are different. They may 
need to create (and then have approved) a purchase order, or they may need to 
order through a different authority, or perhaps they have limited budget and 
are only able to spend at certain times of the year. In general, within primary 



schools, resources may be reviewed by a pool of teachers first, then the decision-
maker needs to sign off. Often, we receive major orders months after sending 
out a flyer – which might have sat on the head teacher or business manager’s 
desk waiting for approval.1

So, if I get no fast response in terms of sales from Hopscotch’s emails this 
is not necessarily a bad sign. The main thing is to produce relevant content, 
approach the readers with targeted most of whom are teachers themselves, I keep 
mailing/ contact list and, in the case of email marketing, also carefully choose the 
day/ time of the year and even the time of the day.

Summing up, with early years I would say about 10% of sales derive from 
email marketing, while with primary market it’s perhaps only 5%, with direct 
orders mostly coming from catalogues and flyers.2 New opportunities also mean 
there are new things to tell our customers about, or new ways to present our core 
resources. For example, teachers must attend CPD training, but schools often 
can’t find good material to support this in the classroom (i.e. put in practice what 
learned) and so our resources can really help.

Summarising, the words that the Hopscotch founders drafted about seeking 
feedback from their market are still current and being used – just now being 
developed and communicated in new ways. The ethos continues.

Notes

1 Author note: Some schools also include seeking sponsorship within the Business 
Manager’s role, and so support for a funding proposal may be sought outside the insti-
tution, perhaps from local organsiations.

2 Some teachers may also buy direct, using their own money/credit card, and funding it 
themselves or reclaiming from the school as an expense.



Book synopsis for design

Schoolboy Ben Dark is a 13-year-old, A– student and B+ athlete. He keeps a low 
profile at school, with his friend Mike, a nerdy academic, and Amanda, who is 
aloof and athletic. He spends his time playing the ancient strategy board game Go 
with Mike and avoiding the unwanted attention of the school bully.

Ben’s life is turned upside down when a bunch of robots attack his school and 
try to grab him. Ben is further surprised when his two friends spring into action 
to help him escape, albeit onto an orbiting Phloundar space ship – who Ben soon 
discovers are some of the nastiest beings in the galaxy. They escape for a second 
time to a nearby planet, and after a brief encounter with an alien dinosaur, a mys-
terious guide helps them onto a ship to the planet city of Civis Mondi, the centre 
of the galaxy’s government – the Federation.

Ben soon begins to understand that he is a Pilostar – beings with rare skills that 
are highly valued. He can use his mind to control machines and to navigate a ship 
through wormholes in space. He also learns that his two friends are Guardians – 
Mike is from Alenthia, a planet that values art and academics, and Amanda from 
Spartia – a world of warriors. They were sent to Earth to protect him, and as a 
sort of punishment for the work of their fathers in accidentally creating the Killer 
robots (Earth is considered to be primitive by most other intelligent beings).

For his own safety he joins his two friends at the Galactic Academy, the 
most prestigious educational institution in the galaxy. Ben struggles to keep up 
with the other students. Not only are they from worlds much more advanced 
than Earth, but many are physically stronger and more adaptable than humans. 
However, Ben manages to hold his own in martial arts and outsmarts his rivals 
in flight training.

While some of the Federation fleet is away, the Phloundars send an armada 
to Civis Mondi. The Academy is asked to assist the depleted federation and 
the trio find themselves on a ship in the fleet. Much to Amanda’s disgust it is 
an automated rubbish collection vehicle aptly bringing up the rear of the fleet. 
The Phloundars are halted by the Federations show of power, but Ben expects 
a ruse. He navigates his two friends through a wormhole and they arrive at 
Mundrabilla – a desolate planet where the Federation mines the dark matter 
that powers its ships (and also dumps its garbage).

Ben’s hunch proves to be right. The Phloundars use the robots to attack the 
base. Ben, Mike and Amanda must escape and warn the Federation. Blocked by a 
Phloundar Kill-a-lot ship, Ben must use his powers to escape.



Green Olive Press cover design brief

Title of book: Ben Dark and the Rogue Robot Rendezvous

Author: Rob Oliver

Please describe the book in no more than five sentences:
Ben just wants to get through high school. Unfortunately, the Galaxy wants to 
get at Ben.

You see Ben Dark is a Pilostar with skills literally out of this world.
Now he must cope with the typical perils of teenage life: Killer Robots with 

a fascination for recycling, Aliens who want to possess the powers hidden in 
his head (with or without Ben attached), and keeping up at school where he is 
300 years behind in his homework.

Thankfully, his two best friends are there to help and protect (and annoy) him.
(Full synopsis of the book is attached.)

What is the genre of the book?

Sci-fi for children/youth.

Please provide three key words that summarise the book:

Funny, exciting, interesting.

Is there a key theme or image in the book that should be represented on 
the cover?

A Go board – basically a grid – I also reference a green grid in the book. I would 
like it to look three-dimensional.

Are there any images that should be avoided?

n/a

Please describe the market for the book and the intended emotional appeal:

Ages 10 to 14.

I would like the readers to empathise and identify with Ben (and Mike and 
Amanda) – Ben is on an unfamiliar planet trying to learn new skills. I would also 
like them to be engaged and excited with Ben as he encounters new planets, 
people and machines.

Are there any particular colours you think should be used on the cover? Yes/
No, if ‘yes’, please specify:

Yes, I like the idea of the background being dark/black with images of space.

Is there are particular style of design that is required, such as all text cover, 
photographic, illustrations? Yes/No, if ‘yes’, please specify:

I prefer to show some illustrations – characters, key images from the book.

Is the book part of a series or does it need to follow a particular design style? 
Yes/No, if ‘yes’, please specify:

Yes, I hope it will be the first in a trilogy.
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Ben Dark and the Rogue Robot Rendezvous       ROB OLIVER

Ba
rc

od
e 

lo
ca

ti
on

 
an

d 
si

ze

B
e

n
 D

a
r

k
 

an
d 

th
e 

R
o

g
u

e
 R

o
b

o
t

 
R

e
n

d
e

z
v

o
u

s
 

Fr
on

t
5.

5”
 x

 8
.5

”
(1

39
.7

 m
m

 x
 2

15
.9

m
m

)

B
ac

k
5.

5”
 x

 8
.5

”
(1

39
.7

 m
m

 x
 2

15
.9

m
m

)

B
ar

co
d

e
Lo

ca
ti

on
 &

 S
iz

e
2

” 
X

 1
.2

”

P
ap

er
b

ac
k 

B
oo

k 
 

C
ov

er
 T

em
p

la
te

5
.5

” 
X

 8
.5

” 
B

oo
k 

 
(1

3
9

.7
m

m
 X

 2
1

5
.9

m
m

)

W
h

it
e

 P
a

p
e

r

0
.4

5
” 

S
p

in
e 

W
id

th
 

(1
1

.4
4

m
m

)

B
la

ck
 D

o
tt

ed
 L

in
e 

=
 T

ri
m

 S
iz

e

B
lu

e 
D

o
tt

ed
 L

in
e 

=
 S

p
in

e 
Fo

ld
Fo

ld
 p

la
ce

m
en

t 
m

ay
 v

ar
y 

sl
ig

ht
ly

.

W
h

it
e 

A
re

a 
=

 L
iv

e 
A

re
a

Po
si

tio
n 

lo
go

s,
 t

ex
t,

 a
nd

 e
ss

en
tia

l i
m

ag
es

 in
 t

hi
s 

ar
ea

.

R
ed

 A
re

a 
=

 O
u

t 
o

f 
Li

ve
/

B
le

ed
 

in
 t

he
 r

ed
 a

re
a.

 I
f 
yo

ur
 a

rt
w

or
k 

do
es

 n
ot

 m
ee

t 
th

es
e 

re
qu

ir
em

en
ts

, 
it 

m
ay

 b
e 

re
je

ct
ed

.

Spine Width 0.45” (11.44mm)

RO
B 

OL
IV

ER

Be
n 

ju
st

 w
an

ts
 t

o 
ge

t 
th

ro
ug

h 
hi

gh
 s

ch
oo

l.
 

Un
fo

rt
un

at
el

y,
 t

he
 G

al
ax

y 
wa

nt
s 

to
 g

et
 a

t 
Be

n.
Yo

u 
se

e 
Be

n 
Da

rk
 i

s 
a 

Pi
lo

st
ar

 w
it

h 
sk

il
ls

 l
it

er
al

ly
 o

ut
 o

f 
th

is
 w

or
ld

. 

No
w 

he
 m

us
t 

co
pe

 w
it

h 
th

e 
ty

pi
ca

l 
pe

ri
ls

 o
f 

te
en

ag
e 

li
fe

: 
Ki

ll
er

 R
ob

ot
s 

wi
th

 a
 f

as
ci

na
ti

on
 

fo
r 

re
cy

cl
in

g,
 A

li
en

s 
wh

o 
wa

nt
 t

o 
po

ss
es

s 
th

e 
po

we
rs

 h
id

de
n 

in
 h

is
 h

ea
d 

(w
it

h 
or

 w
it

ho
ut

 
Be

n 
at

ta
ch

ed
),

 a
nd

 k
ee

pi
ng

 u
p 

at
 s

ch
oo

l 
wh

er
e 

he
 i

s 
30

0 
ye

ar
s 

be
hi

nd
 i

n 
hi

s 
ho

me
wo

rk
.

Th
an

kf
ul

ly
, 

hi
s 

tw
o 

be
st

 f
ri

en
ds

 a
re

 t
he

re
 

to
 h

el
p 

an
d 

pr
ot

ec
t 

(a
nd

 a
nn

oy
) 

hi
m.

Ro
b 
Ol
iv
er
 w
as
 b
or
n 
an
d 
ra
is
ed
 i
n 
co
un
tr
y 

Vi
ct
or
ia
, 
be
fo
re
 m
ov
in
g 
to
 M
el
bo
ur
ne
 t
o 

at
te
nd
 U
ni
ve
rs
it
y.
 H
e 
wo
rk
ed
 f
or
 m
an
y 

ye
ar
s 
in
 b
an
ki
ng
 a
nd
 n
ow
 w
or
ks
 f
or
 h
im
se
lf
 

he
lp
in
g 
bu
si
ne
ss
es
 b
et
te
r 
ex
pl
ai
n 
wh
at
 

th
ey
 d
o.
 A
s 
mo
st
 o
f 
hi
s 
wo
rk
 i
nv
ol
ve
s 

wr
it
in
g,
 h
e 
th
ou
gh
t 
‘w
hy
 n
ot
 w
ri
te
 

so
me
th
in
g 
fu
n 
fo
r 
a 
ch
an
ge
?’
 H
e 
li
ve
s 
in
 

Me
lb
ou
rn
e 
wi
th
 h
is
 w
if
e,
 s
on
 a
nd
 a
 c
at
. 

Be
n 

D
ar

k 
an

d 
th

e 
Ro

gu
e 

Ro
bo

t R
en

de
zv

ou
s 
is
 

hi
s 
de
bu
t 
no
ve
l.
 

Ben Dark and the Rogue Robot Rendezvous       ROB OLIVER

Ba
rc

od
e 

lo
ca

ti
on

 
an

d 
si

ze

B
e

n
 D

a
r

k
 

an
d 

th
e 

R
o

g
u

e
 R

o
b

o
t

 
R

e
n

d
e

z
v

o
u

s
 

Fr
on

t
5.

5”
 x

 8
.5

”
(1

39
.7

 m
m

 x
 2

15
.9

m
m

)

B
ac

k
5.

5”
 x

 8
.5

”
(1

39
.7

 m
m

 x
 2

15
.9

m
m

)

B
ar

co
d

e
Lo

ca
ti

on
 &

 S
iz

e
2

” 
X

 1
.2

”

P
ap

er
b

ac
k 

B
oo

k 
 

C
ov

er
 T

em
p

la
te

5
.5

” 
X

 8
.5

” 
B

oo
k 

 
(1

3
9

.7
m

m
 X

 2
1

5
.9

m
m

)

W
h

it
e

 P
a

p
e

r

0
.4

5
” 

S
p

in
e 

W
id

th
 

(1
1

.4
4

m
m

)

B
la

ck
 D

o
tt

ed
 L

in
e 

=
 T

ri
m

 S
iz

e

B
lu

e 
D

o
tt

ed
 L

in
e 

=
 S

p
in

e 
Fo

ld
Fo

ld
 p

la
ce

m
en

t 
m

ay
 v

ar
y 

sl
ig

ht
ly

.

W
h

it
e 

A
re

a 
=

 L
iv

e 
A

re
a

Po
si

tio
n 

lo
go

s,
 t

ex
t,

 a
nd

 e
ss

en
tia

l i
m

ag
es

 in
 t

hi
s 

ar
ea

.

R
ed

 A
re

a 
=

 O
u

t 
o

f 
Li

ve
/

B
le

ed
 

in
 t

he
 r

ed
 a

re
a.

 I
f 
yo

ur
 a

rt
w

or
k 

do
es

 n
ot

 m
ee

t 
th

es
e 

re
qu

ir
em

en
ts

, 
it 

m
ay

 b
e 

re
je

ct
ed

.

Spine Width 0.45” (11.44mm)

R
O

B
 O

L
IV

E
R

Be
n 
ju
st
 w
an
ts
 t
o 
ge
t 
th
ro
ug
h 
hi
gh
 s
ch
oo
l.
 

Un
fo
rt
un
at
el
y,
 t
he
 G
al
ax
y 
wa
nt
s 
to
 g
et
 a
t 
Be
n.

Yo
u 
se
e 
Be
n 
Da
rk
 i
s 
a 
Pi
lo
st
ar
 w
it
h 

sk
il
ls
 l
it
er
al
ly
 o
ut
 o
f 
th
is
 w
or
ld
. 

No
w 
he
 m
us
t 
co
pe
 w
it
h 
th
e 
ty
pi
ca
l 
pe
ri
ls
 o
f 

te
en
ag
e 
li
fe
: 
Ki
ll
er
 R
ob
ot
s 
wi
th
 a
 f
as
ci
na
ti
on
 

fo
r 
re
cy
cl
in
g,
 A
li
en
s 
wh
o 
wa
nt
 t
o 
po
ss
es
s 
th
e 

po
we
rs
 h
id
de
n 
in
 h
is
 h
ea
d 
(w
it
h 
or
 w
it
ho
ut
 

Be
n 
at
ta
ch
ed
),
 a
nd
 k
ee
pi
ng
 u
p 
at
 s
ch
oo
l 
wh
er
e 

he
 i
s 
30
0 
ye
ar
s 
be
hi
nd
 i
n 
hi
s 
ho
me
wo
rk
.

Th
an
kf
ul
ly
, 
hi
s 
tw
o 
be
st
 f
ri
en
ds
 a
re
 t
he
re
 

to
 h
el
p 
an
d 
pr
ot
ec
t 
(a
nd
 a
nn
oy
) 
hi
m.

Ro
b 
Ol
iv
er
 w
as
 b
or
n 
an
d 
ra
is
ed
 i
n 
co
un
tr
y 

Vi
ct
or
ia
, 
be
fo
re
 m
ov
in
g 
to
 M
el
bo
ur
ne
 t
o 

at
te
nd
 U
ni
ve
rs
it
y.
 H
e 
wo
rk
ed
 f
or
 m
an
y 

ye
ar
s 
in
 b
an
ki
ng
 a
nd
 n
ow
 w
or
ks
 f
or
 h
im
se
lf
 

he
lp
in
g 
bu
si
ne
ss
es
 b
et
te
r 
ex
pl
ai
n 
wh
at
 

th
ey
 d
o.
 A
s 
mo
st
 o
f 
hi
s 
wo
rk
 i
nv
ol
ve
s 

wr
it
in
g,
 h
e 
th
ou
gh
t 
‘w
hy
 n
ot
 w
ri
te
 

so
me
th
in
g 
fu
n 
fo
r 
a 
ch
an
ge
?’
 H
e 
li
ve
s 
in
 

Me
lb
ou
rn
e 
wi
th
 h
is
 w
if
e,
 s
on
 a
nd
 a
 c
at
. 

Be
n 

D
ar

k 
an

d 
th

e 
Ro

gu
e 

Ro
bo

t R
en

de
zv

ou
s 
is
 

hi
s 
de
bu
t 
no
ve
l.
 

Ben Dark and the Rogue Robot Rendezvous       ROB OLIVER

Ba
rc
od
e 
lo
ca
ti
on
 

an
d 
si
ze

B
e

n
 D

a
r

k
 

a
n
d
 t

h
e
 

R
o
g
u
e
 R

o
b
o
t
 

R
e
n
d
e

z
v
o
u
s
 

1

2
3

  



Please describe the kind of cover you imagine the book to have:

• Dark, cover with images of space in background
• Simple, not too complex
• Interesting images from the book
• Clear that it is sci-fi – but with humour (I hope)

Please give some examples of books you like. Please insert images of the 
covers if possible:

www.bookdepository.com/Hitchhikers-Guide-Galaxy-Douglas-Adams/ 
9781417642595?ref=grid-view&qid=1554898479876&sr=1-23



Interview: how libraries and publishers can work together to 
greater effect

An interview with Helen Leech, virtual library services manager,  
Surrey County Library Services

In a climate of financial cutbacks in public spending, with the value of libraries 
and their usefulness being questioned and many librarians facing budgetary cuts 
or closure, the response from librarians has been robust. Many have established 
new initiatives to promote awareness and cooperation, to expand and change 
working practices, to reach out to the wider public and stress the value they offer.

There are now many libraries run by volunteers. The model tends to be that 
of ‘Community Partnered Libraries’, where the council provides the resources 
(including the premises and their upkeep) but the local community provide the 
staffing. Other solutions include ‘Community Links’, which generally means 
making collections of books available in village halls and other premises, the 
community providing all resources and staffing and the library service providing 
the books:

We are becoming more community-focused, meaning a number of things: 
we’re moving away from being a take-it-or-leave-it service with minimal 
engagement, and we’re broadening our range of services and actively work-
ing with community groups. For example, Surrey Library Service runs a 
support service for domestic abuse survivors, for which we won an award, 
and just this morning one of our staff sent me a list of the things we do 
and the partners we work with for each ‘protected characteristic’ within the 
Equalities Act, and it’s remarkable. We are moving from supporting leisure 
reading, which is certainly a declining market, towards services supporting 
local agendas, working with a range of local partners.

As to how libraries and publishers can work together in future:

The key message from the Society of Chief Librarians is that public libraries 
are keen to work with publishers. We’re part of the same ecosystem; we have 
the same passion for books and reading, the same desire to lead the reader 
to the right work, a lot of the same issues in terms of the challenges of a 
hugely changing market. It would be to the benefit of both sides to work 
more closely: libraries can offer access to a very large market; publishers can 
offer experience and content.

In terms of what we bring to the relationship, publishers are interested in 
our huge audience. Even though loans are falling, the number of those using 
the libraries is still huge. In Surrey one person in six (200,000 people out of 
a population of 1.1 million) has used the library in the past year. In addition 
to those who use the library premises, we have a large community outreach 
through our newsletters and online services.



Libraries offer a huge showroom window for publishers’ works and given 
that a large part of our remit is reader development,1 this too offers big 
opportunities for publishers. At a time when high street bookshops are clos-
ing, we’re introducing readers to new authors and encouraging people to 
broaden their reading habits. These days we are also much more involved in 
promoting titles to our readership than we used to be, and very aware of the 
power of the cover to attract. Like booksellers, we now put a lot of our stock 
face-on and expect the book to sell itself. There are also simpler book recom-
mendation schemes operating within libraries such as the recommendations 
of our very knowledgeable staff, our ‘just returned’ trolley (which is where 
many of our visitors head first on reaching the library) and the book recom-
mendation schemes we run, which encourage people to move outside their 
reading comfort zones.

Many reading and some writing groups are also run under the auspices 
of libraries. Within Surrey alone we support more than 700 such groups in 
a variety of ways: drawing up and circulating lists of suggested titles; provid-
ing loan stock of multiple copies of the same book; promoting and hosting 
some of the groups within libraries. We also send out a regular newsletter to 
120,000 readers in the area. There are associated opportunities for publish-
ers to gain ‘focus group’ feedback on jacket design and format, and for the 
test marketing of new materials, subject areas and authors.

We are very interested in the communication possibilities around books as 
a way of extending involvement. For example the Reading Agency’s Digital 
Skills programme has been encouraging libraries and publishers to work 
together and one of the things we’ve found really helpful is the promotional 
materials that publishers can provide – not just the traditional posters-and-
bookmarks, but now the online reviews, ratings, recommendations, graph-
ics, ‘who-else-writes-like’ forums, blogs, and other things that help us to 
generate interest and discussion. We take a much more retail-, business-like 
approach to books these days and, like every other part of the book trade, 
we’re far more likely to promote a particular author when we’ve got the 
materials and it’s quick and easy.

We also offer market data on reading patterns. Although this is in its 
infancy, it is an area of growing interest and one that could be capable of 
growth to enable more precise targeting of information. Speaking on behalf 
of Surrey, we collect information on library-user postcodes and age, but this 
has significant opportunities for development. Potentially we could identify 
pockets of gardeners in Lingfield and Chinese people in Woking, and we 
could possibly tell you what they are reading. Demographic analysis is an area 
we need to develop, bearing in mind data protection restrictions, but there’s 
a huge opportunity to work with and learn from publishers.

Note

1 Broadly this means extending readers’ experience, encouraging them to try new authors, 
genres and types of format.



Interview: CPD – continuing publishing development?

An interview with Dr Stephen Hancocks

Stephen Hancocks Publishing started life as a publisher of dental books and jour-
nals, based on my previous experience working for other publishers and as a 
clinical dentist. One of the exciting, and scary, aspects of running a small business 
is that one never quite knows in which direction it might develop. Quite often 
thoughtfully conceived, carefully planned and diligently executed schemes fail to 
catch customers’ imaginations and turn out to disappoint whereas following up 
a chance remark, answering a question or getting an unexpected approach can 
change everything one does.

Originally our website (www.stephenhancocks.com) was purely an online 
bookshop but we migrated a postal CPD programme from one of our society-
owned journals to the site as a pilot. No sooner had it been launched than 
another customer for whom we publish and mail a CPD journal with a circula-
tion of up to 80,000 copies wanted the same service. It went live while I was 
on holiday in Greece and a few days into the first week my email inbox was full 
with more than 1,000 registrations. That chance request has now led to our 
having more than 35,000 dental care professionals registered on our site who 
regularly follow our journals, CPD and new products.

Although online CPD opportunities have continued to expand and have now 
become the norm, there are still dental users in particular who like print publica-
tions and so we continue to meet this preference. The General Dental Council 
(GDC) – the equivalent of the doctors’ GMC – made CPD mandatory for den-
tists in 2002 and for other dental care professionals (DCPs) such as hygienists, 
therapists, nurses and technicians in 2008 and have updated the requirements in 
2018. Included in the original requirements were a set number of hours’ study 
of ‘core’ subjects: radiology/radiography, medical emergencies, cross-infection 
control and ethics/handling complaints to which other topics were later added. 
Anecdotally we heard that dentists were finding courses on these subjects either 
difficult to find at all, or quickly filled as soon as they were advertised but expen-
sive to go on (there was the significant cost of the course plus expenses but 
additionally a lost half-day or day’s income) as the overwhelming majority of 
dentists are self-employed.

I therefore hit on the idea of supplying a package of books covering each of 
these core subjects and writing CPD programmes for each of them amounting to 
the equivalent of the five-year requirement for the number of hours. Each book 
came with one set of questions but it was only days before we had a phone call 
from a husband and wife team asking if they both needed to buy the books and 
questions or could they buy one set of books but two sets of questions? In retro-
spect it seemed such an obvious service to offer that we couldn’t believe that we 
hadn’t thought of it. Needless to say we immediately made modifications to offer 
the purchase of additional sets of questions.

We also began adding CPD programmes to all the books that we published 
as well as setting up agreements with other publishers. The advantage here is 



that the publishers benefit from additional sales, and a percentage of the CPD 
programme income, without the additional work created by the administration 
and marking of the responses. In modern parlance this is a real win–win situation.

Included in the 2018 GDC CPD changes are the need for every registrant to 
have a Personal Development Plan and for all CPD to be verified and measured 
against certain standards and learning objectives. GDC registrants are now pre-
sented with a complex route to achieve compliance and at the time of writing 
we are developing online resources to make this as straightforward as possible 
for our users. The change provides a further example of a challenge presenting 
as what we hope will be an opportunity to both expand publications as well as 
serve customers with a convenient, time- and cost-efficient way of fulfilling their 
statutory requirements.



Bonus content: how to get a job in marketing in publishing

Publishing is a hugely popular industry, and there are many graduates and new 
job starters who are excited by the opportunity for a career with books and ideas, 
as well as those who have found employment elsewhere but long fancied a move 
into publishing. Marketing is a particularly competitive area within the sector, 
and managers looking for early career hires in marketing roles in publishing com-
monly receive more than 200 applications. If you are looking for a starter role, 
here is some advice to help you stand out. You’ll find much more detail in our 
companion book How To Get a Job in Publishing (Baverstock, Bowen and Carey) 
and similar resources.

The job search

 1 Yes, there are jobs out there: while there are many negative articles about 
where the publishing industry is going, people continue to buy content and 
there are many roles available – for the right person.

 2 If you want a marketing role, do your research - don’t assume that the 
word ‘marketing’, ‘PR’ or ‘sales’ has to be in the title of the role you 
apply for. There are a wide variety of roles within publishing that involve the 
communication of a message to key markets, from involvement in the man-
agement of rights to the delivery of customer service. And there are some 
marketing jobs in publishing that don’t involve creating published content, 
such as encouraging (aka marketing) the wider population to read more, 
working on literacy initiatives with those in specific circumstances or organis-
ing events (e.g. literary festivals). Think too about employment that requires 
a similar skillset to publishing, but is in another context. There are related 
roles available in the wider creative economy (event and theatre marketing; 
speaker agencies), and lots of organisations need professionally published 
reports and the marketing of their content without being publishing houses 
(e.g. schools and businesses). Most of those seeking a job in publishing 
tend to think first of literary publishing, but also look for roles in special-
ist non-fiction, education and journal publishing; all require a focussing on 
the customer, whether internal or external, paid for or subsidised, and their 
needs, whether or not they are currently aware of them. If you have your 
heart set on a specifically marketing role, but can’t find one, consider going 
in at ground level in as an operational role or as a sales executive to get a 
foot in the door. You will find that all roles include marketing of some sort, 
whether to internal customers or external.

 3 Be connected online and in real life. The marketing director of a key 
publishing firm was heard to say in a recent lecture that she would not 
employ someone for a marketing role who did not have at least 200 follow-
ers on Twitter. You need to be part of online communities – not necessarily 
them all, or necessarily Twitter, just do one really well, and show that you 
are already active in the community you seek to join. When reviewing job 



applications, most recruiting managers check social media before offering 
an interview. What does your public profile say about you? Network with 
people you know in industry no matter how senior or junior their role – they 
can tell you about jobs available before they are advertised and recommend 
you, and you never know who ends up where.

It’s always about the people. Make the effort to be everywhere, attend 
industry events, volunteer to work for your local bookshop on Saturdays, 
attend everyone’s book launches, join a committee. The people you rep 
with today will be the CEOs of tomorrow.

– Patricia Genat, director, ALS Library Services

 4 Ask for help. Use your university careers service, a mentor who is in a similar 
business, a reliable friend – someone who can advise on applications, proof-
read what you submit and generally give advice. Those who are more senior 
may consider it flattering to be asked to be a mentor.

Putting your application together

 5 Your letter/email: It’s easy to just push out the same basic covering letter 
each time or skip this step. Always include a covering letter – many applicants 
forget that this is an opportunity to make their application stand out. What 
you send should be personalised to the role and how you can add value to 
the organisation, responding directly to what’s in the job advertisement.

 6 Your CV: there are many ways to put together a CV – here are some golden 
rules to check yours against:

• Keep it clear, neatly laid out and professional in appearance – no Comic 
Sans, which many people detest!

• Show off your flawless grammar and spelling (and in the letter too). 
You will not be called for interview in a publishing house if your CV 
has typos.

• Provide the key information, and don’t include anything that isn’t rel-
evant or you don’t want to be asked about. Your university degree and 
work experience is relevant; your primary school name, marital status 
and age are not.

• Make it easy to read by keeping it succinct, to a traditional layout. Three 
pages is the absolute maximum, two is better.

• Stand out by focusing the skills and experience and attributes that are 
relevant to the job. Amend the CV for each application to make it rel-
evant and targeted to what they are looking for.

 7 Selection criteria: if the ad asks for key selection criteria or any other spe-
cific method of application (submitting a video, writing to a specific topic), 
spend time on making yours targeted to what you know about the role and 
company.



Prepare for your interview

 8 Be an interested citizen, up to date on what is going on around you in 
the world. And as a demonstration of this, don’t confine your portfolio of 
good examples, ready to quote at interview, to book-related products. Have 
stories about what you have learned from marketing within other leisure and 
professional products outside publishing.

 9 Understand the main issues for marketers in publishing. Having said 
that, also have specific information up your sleeve to answer the commonly 
asked question at interview: what are the main trends affecting publishing/
marketing/sales/authors at the moment? Your research will help you shine. 
Those with a relevant dissertation to quote may find they have at their 
disposal more knowledge of a specific area than those interviewing them; 
this is likely to be very interesting but use the opportunity to share rather 
than lecture.

10 Be really interested in the market for publishers’ content. A key indus-
try characteristic is curiosity and as a marketer you need to be capable of 
generating enthusiasm for any potential product or service you are charged 
to connect. Over the years Alison and Susannah have worked with some 
products that may sound unlikely obsessions, but getting to grips with how 
the market functions, what kind of people they are and what they need to do 
their job better has been consistently fascinating. Demonstrate this by show-
ing that you have engaged with the products of the publishing house where 
you are interviewing – and have some knowledge of their competitors. This 
requires more than a quick look at the company website and social sites; be 
ready to mention specific products, authors, campaigns they have run.

11 Get prepared. Read up on interview techniques and do some practice 
runs with a friend. Plan how you are going to get there and what to wear 
ahead of time so you’re not in a panic that day. Go early and have a coffee in 
the area. Can you see yourself working here?

During the interview

12 Be pleasant, polite, and have a list of questions. Carry a pen and some-
thing professional to write on (not scrappy bits of paper), make eye contact 
and be thoughtful as you answer questions. Wait for the question to finish 
before you answer – it’s easy to get carried away with adrenaline and jump in.

13 Ask about the process – how many interviews, psychometric testing, a writ-
ten test? Ask when you can expect to hear.

After the interview

14 Send a thank you email to the hiring manager (ask for their card if you 
don’t have their email address). Don’t panic if it takes a while to hear – 
processes can be slow, but if they are well outside the expected timeframe 



and you’ve heard nothing, send a follow up email. Sadly some companies 
now don’t reply to let you know you haven’t got the job, even after inter-
view (probably somewhere you didn’t want to work anyway).

15 If you don’t get an offer, don’t beat yourself up. Many career starters go 
to 15 or more interviews before finding the right role. It doesn’t mean there 
is anything wrong with you or your skillset – it’s a competitive market and 
hiring managers have a wide choice for attributes like team fit. You will find 
the right role for you.

16 If you get an offer, ask for a day to consider before accepting. Is this the 
job you want? Are you happy with the area of work and salary? Are there any 
red flags? If you are considering negotiating for a better offer, note that this 
can be tricky for early career employees, and some areas are easier for hiring 
managers to help you out with (you are likely to have more success asking for 
a different start date than a higher salary, for example).

And one final tip for you on arrival in your new job:

Be prepared to learn the basics and perform your tasks well. Whether it’s 
admin work or learning about a system, it will help you gain a solid founda-
tion in understanding the company’s processes and their importance to your 
own department as well as others.

– Amanda Cheung, head of strategic marketing,  
Cengage UK

We wish you a rewarding career in this exciting industry! Please let us know how 
you get on – we love feedback.


