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Chapter One

Publishing Overview

I Text A

Publishing is the process of production and dissemination of literature, music, or
information—the activity of making information available to the general public. In some
cases, authors may be their own publishers, meaning: originators and developers of content
also provide media to deliver and display the content for the same. Also, the word publisher
can refer to the individual who leads a publishing company or an imprint or to a person who
owns/heads a magazine.

Traditionally, the term refers to the distribution of printed works such as books (the “book
trade” ) and newspapers. With the advent of digital information systems and the Internet,
the scope of publishing has expanded to include electronic resources, such as the electronic
versions of books and periodicals, as well as micropublishing, websites, blogs, video game
publishers and the like.

Publishing includes the stages of the development, acquisition, copy editing,
graphic design, production—printing (and its electronic equivalents), and marketing
and distribution of newspapers, magazines, books, literary works, musical works, software
and other works dealing with information, including the electronic media.

Publication is also important as a legal concept :

1. As the process of giving formal notice to the world of a significant intention, for

example, to marry or enter bankruptcy;

2. As the essential precondition of being able to claim defamation; that is, the alleged

libel must have been published, and
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3. For copyright purposes, where there is a difference in the protection of published and
unpublished works.

There are two categories of publisher :

1. Non-Paid Publishers: The term non-paid publisher refers to those publication houses
which do not charge the author at all to publish the book.

2. Paid Publishers: The author has to meet with the total expense to get the book
published and the author has full right to set up marketing policies. This is also known
as vanity publishing.

| Publishing as a Business

Derided in the 1911 Encyclopadia Britannica as “a purely commercial affair” that cared
more about profits than about literary quality, publishing is fundamentally a business, with
a need for the expenses of creating, producing, and distributing a book or other publication
not to exceed the income derived from its sale. Publishing is now a major industry with the
largest companies Reed Elsevier and Pearson PLC having global publishing operations.

The publisher usually controls the advertising and other marketing tasks, but may
subcontract various aspects of the process to specialist publisher marketing agencies. In
many companies, editing, proofreading, layout, design and other aspects of the production
process are done by freelancers.

Dedicated in-house salespeople are sometimes replaced by companies who specialize in
sales to bookshops, wholesalers and chain stores for a fee. This trend is accelerating as retail
book chains and supermarkets have centralized their buying.

If the entire process up to the stage of printing is handled by an outside company or
individuals, and then sold to the publishing company, it is known as book packaging. This
is a common strategy between smaller publishers in different territorial markets where
the company that first buys the intellectual property rights then sells a package to other
publishers and gains an immediate return on capital invested. Indeed, the first publisher will
often print sufficient copies for all markets and thereby get the maximum quantity efficiency
on the print run for all.

Some businesses maximize their profit margins through vertical integration; book
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publishing is not one of them. Although newspaper and magazine companies still often own
printing presses and binderies, book publishers rarely do. Similarly, the trade usually sells the
finished products through a distributor who stores and distributes the publisher’s wares for a
percentage fee or sells on a sale or return basis.

The advent of the Internet has provided the electronic way of book distribution without
the need of physical printing, physical delivery and storage of books. This therefore poses
an interesting question that challenges publishers, distributors and retailers. The question
pertains to the role and importance the publishing houses have in the overall publishing
process. It is a common practice that the author, the original creator of the work, signs the
contract awarding him or her only around 10% of the proceeds of the book. Such contract
leaves 90% of the book proceeds to the publishing houses, distribution companies, marketers
and retailers. One example (rearranged) of the distribution of proceeds from the sale of a

book was given as follows:

® 45% to the retailer

¢ 10% to the wholesaler

® 10.125% to the publisher for printing (this is usually subcontracted out)
® 7.15% to the publisher for marketing

* 12.7% to the publisher for pre-production

* 15% to the author (royalties)
There is a common misconception that publishing houses make large profits, and that

authors are the lowest paid in the publishing chain. However, most publishers make little
profit from individual titles, with 75% of books not breaking even. Approximately 80% of
the cost of a book is taken up by the expenses of preparing, distributing and printing (with
printing being one of the lowest costs of all). On successful titles, publishing companies will
usually make around 10% profit, with the author(s) receiving 8%-15% of the retail price.
However, given that authors are usually individuals, are often paid advances irrespective of
whether the book turns a profit, and do not normally have to split profits with others, it makes
them the highest paid individuals in the publishing process.

Within the electronic book path, the publishing house’s role remains almost identical.
The process of preparing a book for e-book publication is exactly the same as print
publication, with only minor variations in the process to account for the different mediums of
publishing. While some costs, such as the discount given to retailers (normally around 45%)

are eliminated, additional costs connected to e-books apply (especially in the conversion
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process), raising the production costs to a similar level.

Print on demand is rapidly becoming an established alternative to traditional publishing.
In 2005, Amazon.com announced its purchase of Booksurge and selfsanepublishing, a
major print on demand operation. This is probably intended as a preliminary move towards
establishing an Amazon imprint. CreateSpace is the Amazon subsidiary that facilitates
publishing by small presses and individual authors. Books published via CreateSpace are
sold on Amazon and other outlets, with Amazon extracting a very high percentage of the
sales proceeds for the services of publishing, printing and distributing. One of the largest
bookseller chains, Barnes & Noble, already runs its own successful imprint with both
new titles and classics—hardback editions of out-of-print former best sellers. Similarly,
Ingram Industries, parent company of Ingram Book Group (a leading US book wholesaler),
now includes its own print-on-demand division called Lightning Source. In 2013, Ingram
launched a small press and self-publishing arm called Ingram Spark. Payment terms are
much closer to those of Amazon and less favorable than those they offer to more established
publishers via Lightning Source. Among publishers, Simon & Schuster recently announced
that it will start selling its backlist titles directly to consumers through its website.

Book clubs are almost entirely direct-to-retail, and niche publishers pursue a mixed
strategy to sell through all available outlets—their output is insignificant to the major
booksellers, so lost revenue poses no threat to the traditional symbiotic relationships between

the four activities of printing, publishing, distribution and retail.

| Vocabulary

dissemination n. 3%, HiL; FY

originator n. A ; QEH

developer n. ¥ & #&

imprint n. FJEHARAE; TR BREGRE
distribution n. &4

advent n. tH3; FHE

periodical n. T

micropublishing n. 4l i bz
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development n. A FY), #Fr-mItk
acquisition 7. ZR75, WalW; 4G
defamation n. {Ei5%, H{

alleged adj. SR ; FTiEHY

libel n. SCFHER%; RS

proceed n. YA, FKF

marketer n. TN ; THEH AR
retailer n. TR, FHE

advance n. Filf+ 3K

subsidiary n. [ft/@#L#, F/AH]
facilitate v. #i Bh; {2, BhK; A5
deride v. R, WK

subcontract v. #%41, 7

editv. Jil; 994 (S h, &) ; BIT; F4
proofread v. f&Xf; F21E; K

layout n. fii 5y, ZHE, #&it, HEWR
bindery n. 2517

backlist title n. 7745 H &%

| Notes

1. vanity publishing: 1959 4F, WIZ3EEARIAESR EXIT 5, Al oA A=A
MRFEEAR S5 . FRNFR - 7o FI4E{E (Johnathon Clifford ) BFXFh BG4 K “HESE R
(vanity press ), SEPR B2 A AR, B 5% RURE AR & A 45 AR 3% A
WG Sl AT LAY B b A Ay b AR AT R 4 B S b AR S RRE A AR A
Hr - D. ZrLEYTE (James D. Macdonald ) 7Ei8iA H ROV 288 RIRERHE HH U ZE B S
B CERBIZERMMER I O4E", (R A 2 MR T — R, 7 A PR,
B EUE MAEE (1) DS ) HE AR R A 148

2. Reed Elsevier: il i 2 B ME/REE BE — K EEM AR, 3 = jh#8E 2% E ofE /R A A
( Reed Elsevier PLC ) Filfay % Jifj &% A ME/R 24 F] ( Reed Elsevier NV ) DAFH[W] i B4y 3
[, & BRI RN RYE . SRS EYER MRS R4, 2R

5
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EHEARDL T AR R . 2013 4F, ZEMER STM (Bl RS )
["J4E 2 000 Z AT EHAR T 350 000 FREHIZE SCE . 2 ME/RIET 3 R SCEE Y R
BAE 2012 SRR B T —H ks [FFERIR T2 EME/RAY “ScienceDirect” JE2 KA A
RlE 5 BT AR

3. CreateSpace: Y53 i~ i ] A B I BUER I, 2007 EAEEE @ . 1E##
B E A, RS G K m e s L, kwE, EE, BE. &
KA PP (94 & [FAE AT LI 32 3% 5 i)k 55 . CreateSpace 1) 34 Libby Johnson
McKee #7~, it CreateSpace FJ LA B Byt Wi E 2 AT LAY 1 45 85 85 45 36 B S KR 2%
MR REeE, S 2 SR EER AR . A B MUFEZGE T CreateSpace 7] L
AREBCE B B . 8t 20T & 88 B BT A S TE RN R SR B R 858 .

4. Pearson PLC: i 4= EH R 2 2RO BE LA, CF 150 ZE0HE . ZERE
HNFREE TIEEMS FRBENAERBEROBEFTNE. BHERESOR. Wik
KWPE ., BOAUE, DLEFA ST MRS . 4 EKRCEG 23K 60 24
K, I WAL 2FRE2Z0EHMEE M, 23 Longman, Prentice Hall, Scott
Foresman, Addison-Wesley, L% Benjamin Cummings .

5. print on demand: #& 8 P WO BR, L HH BT T BORHAG SO B 2F 17 B0E9 BRI
BT FET BRI SOPR BB ER R A0 DA R TR ™, A8 B AR BRI ER Y AR S 2,
B “HeMKATTECERR], 5B RKA. BT 20 4 80 454X, ABWE 2 TEED A
IR B S ER R — A BIN AR, SRR . EDE B AR R Ry R EN

6. Barnes & Noble: S [E e KHYSARAIE , 7EREPA KU 800 FKIN I, FNESERE —
KW EAE, UKF Amazon ( W Lhi#h ), Barnes & Noble T 2010 4 1 4 1 HfEL 3
K HL T4 Nook.

7. Ingram Book Group: HeAgH7 i 451 5 AR FAg Hr i N 255 4] ( Ingram Content Group )
MIRT B . A T REATECT AR A PR AR, SRR PR TR "2k He”
MR 5 H RTIAR P O & R iR 2 Bk KR v] (S AR BT AL F N A &
1T WARPIMIERNZF PO LM E &SRB, £t EFEBIE. #¥
AR, A TR s A — AR B 5

8. niche publisher: I3 (niche, FMLAIE ) ZFEEXF A ROEELE 7 ok Y7, X
MHEHAK, THEAES ANHERRS .. iy, A28F . 75X
HRHRE T . Tl AR SR A HH R -
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| Exercises

I. Translation: Translate the Following Paragraphs into Chinese

1. Publishing is the process of production and dissemination of literature, music, or
information—the activity of making information available to the general public. In some
cases, authors may be their own publishers, meaning: originators and developers of content
also provide media to deliver and display the content for the same. Also, the word publisher
can refer to the individual who leads a publishing company or an imprint or to a person
who owns/heads a magazine.

2. Publishing includes the stages of the development, acquisition, copy editing, graphic
design, production-printing (and its electronic equivalents), and marketing and distribution
of newspapers, magazines, books, literary works, musical works, software and other works
dealing with information, including the electronic media.

3. If the entire process up to the stage of printing is handled by an outside company or
individuals, and then sold to the publishing company, it is known as book packaging. This
1s a common strategy between smaller publishers in different territorial markets where
the company that first buys the intellectual property rights then sells a package to other
publishers and gains an immediate return on capital invested. Indeed, the first publisher
will often print sufficient copies for all markets and thereby get the maximum quantity
efficiency on the print run for all.

4. Some businesses maximize their profit margins through vertical integration; book
publishing is not one of them. Although newspaper and magazine companies still often
own printing presses and binderies, book publishers rarely do. Similarly, the trade usually
sells the finished products through a distributor who stores and distributes the publisher’s
wares for a percentage fee or sells on a sale or return basis.

5. Book clubs are almost entirely direct-to-retail, and niche publishers pursue a mixed
strategy to sell through all available outlets—their output is insignificant to the major
booksellers, so lost revenue poses no threat to the traditional symbiotic relationships

between the four activities of printing, publishing, distribution and retail.

I1. Topics for Discussion
1. How do you understand publishing in the past and the present?



SRR AL E

2. Why is publishing a business?

3. Name some of the leading publishers that have been mentioned in this text. Try to find out
on the Internet something more about these publishers.

4. What is book packaging? What kinds of publishers prefer such kind of strategy in their
publishing activity?

5. Discuss why print on demand has become an established alternative to traditional

publishing.

LText B

Industry Sub-divisions

Newspaper publishing

Newspapers are regularly scheduled publications that present recent news, typically
on a type of inexpensive paper called newsprint. Most newspapers are primarily sold to
subscribers, through retail newsstands or are distributed as advertising-supported free

newspapers. About one-third of publishers in the United States are newspaper publishers.

Periodical publishing

Nominally, periodical publishing involves publications that appear in a new edition on
a regular schedule. Newspapers and magazines are both periodicals, but within the industry,
the periodical publishing is frequently considered a separate branch that includes magazines
and even academic journals, but not newspapers. About one-third of publishers in the United
States publish periodicals (not including newspapers).

Book publishing

Book publishers represent less than a sixth of the publishers in the United States. Most
books are published by a small number of very large book publishers, but thousands of
smaller book publishers exist. Many small- and medium-sized book publishers specialize
in a specific area. Additionally, thousands of authors have created their own publishing
companies, and self-published their own works.

Within the book publishing industry, the publisher of record for a book is the entity in



