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Top publishing executives discuss how to response

to the change
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How could the creative industry renovate itself to meet the demand for digital contents and reading on mobile devices?
During the first Editorial Brainstorm Forum, organised by China Publishing & Media Journal on 9 January 2018, dozens of
Chinese publishers offered their expertise on the creation of new contents, monetisation and the future of the editorials.

Pi Jun, president of China Youth Publishing Group,
pointed out three kinds of anxieties many editors are fac-
ing now, those of ability, industry and career. He be-
lieves that in order for editors to overcome the above
anxieties, they need to improve their knowledge on the
industry as a whole.

Yan Xiaoli, the editor-in-chief of Dandelion Chil-
dren's Book House, proposed that the secret to creating
best-selling titles with long shelf lives is to be careful
and attentive. Lu Jun, the former executive vice presi-
dent and COO of the CITIC Publishing Group subse-
quently shared the "new species", CITIC Academy, as
the evolution and rebirth of CITIC Publishing Group,
and a model for the transformation of knowledge servic-
es in 2017. Wei Ling, vice president and editor-in-chief
of Xiron Books, shared her "anxiety" in 2017: the brain
drain, the author's failure to write books, and the change
of the readers. At the same time, she also shared her
countermeasures. She believes that publishers must
change itself to "new publishing".

The founder and CEO of the new cultural brand "Un-
read", senior publisher Han Zhi disclosed for the first
time how he has shaped the brand of "Unread" from
three dimensions. These include the rapid entry into the
market with a "non-mainstream" attitude, the rapid es-
tablishment of content standard with global topics, and
the use of open platforms and independent operating sys-
tems to build artistic and trendy characteristics. Last but
not least, Han Zhi pointed out the importance of creating
publicity with all possible means—that is to say, never
be afraid of losing face and to actively cooperate with
other brands with cultural assets—until a unique brand
of high standards is created.

The founder and editor-in-chief of the instantly popu-
lar children's book publishing company, Everafter
Books, Huang Xiaoyan shared her understanding of the
different cultural roles editors take inside and outside
China. She emphasised that publishers should learn to
appreciate the ethos "less is more" in concentrating on
limited resources in order to build a clear and distinct
brand. She believes that concentration, sustainability
and profitability are the three most important elements
for a successful publisher.

The vice president of well-known trade publisher
Thinkingdom Media Group, Li Yao, frankly stated that
the success of the Chinese edition of A Hundred Years of
Solitude (published by Thinkingdom 2011, sold millions
copies since then) is nearly impossible to reproduce.
The old tricks may not work right now because com-
pared to 2011, the product, pricing, marketing and distri-
bution models have changed massively in the country.
He believes that publishers of print books should consid-
er the infrastructure and supporting facilities of the in-
dustry seriously. Liao Shijian, operating director of Shi
Dian Books expressed the idea that the best topics are
those readers find paying for them the easiest, while pro-
viding good consumer experience is the best strategy in
a changing environment. He promised to transform the
company from getting users informed to getting users
moving in 2018.

According to Chen Yi, the vice president responsi-
ble for the education sector of Zhanlu Culture Pub-
lishing Company, an editor's career can be divided in-
to three parts: to discover the passion, to thrive in the
area of expertise, and to reserve energy for any fu-
ture development. Editors of the publishing industry

should reinforce their ability to polish contents, coor-
dinate in projects, and communicate effectively. Be-
sides, she also discusses with the audience the future
of the publishing industry, using Zhanlu Reader's app
as an example.

Huang Yikun, president of Jianshu agency, believes
that the delay in the development of the publishing in-
dustry is due to the failure to create influence and the
fact that books have become standardized products rath-
er than merit goods. In fact, he stressed, books are not
like any other products. What is happening in the pub-
lishing industry is that content providers do most of the
work while service providers grab most of the profits.
The cure to this problem is to turn books back to being

Children’s publishers

with the rise of online retailghis
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merit goods. He pointed out that the publishing industry
needs more talented people, who know how to generate
buzzwords and how to make people interested. Publish-
ers should see the internet as a tool rather than an enemy,
and utilise it for the discovery of original intellectual
property.

Former editor of the "Programmer" magazine and
co-founder of Tu Ling, computer book publishing com-
pany, Liu Jiang, who is now the head of the Institute of
Meituan Dianping, Chinese online and on-demand de-
livery platform, said that it is a great time now for pub-
lishers to go back to the content, which is where the core
value of the industry comes from.

(translated by Xiao Jianpeng)

on book distribution
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A game playing& storytelling event held by Zhejiang
Juvenile & Children's Publishing House on a cruise ship.
ZJCPH Storytelling Events have become a way to attract

children and expand its brand further.

.

In 2017, China's reading activities and books enter-
ing campus events have pushed up the sales of chil-
dren's books, and online retailer Tmall has become a
rapidly growing distribution channel for these books.
While the book sales based on online influencers expe-

rienced backward after the bubble.

How, then, should children's book publishers follow
the trend and explore the market under new circum-

stances?

Shen Weizhong, deputy director and marketing di-
rector of Zhejiang Juvenile & Children's Publishing
House(ZJCPH), one of the six large children's book
publishers in East China, said that they would focus on
the online retail of three major platforms, in addition to
the physical channels. They would also continue to
push forward the branded ZJCPH Storytelling Events,
to improve the consumer experience. In terms of the
marketing activities, they will strengthen links with the
students by having book recommendations tailored for
winter and summer vacations, and bringing books into
schools. More than 400 author events are scheduled for

this year.

ZJCPH will also establish a "promoter pool" by invit-
ing renowned teachers to recommend good books, and
improve relationships with children's libraries nation-

wide and various product recommendation platforms.

Tomorrow Publishing House(TPH) is also actively
moving toward the end point of the distribution chan-
nel by establishing mini-shops inside physical book-
shops and building its own retail platforms. In particu-
lar, they cooperate with the bookshops to provide con-

sumer services such as reader events and trainings.

The battle of deep discount by online book retailers
has been going on for a while, and gradually expanded
into physical bookshops. As a result, although major
kids' publishers's sales are on the rise, the profitability
remains low. In order to resolve the problem, many
publishers have launched tailor-made products for each

specific distribution channel.

With Tmall, which has rapidly grown into the third
largest online book retail platform, publishers have
stepped up their cooperations. ZJCPH selected more
than a dozen fast-growing Tmall stores to engage in
in-depth cooperations with key customers. In 2017, its
sales revenue increased by 230 percent. ZJCPH has de-
veloped a special "Tmall Support list", that is, to select
about 200 products suitable for online sales from more
than 3,000 bestsellers, and do a big marketing event ev-
ery six months on the Tmall platform. This year, with
the support of Zhejiang Xinhua distribution and logis-
tic services, ZJCPH will begin to operate the Tmall
flagship store independently.

TPH also has a rapidly growing sales performance
on Tmall in 2017. According to the spokesperson, sales
of several key stores on the platform have increased
substantially. In cooperation with different online book
retailers, TPH had different sales methods.

TPH also cooperated with online retailers to carry
out marketing innovations. During the "Double 11" pe-
riod (a sale period in China around 11 November each
year) last year, they participated in the "JD.com
Livestreaming Competition". The authors were invit-
ed to a live broadcast with the editors every day and
eventually TPH topped the rank of children's book
sales list.

In addition, TPH actively explored the market poten-
tial of WeChat group buying, and deployed marketing
plans with different online communities. This resulted
in a record of total sales of more than a million yuan in
a deal in 2017. In order to satisfy the needs of
group-buying customers and discover potential needs,
TPH created a marketing photo library and a text li-
brary for customers.

Besides, ZJCPH vigorously developed self-media
channels, and continued to expand its business in the
new media including online influencers, Iqiyi Store,
‘WeChat Stores and Youzan.

(translated by Xiao Jianpeng)



