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In the first half of this year, there is an 
interesting phenomenon in the Chinese 
children's book market. The market share 
of online sales is over 30%, with a year-on-
year growth of 19%, becomes the biggest 
segment. On the other hand, the market share 
of offline sales is less than 13%. The year-
on-year growth is less than 1%. Parents and 
children prefer buying books on the internet. 
In response of this change in the market, what 
kind of adjustments did you do?

In recent years, online sales have been growing at a 
surprising rate, and offline sales growth remained weak. 
There are two reasons for this. One reason is that many 
readers go to the physical bookstores to read books, 
and then buy discounted books on the internet. The 
other reason is that e-commerce platforms are selling at 
a discount, while in physical bookstores there are less 
discounts. These reasons cause this situation.

Online and offline sales have completely different 
sales models and target consumer groups. Last year, Jieli 
divided the distribution department into three divisions 
according to different consumer groups. Division one 
is responsible for physical bookstores including Xinhua 
and other private bookstores. Division two is responsible 
for shops on social media platforms, community sellers 
and online channels such as JD and Dangdang. Division 
three is responsible for Tmall channels and our own 
official flagship store on Tmall platform.

According to the different characteristics of online 
and offline sales, we have developed different sales 
strategies and standards in order to make a clear 
distinction between online and offline platforms. By 
doing so, we can also make our promotions more 
targeted according to the different features of the various 
segments of book sales. 

The effect is very obvious. This year, the sales 
of Tmall stores have doubled, and the turn-over has 
increased from 30 million yuan to more than 60 million 
yuan. Our Tmall flagship store has also achieved very 
good results. A few years ago, we operated the official 
Tmall store through a private bookseller with an annual 
income of more than 3 million yuan. Now we are 
operating by ourselves. The annual sales of the Tmall 
flagship store exceeds 10 million yuan. There was a 
slight increase in the sales of Division two, and the 
growth of Division one was weak. This is related to the 
whole market.

If you sub-divide the market, the result you get will 
be very different. It is very important to adjust according 
to changes in the market and sales channels. Publishers 
should adjust their marketing strategies with the changes 
in the market. The sales cost and the delivery can be 
very different by physical bookstores, three big online 
platforms (JD,Dangdang and Tmall), and community 
e-commerce platforms. Not all books are suitable 
for sale in all channels. Some books are suitable for 
community channels, and other books are suitable for 
physical bookstores. The discounting activities of online 
platforms reduce the publishers’profits to a very low 
level. This is unfavorable to the sustainable development 
of the publishing industry. However, publishers have 
no right restricting the discounts behavior of online 
booksellers. Policies on governmental and industrial 
levels are needed to put on price limit on both online 
and offline book promotions. This is the solution to 
ensure the healthy and sustainable development of the 

publishing industry. 

Since last year, instead of community 
marketing, new media is playing more and more 
important role in marketing. Did Jieli take any 
countermeasures? 

We have put a lot of effort into the new media 
marketing. We use H5 technology into Jieli’s official 
Wechat and Weibo account for promotion. We established 
good partnership with Tik Tok and cooperated with major 
public accounts. Working with major public accounts to 
promote books has a direct impact on the sales. Some big 
influencers can drive thousands of copies of sales at one 
time. By group sales, we can get the money back quickly, 
there are no returns and they are very trustful. So we will 
invest more in the new media marketing and open up new 
accounts on sales platforms. 

Jiel i  set up three branches last year. 
How is  the development? Which is  the 
biggest branch?The YA sector is currently 
underdeveloped in China. Will it become a 
potential growth for Jieli in the future? 

The pre-school branch is growing fast, followed by 
middle grade branch and the YA branch. In my opinion, 
there is no weak market, only weak books. As long as 
the books are in high quality and the topics meet the 
need of the readers, the market response will be great. 
If there are problems with the topic selection, then 
the book sales will not increase. The reason is that 
the innovation by our YA books is not enough. For 
example, the best-selling books such as Monster Master 
series and Mission Survival series are still selling well, 
but there are not many new titles. We will work hard 
to solve this problem soon. The pre-school branch is 
growing pretty fast because of the excellent original 
and also translated books. There will be no increase, 
if there are no excellent products and no innovative 
topics. Another reason is that the staff on management 
level is not fully equipped. We will solve this problem 
till next year. 

Does Jieli have any motivation system 
for encouraging the employees to be more 
innovative?

First of all, Jieli has an award for innovative new 
books. The award criteria are based on the sales, social 
influence, turn-over and sales return. The editor, who 
won the award can get a higher bonus.

Secondly, we encourage a double-track system. We 
encourage our editors to be more professional and also 
undergo reforms on salary system.Employee, whose 
performance is good last year, can be promoted to a 
higher level and can also get a higher salary.

Thirdly, we encourage editors to publish more 
original books. We offer favorable policies on the 
calculation of workload and the proportion of bonuses, 
so that editors can get the same incentives whether they 
are making original books or translated books. 

The fourth is that we have considered a system 
of chief editor. Some publishers under the Guangxi 
Publishing and Media Group started implementing 
this system, and Jieli is also considering to introduce 
this new system later this year or the next year. We can 
have a chief editor for each imprint, solve the problem 
of motivation system. We are planning to introduce 
promotion and exit system.

In the first half of this year, the sales of original 
Chinese children’s books were gratifying. How about 
Jieli’s books? And how many titles are sold to foreign 
countries?

The sales of our original books, especially the picture 
books are great. There are many reprinted and awarded 
titles. In addition, we hold Jieli Cup Jin Bo Childhood 
Literature Award and Jieli Cup Cao Wenxua Children’s 
Fiction Award Books. This year, we launched some 
of the awarded books and got good feedback from the 
market. Lonely Major, written by Xue Tao is also an 
important work. This book has great influence on the 
society and has been selected into many major book list. 
Most of our original titles are sold to other countries. 
Little Surprise series (10 titles) have been sold 37000 
copies in Vietnam.

How is your cooperation with Usborne 
Publishing? 

Usborne is an innovative publisher, who publishes 
many high-quality novelty books. Our partnership starts 
from copyrights cooperation. Then we both want to 
find a new mode to cooperate, so we set up a strategic 
partnership and Jieli got the right to publish all the new 
titles of  Usborne in Mainland China.

Jieli made great effort in marketing and promotion, 
so the Usborne books are selling very well in Mainland 
China.

We also suggest to include more Chinese elements 
in Usborne books. Usborne books are sold in more 
than 200 countries and regions around the world, by 
introducing more about China, we can also expand 
the influence of Chinese culture. They thought it’s a 
good idea and have already published two new titles 
about China. They will publish more books about 
Chinese cities, cultural landscapes, architecture, etc. 
in the future. By this project, Jieli supports them by 
suggesting Chinese illustrators and offering more 
contents.

I personally have very similar experience with 
Peter Usborne, the founder and president of Usborne 
Publishing. We were both soldiers in our early years and 
went into the publishing industry after that. We both like 
the child-oriented management, and we are very satisfied 
with our cooperation.

Bai Bing (Editor-in-Chief, Jieli Press)

"There is no weak market, only weak books. We will focus on the 
innovation in YA book category, publish more new YA titles."


