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After a slow beginning, Canadian 
publishers are counting on new 
initiatives to spur holiday sales

Moving Forward
By Le ig h  A n n e  W illia m s

Every book and publishing venture requires some kind of a 
leap of faith, but this year Canadian publishers are investing 
more than ever in new efforts to reach out to readers. Those 
efforts include initiatives being undertaken by individual 
houses as well as an extraordinary collective effort to stage a 
new consumer book fair in Toronto this fall.Wi th  som e n o tab le  

exceptions, publish
ers are g e n e ra lly  
reporting  th a t the 
s p r in g  season  in 
Canada was a cool 
one in terms of book sales. BookNet 

Canada CEO Noah Genner says those 
anecdotal reports fit with his compa
ny’s information that the market was 
down slightly, or almost flat, in the 
first part of the year. “I t ’s starting to 
pick up again now for the fall,” Genner 
says, adding that nine of the top 10 
bestselling print books so far this year 
are YA title s . He notes th a t John  
G reen’s The Fault in Our Stars “was 
big,” as was Veronica Roth’s Divergent 
series.

The Divergent series helped make 
H arperC ollins Canada one of those 
happy exceptions this year. “We had a 
great spring,” says president and CEO 
David Kent. “There was no one single

factor,” he adds, bur he points to sales 
of “hundreds of thousands” of copies of 
the Roth books, along with more than 
100,000 copies, respectively, of other 
titles, such as Mitch Albom’s The First 
Phone Call from Heaven, Graeme Sim- 
sion’s The Rosie Project, and Todd Bur- 
po’s Fleaven Is for Real, which got an 
added boost from a film adaptation, as 
c o n tr ib u t in g  to H a rp e rC o llin s ’s 
brighter outlook for 2014.

Dundurn Press president Kirk How
ard is also upbeat, saying his company’s 
sales were up by 6% or 7 % over last year. 
Sales were also up for the University of 
Toronto Press in the fiscal year that just 
ended, notes marketing manager Brian 
MacDonald. Kevin Williams, publisher 
and president of Vancouver’s Talonbooks, 
says that great sales of They Called Me 
Number One, aboriginal chief Bev Sellar’s 
memoir of surviving Canada’s infamous 
Indian Residential Schools, and of new 
editions of the two volumes of the Modern

Canadian Plays anthology helped lift 
2013 sales up about 33% over the previ
ous year. “I’m not really hoping for the 
same result again this year,” he says, add
ing that “it would be nice” if  sales 
increases are in the same vicinity.

But whether their sales were up, down, 
or flat, publishers are all facing some 
common challenges in retail, starting 
with deep discounting. Robin Philpot, 
president of Baraka Books in Montreal, 
says that Amazon’s discount and co-op 
fees force publishers to increase book 
prices. “You have no choice but to sell 
through Amazon, and yet they take so 
much. The result is that book prices go 
up. It hurts everybody. It hurts authors 
because if people are price sensitive then 
they don’t buy the book and publishers 
have a harder time making it.” He thinks 
that regulated book prices might be the 
answer, noting that book prices are regu
lated in countries such as France, Ger
many, Italy, and Mexico. “I t’s only in the 
English-speaking countries where you 
don’t have a regulated price for new 
books.” In France, he notes, discounting 
is lim ited on books for a num ber of 
months after they’re released. There, the 
large online retailers can’t discount new 
books by 30%, “because when they do 
that, they force a higher discount on the 
publisher and the distributor, and then 
the small bookstore that needs those new 
books and bestsellers just doesn’t fill 
them anymore,” Philpot says. “Sooner or 
later, in Canada and the United States, in 
my opinion, if you want to maintain a 
viable book industry... you are going to 
have to deal with this idea of regulating 
new book prices.”

Loss of Independents
A lthough i t ’s difficult to get a full 
accounting, there is little debate that the 
number of independent bookstores in 
Canada is dwindling. For example, in the 
last 18 months, Toronto has lost Nicho
las Hoare, the W orld’s Biggest Book
store, Theatre Books, the Cook Book 
Store, and the flagship Book City loca
tion. Halifax lost Little Mysteries Books 
and United Bookstore this summer. “I 
th ink people are getting  less used to
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going into bookstores because there are 
so few left,” says Linda Leith of Montreal- 
based Linda Leith Publishing.

“The loss of independents is the loss of 
advocates for authors,” says Kevin Han
son, president and publisher of Simon & 
Schuster Canada. “When you lose retail
ers, the opportunity to create word of 
mouth is diminished.”

Philpot notes that there are simply not 
enough bookstores in the English Cana
dian market. This spring, Baraka pub

lished The Raids, the first book in Mick 
Lowe’s trilogy about mining and interna
tional political intrigue that did well in 
the mining city of Sudbury. “In Sudbury, 
you have 160,000 people but only one 
bookstore,” Philpot says. He adds that 
the Quebec government has a policy that 
requires institutional buyers, such as 
libraries and schools, colleges and gov
ernment departments, to buy books from 
accredited bookstores.

One reason statistics on the total

number of bookstores in Canada aren’t 
readily available is that the Canadian 
Booksellers Association dissolved in 
late 2012 and just began officially 
reconstituting itself within the Retail 
Council of Canada (RCC) in January 
2014. Lesley Fletcher, manager of book 
industry services for the RCC, says that 
membership is growing exponentially, 
but it is starting from the ground up. 
Fletcher says the new start has given 
members a boost, and they are happy 
to connect via phone meetings every 

month or so, at which 
they share their suc
cesses, discuss what’s 
w o rk in g , and ta lk  
a b o u t c h a lle n g e s , 
such as “showroom 
ing” for Amazon and 
other online retailers.

In  sp ite  of lower 
sales num bers, one

U
I think people are getting less used 
to going into bookstores because 
there are so few left.”

LINDA LEITH, LINDA LEITH PUBLISHING

Ordinary citizens 
risk everything to 
save a young Jewish 
girl in wartime Holland

T he  In n o c e n t  V i c t i m /  o f  Wa r
100th Anniversary of World War I: Special Edition

G enerals
die in bed

★ ★ ★ ★
Charles Yale Harrison

With a new foreword by Wade Davis 
★  Popular Paperbacks for Young Adults List nomination, YALSA

Originally published in 1930, this landmark novel about a young 
recruit caught in the madness of WWI was described by The New 
York Times as “a burning, breathing, historic document.” 
ages 14+
Sample chapter at www.annickpress.com

THEENDo L I N EF  T H E
SHARON E. McKAY

‘This n o v e l... [allows] children to learn 
some grim realities without annihilating their ^  
sense of hope . . . ” — Kirkus Reviews 
ages 8-11
Sample chapter and lesson plan at www.annickpress.com
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publisher says that an increased focus on 
independent booksellers is paying off. 
Biblioasis is a small press that operates in 
the back offices of an independent book
store of the same name in W indsor, 
Ontario. The publisher is celebrating its 
10th anniversary in October. “W e’re 
doing a huge amount of independent 
bookseller outreach, and our indepen
dent orders in the States, but also in 
Canada, have seen a dramatic upturn, 
just because we have decided that these 
are the places where our books really fit,” 
says Biblioasis publicist Tara Murphy. 
She notes that one employee now devotes 
half of his work hours to independent 
retailers, and she believes that has paid 
off—one Biblioasis title  (Alphabet by 
Kathy Page) recently received nomina
tions for an Indie Next list from several 
members of the American Booksellers 
Association.

Murphy points to the important role

that indies play in helping readers dis
cover new books and authors. “Stephen 
Sparks at Green Apple Books is a great 
example, because he is an influential 
figure. He’s not a reviewer per se, but 
he’s well connected, and when he comes 
out on behalf of a book people pay 
attention,” she says, noting that Sparks 
wrote a blurb for Eucalyptus by Mauri- 
cio Segura, one of Biblioasis’s spring 
fiction titles. Murphy points to Words 
Worth Books co-owner David Worsley 
as another in fluentia l bookseller— 
Worsley som etim es w rites his own 
reviews for a university newspaper.

Big box nontraditional retailers, such 
as Walmart and Costco, continue to grow 
in importance as a sales channel, but Tar
get’s entry into the market in spring 
2013 fell far below the sales that were 
anticipated. “We were very excited when 
Target came in because Target has a very 
good history of finding readership and

expanding readership, certainly in differ
ent categories,” says Hanson. “We didn’t 
get exactly what we were hoping for, but 
I remain optimistic that we’re going to 
find a readership with their customers.”

Ind igo Diversifies
Indigo Books & Music occupies a unique 
place in Canadian bookselling. Publish
ers often refer to it as “the chain,” with 
both affection and frustration, because it 
is the only nationwide chain. As such, it 
wields the power to dictate its own 
terms, such as charging co-op fees to 
publishers for every book sold— cur
rently at a rate of 5% of list price for in
store sales and 7% for online sales. Those 
sorts of issues aside, publishers have also 
been grateful for the stability that Indigo 
has provided in the Canadian market, 
while the U.S. industry suffered through 
the turbulence of Borders’s bankruptcy 
and liquidation.

MYSTERIOUS AND HAUNTING READS FROM BUNDURN
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BLOOD 
W ILL O U T

Jill D ow nie

SER PE N TS R IS IN G
A CULLEN A N D  COBB M YSTERY  
David Poulsen

9781459721722 | 392 p a g e s |$17.99

P riv a te  in v e s tig a to r  M ik e  C obb a n d  jo u r n a lis t  A d a m  
C u llen  ta k e  on tw in  in v e s tig a tio n s  th a t  ta k e  th e m  
o n to  C a lg ary 's  m e a n e s t s tre e ts , on  th e  tr a i l  o f  a 
ru n a w a y  a n d  a k ille r .

BLOOD W IL L  O UT
A M O R E T T IA N D  FALLA M YSTERY  
Jill Downie
9781459723207 | 400 p a g e s |$12.99

D e te c tiv e  In s p e c to r Ed M o r e t t i a n d  h is p a r tn e r , 
D e te c tiv e  S e rg e a n t L iz F a lla , h av e  to  d e a l w ith  
m u rd e r  as w e ll as w h a t  a p p e a rs  to  be v a m p ir is m  on  
G u ern s ey  in th e  C h an n e l Is lan d s .

CAPITAL CRIME SERIES

THIN

PLACE OF 
THE DEAD

R I C H A R D  P A L M I S A N O

T H IN  ICE
CAPITAL CRIM E  
Nick Wilkshire
9781459715523| 288 p a g e s |$17.99

O tta w a  M a jo r  C rim es U n it  in v e s tig a to r  Jack S m ith  
in v e s tig a te s  th e  m u rd e r  o f th e  n u m b e r  o n e  p ick  in  
th e  NH L d ra ft . H e  is surp rised  a t  h o w  m u ch  th e  kid's  
life  d iffe rs  fro m  his c le a n -c u t  im a g e , a n d  a lis t o f  
suspects soon e m erg e s , a n y  o n e  o f  w h o m  h ad  g oo d  
reasons to  w a n t  R itch ie  d e a d .

M E E T IN G  PLACE OF TH E  DEAD
A TRUE H A U N TIN G  
Richard Palmisano
9781459728455 | 232 pages | $19.99

P a ra n o rm a l in v e s tig a to r  R ichard  P a lm isa n o  reco u n ts  
th e  m o s t s in is te r  case h e  has e v e r fa c e d . Jo in  h im  in 
d isco verin g  th e  h id d e n  secrets  o f m a lic io u s  g hosts  
w h o  lash o u t  a g a in s t th e  liv in g , b e in g s  w h o  m ask  
th e m s e lv e s  in fa ls e  in n o c en c e , a n d  a h ou se  so 
h a u n te d  P a lm isa n o  w a s  fo rce d  to  w a lk  a w a y  fo rev e r.
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The 
Scotiabank 
Giller Prize
This year the 
stakes are even 
higher for 
Canada’s most 

extraordinary 
storytellers. 

Discover, share 
and celebrate 
with us.

E-BOOK SALES LEVEL OFF
For the moment, publishers say that e-book sales in Canada have plateaued. 
BookNet’s Noah Genner says that BookNet has “paused” its consumer panel 
survey research on e-reading because the growth in digital books seems to 
have paused. “The numbers we’re hearing for e-book unit sales is still around 
17%, 18%, 20%, that kind of range,” he says, noting that the rates vary con
siderably depending on genre. “We know for the genre categories inside fic
tion, some of [the rates of e-reading] are quite high."

Reports from various publishers support Genner’s view. Penguin Random 
House’s Brad Martin says that digital sales have not grown the way people in 
the Canadian industry were anticipating four or five years ago. “E-books pla
teaued last year and they’ve backed up this year,” Martin says. He estimates 
that Penguin Random House Canada’s e-book unit sales are about 15% of 
total sales, but that the numbers can vary greatly depending on the genre, 
with children’s books, nonfiction, and lifestyle books remaining predomi
nantly in print. “We sold around 100,000 copies of a digital Gone Girl and 
around 100,000 copies of the Dan Brown, but [overall] it is still only 15% 
because we sell a lot of books that have 200 e-books sold.” He adds that many 
publishers “thought that when people bought their device, that was it, we’d 
lost them to print, and that’s not the case at all.”

In an interview with PW, author Margaret Atwood maintains, “There are 
neurological reasons why e-books did not take over everything. There’s an 
eye-brain thing that is related to why you can’t read in-depth as easily on any 
form of screen,” referring to some scientific studies. “In France [e-reading] is 
3%. It’s not taking over the world there at all.”

“There’s something to be said for the fact that people still want to read 
physical books,” says Genner. “Roughly 80% of books are still being sold in a 
physical format, so we’re not anywhere near a tipping point. But I think 
there’s a couple of things that are always at play on the other side of that 
Atwood argument. One is that you never know quite what technology is 
going to do. There could be something two years from now that would com
pletely throw things on their head. Even more important, there’s the business 
models. E-book prices are up fairly high right now both in Canada and the 
U.S., or at least they are not going down any more... so the price difference is 
not great enough to push people into buying e-books.” —L.A.W.

Consequently, many publishers were 
worried but quite sympathetic when 
Indigo announced its plans two years ago 
to diversify its inventory into designer 
gift and lifestyle products. CEO Heather 
Reisman says diversifying was essential 
to the company’s sustainability, but it has 
also meant that space for books and the 
company’s book inventory was reduced 
to make room for candles, pillows, pic
ture frames, dishes, and toys.

A strong first-quarter report for fiscal

2015 (which ended June 28, 2014), in 
which Indigo posted a 5.4% year-over
year increase in revenue, could be a sign 
that the plan is working. Online sales 
were up, and Reisman says sales of Kobo 
devices and e-books were also strong. 
“What we’re seeing early signs of is that 
enriching the product assortment is actu
ally creating a new vibrancy in the phys
ical stores, and so it is lifting all the busi
ness,” she notes. Although Reisman can’t

continued on p. 12
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continued from  p. 6

say much more before the second-quarter 
results are announced, she adds that “we 
are seeing a ‘happy-making’ trend right 
now across all of our businesses.... We’ve 
put a lot of energy into this, but it is early 
in the transformation. We’re feeling very 
positive at this point, but there’s a long 
journey still go.”

If Reisman is right, publishers can 
hope that Indigo’s other product lines 
will draw people into its stores, where 
they will find books that appeal to them. 
Reisman says that Indigo is focused on 
giving visitors to its stores a unique 
experience. “We bring the authors, we 
give them real presence in the stores... we 
create tables around it... we’re doing vid
eos with [authors]. I t’s part of our one to 
one communications with customers.”

Indigo closed four small-format and 
three large-format stores this year, citing 
high rental costs. But Reisman insists 
that the closures were not “a contraction

move”: “This was a natural real estate 
move, and in every one of those markets, 
we are looking for additional [space].” 
She adds, “Retail rents are going up, and 
so the need to be productive in stores is 
absolutely essential.” Reisman says 
Indigo continues to have a “deep and 
long-term commitment to bookselling 
and storytelling.”

In spite of that commitment, the com
pany’s diversification means that it has 
less space for books and fewer books on 
its shelves, which doesn’t help the dis
coverability problem. S&S’s Hanson puts 
it in a nutshell: “How do we find reader- 
ship? That space that publishers used to

be able to count on for discoverability for 
readers isn’t there, so we’re looking for 
new ways [for readers to encounter 
books].... That’s why we’re spending a 
lot of time on marketing schemes that 
have online aspects to them.... And that’s 
why w e’re em bracing  th in g s  like 
Inspire!”

A New Book Fair for 
Toronto
If you build it, will they come? That’s the 
question, now that the Inspire! Toronto 
International Book Fair has sold more 
than 90% of its booth space at the Metro

New from University of Toronto Press

FRANCO RICCI

.HeSopranos
BORN UNDER

A BAD SIGN

The Sopranos
Born Under a Bad Sign 

by Franco Ricci 

The Sopranos examines the 
groundbreaking HBO series and its 
impact as a cultural phenomenon. This 
is a richly rewarding book for anyone 
interested in the popular television 
drama, both as entertainment and 
social commentary.

JACQUES
ELLUL

ON BEING 
RICH

AND POOR
C H R ISTIAN ITY IN A TIME 

OF ECONOMIC GLO BALIZATIO N

C0MRU.E0.CMUN). AND IRANSCAtEflBV

WILLEM H. VANDERBURG

On Being Rich and Poor
Christianity in a Time o f Economic 
Globalization

by Jacques Ellul
ed ited  by W illem  H. Vanderburg 

On Being Rich and Poor looks at how 
one of the twentieth century's foremost 
thinkers grappled with the issues of 
wealth, poverty, and inequality in the 
modern age.

UNDERSTANDING 
CLIMATE CHANGE

SARAH L BURCH SARA E HARRIS

Understanding Climate 
Change
Science, Policy, and Practice 

by Sarah L. Burch and Sara E. Harris 

Understanding Climate Change provides 
readers with a concise, accessible, and 
holistic picture of the climate change 
problem, including both the scientific 
and human dimensions.

This Blessed Land
Crimea and the Crimean Tatars 

by Paul Robert Magocsi 

An authoritative introduction to the 
Crimean peninsula, This Blessed Land 

is the first book in English to trace vast 
history of this fascinating region from 
pre-historic times to the present.

tfirara U N I V E R S I T Y  O F  T O R O N T O  P R E S S
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Inspire! executive directors John Calabro, Rita Davies, and Steve 
Levy hope to bring a Salon dn Livre—style boost to the Canadian 
book business with the new consumer-focused fa ir in Toronto this fall.

Convention Centre and announced more than 300 hours of 
programming on its eight stages for the weekend of November 
13-16.

Canada used to have its own counterpart to BookExpo Amer
ica, but over the years, Canadian publishers found that its tim
ing in June was not right, and it did not offer a good return on 
investment for the costs of setting up and manning a booth and 
bringing authors to Toronto. BookExpo Canada’s owner, Reed 
Exhibitions, closed the fair in 2009.

At the time, some in the industry suggested that BookExpo 
Canada ought to be converted from a business-to-business trade 
show to a consumer/reader-focused show. The idea didn’t get off 
the ground then, but that was the idea proposed last year by 
Rita Davies, who is the former culture chief for the city of 
Toronto, and John Calabro, an educator, author, and former 
president of the independent press Quattro Books. They showed 
their research to Steven Levy, a consumer expo producer, who 
says he was “perplexed that Canada did not as yet have a large 
trade and consumer show— one that would feature the best of 
Canadian and international authors, publishers, booksellers, 
graphic designers, printers, media."

Levy joined Davies and Calabro as joint executive directors, 
and they began working to get the publishing community on

continued on p. 18

Chosen as one of the 25 best new middle-grade novels of 2014
by The C hristian Science M onitor

“Skraelings is a w ell-w ritten, engaging in troduction  
to the com plex h istory  o f the peoples o f the  A rctic 

and their struggles for survival against the 
environm ent and each o ther.”

— School Library Journal

by Rachel and Sean Qitsualik-Tinsley

www.inhabitmedia.com
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J u s t i c e  B e l i e d

T h e  U n b a la n c e d  S c a le s  

o f  I n t e r n a t i o n a l  

C r im in a l  J u s t i c e

S ebastien  C h a rtra n d  & 

John P h ilp o t, e d ito rs

Is  i t  ju s t ic e ?  O r tua r by o th e r  m eans? Fo r th e  

f i r s t  t im e , defense  lauuyers, in u e s tig a to rs , 
academ ics and jo u rn a lis ts  lueigh in on th e  

in te rn a t io n a l c r im in a l lauu and its  
"u n d e se ru e d " aura  o f  re s p e c ta b il ity .

t • •

S t o r m i n g  t h e  

O l d b o y s '  C i t a d e l

T u rn  P io n e e r  W o m e n  

A r c h i t e c t s  o f  

n i n e t e e n t h  C e n t u r y  

n o r t h  A m e r i c a

C arla  B lank &

Tania m a r t in

'W o m e n ' and 'a r c h ite c t ' m ere  m u tu a lly  e xc lu s iu e  
te rm s  f o r  to o  long. Th is is a fa s c in a tin g  a cco u n t 
o f  th e  liu e s  and a ch ie u em en ts  o f  m o th e r  Joseph 

(1 8 2 3 -1 9 0 2 )  and Louise Bethune 
(1 9 5 6 -1 9 1 3 ) ,  ujho d id n 't  agree.

T h e  R a id s

T h e  A ic h e l  

R a n g e  T r i l o g y  

U o lu m e  1

f l l ic k  Lome

"A  co m p e lling  s to ry  o f  p o li t ic a l pom er, 
loue and h a tre d  a ll ro lle d  in to  a g r i t t y ,  

hard  h it t in g  n oue l." Daue P a tte rs o n

The Cold W a r as i t  mas fo u g h t in th e  “ n ic k e l 
C a p ita l o f  th e  W o rld ,"  S udbury , O n ta rio .

R ig h ts  f lu a ila b le  
in fo@ lbarakabooks.com  
514-808-8504 
D is tr ib u te d  by IPG

Baraka
Books

m m m .barakabooks.com

MOVING IN TOGETHER
The merger of Penguin and Random House in Canada is beginning to taking 
shape in two new, concrete ways. In May or June of next year, all of the staff of 
both companies will move into a new space at 320 Front St. in downtown 
Toronto. “I think we’re all excited about the fact that we won’t have to com
mute between offices,” says Brad Martin, CEO of Penguin Random House 
Canada. He notes that it is, in fact, three offices that will be combined into 
one, because the Random House sales team has always been in a separate 
building from editorial. “With everybody coming together, it’s going to be a 
lot easier to hang out together,” he says.

Kristin Cochrane, president and publisher of Random House of Canada, 
says that as plans move forward, the company has realized that physically 
merging three offices is much more complicated than simply moving one 
office into a new space. “There are these mini-mergers within the bigger 
merger of office cultures, company cultures, of departments that haven’t 
worked side by side, she says. “And so even though an average move is a 
really big deal, we’re paying so much attention and spending so much time at 
this point to try to get it right, knowing the magnitude of it for our people.”

Martin s second piece of news is perhaps more consequential. “We’re in the 
meat of the merger because we are also moving toward fulfillment out of the 
United States and moving onto SAP [enterprise software] for the entire com
pany,” he says, “so training has to take place across the entire company, a 
refresh on the Random House side and training for the Penguin people.”
Books will be moved out of the Pearson warehouse, in Newmarket, Ontario, 
which has distributed Penguin books in Canada, and will be distributed from 
the U.S. along with all Random House books. “We haven’t got firm dates, 
but it will be sometime next year, probably in the first half of the year,” says 
Martin.

Nicole Winstanley, president and publisher of Penguin Group Canada, 
describes the changes as an overall streamlining of processes. “I think it’s great 
because... we have really great relationships with the people at Pearson, but 
Random House is a trade publisher and therefore we’re streamlining trade 
systems,” she says. “One of the other things that is especially good about 
working so closely with Brad and Tracey (Turiff] and Kristin is [Penguin] 
often reported in to different territories—for a time it was the U.S., for a time 
it was the U.K.—and so we were constantly putting the Canadian market in 
context, but we all have the same understanding of the Canadian market and 
can react and bat ideas around because we are all coming from the same place 
and dealing with the same issues.” ___L.A.W.

Penguin 
Random House 
Canada
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( (We want to do what we can to help [Inspire!] 
succeed. If it is a success, then we can look forward 
to future years of this kind of thing. And it is a way 
of showing our authors that we support them...., ,

KIRK HOWARD, PRESIDENT OF DUNDURN PRESS

continued from p. 13

board to create a new reader-focused 
show, and to line up some government 
funding. “Our objective is to bring more 
eyes to books and to reading, to support 
sales, and to expand the whole book busi
ness,” Levy said at a press conference in 
August. “To do this, we created a multi
faceted event. Our next job is to bring 
tens of thousands of people to Inspire!” 

Publisher Linda Leith, who founded 
and ran the Blue Metropolis Interna
tional Literary Festival in Montreal, says 
she thinks the event “is potentially of

huge importance” if it can grow into the 
kind of public celebration of reading and 
literature that the Salon Du Livre has 
become in Quebec. “The public is obvi
ously key, but they seem to be on the 
right track in terms of the way that 
things are working so far.”

Kristin Cochrane, president and pub
lisher of Random House of Canada, says, 
“When I first met with the organizers 
one of the things I was intrigued by was 
how grand their ambitions were, in a 
good way— that all the taxi drivers will 
know that they are taking people to 
Inspire! They have that kind of goal in

mind— that the thing 
they are creating will 
be a m u ch -so u g h t- 
after, m uch-talked- 
about event.”

Brad Martin, CEO of 
P e n g u in  R an d o m  
House Canada (PRHC), 
adds that the tim ing 

seems good. “I t ’s also a great weekend 
because it is after the Giller Prize and the 
Governor General’s Award winners have 
been announced, it’s before all the Christ
mas parties start, it is after cottage 
season, it is a weekend that begs for a 
festival.”

The whole undertaking requires big 
com m itm ents from the publishers 
involved, during a hectic fall season that 
already includes the Word on the Street 
festival in several Canadian cities, and 
the International Festival of Authors. For 
example, Kirk Howard, president of 
Toronto’s Dundurn Press, says his com
pany will be bringing 31 authors to 
Inspire! “We want to do what we can to 
help it succeed. If it is a success, then we 
can look forward to future years of this 
kind of thing. And it is a way of showing 
our authors that we support them in 
whatever ways we can.”

Martin says support in this inaugural 
year is key. “If we don’t support it in the 
first year, it is not going to happen, and 
if don’t put our best efforts into it, then 
we’ll never know whether it was a poten
tial possibility at all.”

Publishers hope to draw crowds with 
some of their bestselling authors, includ
ing Margaret Atwood, Sylvia Day, Lisa 
Genova, Kathy Reichs, Anne Rice, Wil
liam Gibson, Kelley Armstrong, Peter 
Robinson, and Amanda Lindhout, all of 
whom are slated to appear on the main 
stage. Star children’s authors include 
Melanie Watt, Dav Pilkey, and Jeff Kin
ney, as well as all seven authors of Orca 
Book Publishers’ Seven series.

There will also be a children’s stage 
that will spotlight popular authors such 
as Genevieve Cote, Gordon Korman, 
Barbara Reid, Ashley Spires, Kevin Syl
vester, Eric Walters, Cybele Young, and 
Deborah Ellis, as well as winners from
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ENTHRILL PARTNERS W ITH WALMART
I t’s been a long time coming, but a made-in-Canada idea for 
bringing e-books into bricks-and-mortar stores may have 
just arrived in the big league. Calgary-based Enthrill, which 
produces gift cards for e-books that can be read on any 
e-reading device, is launching a partnership with Walmart 
in Canada this month.

Under the program, all Walmart locations in English-speak
ing communities will carry a selection of cards that are specific 
to particular titles or bundles of e-books by authors including 
Lisa Jackson, Sylvia Day, Debbie Macomber, Veronica Roth, 
and Suzanne Collins. Gift cards in the amounts of C$10, C$25, 
and C$50 that can be used to buy any e-book from Walmart’s 
website will also be available.

Kevin Franco, cofounder and CEO of Enthrill, says that cus
tomers who buy the Walmart gift cards will be able to choose 
from thousands of e-books already in Enthrill’s system and that 
hundreds of titles are being added each week. The company cur
rently has contracts to access about 40,000 titles, but Franco 
notes that it will take time to incorporate all of those e-books 
into its system because Enthrill is device 
agnostic. “When we get titles, we have 
to make sure it works in every platform 
in every reader, so there’s a lot of quality 
assurance that goes into the books that

we distribute,” Franco says.
According to Enthrill, its device agnostic quality is partic

ularly important for customers buying an e-book card as a 
gift because they may not know what kind of a device the 
person they are buying for owns. That’s “at the heart of the 
relationship between Enthrill and Walmart,” says Franco. 
“We’re the only company that can offer delivery to the entire 
market.”

Physical stores, which continue to be a vital way for con
sumers to discover books, are missing the opportunity to sell 
e-books, he says. “Our technology enables them to partici
pate and be a part of the digital sales.”

Among the publishers that have agreements with Enthrill are 
House of Anansi Press, HarperCollins Canada, Scholastic, ECW 
Press, Dundurn, Harlequin, Kensington, Open Road, Orca 
Book Publishers, and Coach House Books.

In addition to working with Walmart, Franco plans to 
add thousands of other outlets to the Enthrill program 
in 2015. —L.A.W.

the TD Canadian Children’s Book Centre 
Awards. TD Bank is sponsoring the chil
dren’s stage as part of its efforts to sup
port literacy, and those attending will 
have the opportunity to donate funds to 
provide children in high-needs areas 
with books to read, through First Book 
Canada.

A Discovery Stage will focus on Cana
dian independent publishers and their 
authors, including ECW ’s Catherine 
Gildiner, who will talk about the third 

book in her bestsell
ing memoir series, 
and Robyn DooLit- 
tle, author of Crazy 
Town: The Rob Ford 
Story, who will dis
cuss Toronto’s infa
mous mayor. The 
stage will also fea
ture panel d iscus
sions on such topics
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as self-publishing, picture books, horror, 
romance, human rights books for young 
readers, and Quebecois literature. Mean
while, in a culinary zone, readers can 
meet chefs and food and health writers, 
such as Elizabeth Baird, Matt Dean Pet
t it ,  Rose Reisman, Tosca Reno, and 
David Sax, and see cooking demonstra
tions. Inspire! will be a bookselling fair 
focused on consumers. Indigo is partner
ing with the organizers to sell books at 
the main stage events. When asked if the 
fair’s book sales might hurt holiday sales 
for other retailers in Toronto, Davies 
responds, “I can’t pretend that there 
hasn’t been some of that expressed, but 
we believe there’s room for both. We 
think we’re going to attract people who 
weren’t going to their local bookstores in 
part because for many of them, they no 
longer have a local bookstore.” She pre
dicts that people loyal to their local 
bookstores will buy books there as well 
as at the fair.

Inspire! will also have an international 
component, with a pavilion of exhibitors 
and authors from Europe, India, Latin 
America, and the Caribbean. Interna
tional authors will appear on panels 
alongside Canadian authors. Calabro 
notes that there is interest from interna
tional publishers, such as Italy’s Monda- 
dori, which will be sending representa
tives.

PRHC is planning to have a big pres
ence at the fair, says Tracey Turriff, senior 
v-p and director of corporate communi
cations. “I t’s not that often that a major 
new initiative that’s focused for the read
ers happens around books, so... we 
decided that it made sense for us to be 
supportive of this, that we wanted to give 
it a try, and that it was a great opportu
nity for us to have some interaction with 
consumers.”

Participating in the show requires 
resources beyond the cost of booths— 
publishers must bring authors, books, 
and staff. Penguin Random House is 
partnering with Indigo, and the booth 
will be cobranded. Indigo is designing 
the show space along the theme of a 
house, using its nonbook merchandise to 
set the scene. Attendees can see cook

books and authors in the kitchen, there 
will be a lifestyle area, and a kids-focused 
area, and fiction titles will be in the den 
and living room. Turriff says the hope is 
that the look of an Indigo store will draw 
in those attending the show. “They may 
not know the names of publishers, but 
they will know the name “Indigo,” and 
they’ll be familiar with those experi
ences, so if we give them this wonderful- 
looking booth... when they see that pres
ence, we think that will be welcoming to 
them.”

S&S Canada’s Hanson says, “I’m not 
cautiously optimistic, I’m wildly enthu
siastic. Back when we had BookExpo 
Canada... I was pushing to try to get the 
industry to move into an event where we 
could invite consumers to engage with 
authors and publishers, so this is exactly 
what I had hoped for seven years ago.” He 
adds that he expects there to be a lot of 
media focus. “That, in turn, will cascade, 
not just for purchases on the floor but for 
retailers across the broader [greater 
Toronto area] and Ontario.”

Despite the excitement, some publish
ers are staying out this year. HarperCol- 
lins Canada is one to the largest to sit out. 
“After meeting with representatives 
from the fair, reviewing the opportuni
ties for our authors and customers, and 
considering the investm ents which 
would be required of us, we decided to 
[continue] directing our resources and 
efforts toward promoting our authors in 
local bookstores, public libraries, and 
existing venues across Canada,” the com
pany said in a statement, noting that it 
is open to participating at some point in 
the future. The House of Anansi likewise 
said it will sit this year out.

Finding Readers 
Where They Are
In addition to enticing readers to visit 
them at Inspire!, Canadian publishers are 
also reaching out to readers where they 
are. And some say this approach is yield
ing very good results as well.

If you want to find Canadians of all 
descriptions, look no further than the 
local Tim Hortons coffee shop. Lionel
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Koffler, president of Firefly Books, is 
hoping to convince some of those coffee 
drinkers to pick up Canadian Geographic: 

The Biggest 
and Best of 
C a n a d a , 
which Fire
fly is p u b - 
1 i s h i n g 
w ith  Cana
d ia n  Geo- 
g r a p h i c  
m a g az in e . 
“T here  are 

g o in g  to  be C anadian  Geographic 
moments shown on-screen in Tim Hor
tons,” Koffler says, adding, “It is a coop
erative venture between Cineplex and 
Tim Hortons and Canadian Geographic to 
provide content for people who are wait
ing for their coffee. It will alert people 
more to the magazine... but it will cer
tainly help our book.” Firefly is similarly 
reaching out to potential readers of its 
w ild life , nature, and natural sciences 
books by advertising in the Nature Con
servancy magazine, which has a circula
tion of about 600,000. W hether it is 
through social media or more traditional 
advertising, Koffler says, “what we want 
to  do is ta lk  to  people... six m onths 
before the book is published , so tha t 
when it comes out, there will be a pres
ence in people’s minds.”

V ancouver’s A rsenal P u lp  Press is 
sending  two of its  au thors ou t on a 
12-city N orth American tour to reach a 
niche market. Leanne Prain’s new book, 
Strange Material, is all about storytelling 
through textiles, and she will tour with 
Betsy Greer, author of Craftivism, about 
activists who use crafts, and Kim Worker, 
whose book Make I t Mighty Ugly was 
published by Sasquatch Books. Together, 
they will conduct panel discussions and 
launch events at venues such as the Tex
tile Museum of Canada and the Smithso
nian.

“Because we do so many different types 
of books, I’m always thinking of how the 
books will get the most attention, online, 
in print, and in person, and for some of the 
books, touring makes a lot of sense,” says 
Arsenal Pulp Press marketing manager
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Cynara Geissler. In this case, the tour 
seemed right because the authors have 
already built up their profiles and follow
ings. “It is a way to get different art institu
tions and venues to carry the book that 
maybe wouldn’t otherwise. Tours become 
important in that way, but the success of 
them  just depends on partnering with 
other like-minded groups, like the Textile 
Museum of Canada and some of the other 
societies we’re working with.”

Events and direct outreach may be more 
important than ever in the era of dwindling 
shelf space and channels of discovery. Sarah 
MacLachlan, president of House of Anansi 
Press, says, “We’ve been doing social media 
for a long time, and we’ve been doing out
reach to consumers for a long time. Do I 
think it is more im portant than ever? I 
think it is just as important as ever. The 
truth about books is that they sell by word 
of mouth.” She adds, “W hat you need to do 
is get books into the hands of influencers 
and readers who will talk about your books 
to other people, who will [in turn] want to 
go out and buy them and read them.” This 
year, Anansi’s Adrienne Clarkson will reach 
tens of thousands of readers directly on 
their radios as she delivers the prestigious 
annual Massey Lectures on CBC Radio.

HarperCollins Canada’s recent success 
with Simsion’s The Rosie Project suggests 
that persistence pays off. The author said 
Canada was one of the best markets for 
his book, according to HC Canada mar
keting  director Cory Beatty. The pub
lisher ran a lengthy social media cam
paign, primarily with its 122,000 Face- 
book friends, supplem ented by some 
television and print ads. “Really, what’s 
different about that is tha t we haven’t 
stopped,” says Beatty. “A typical pub- 

l i s h e r  has  a 
t h r e e - w e e k  
window after a 
book is on sale, 
and th en  they 
move on. W e’ve 
r e a l l y  b e e n  
working on that 
book for about 
15 m o n t h s  
n o w . ” N e v e r  
surrender. ■

Any
Questions?

Written & 
illustrated by 

Marie-Louise Gay
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“A delightful and 
interactive step 

into the world of 
creating engaging 
picture books for 

children.”
— Kirkus, starred 

review
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