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1.2 French Readers

THE FRENCH ARE STILL READING JUST AS MUCH
92% of French people have read at least one literary genre

68% 23% 1%
PAPER PAPER+ DIGITAL DIGITAL EXCLUSIVE
EXCLUSIVE
91% 24 /o
0 DIGITAL
PAPER FORMAT FORMAT

\. _ 17 BOOKS + 4/BOOKS)

- 0,
) = 5%
25% g t2h1 B(t)tOPI<S " SERIOUS READERS
SERIOUS (read over the past twelve months) (20 booksand
READERS (20 over)

books and over)

Source: CNL Study on French Readers 2019

AXIALES

Very attached to physical books

84% of French people offer books as
gifts

72% prefer to read books they own



1.2 French Readers

CONTINUING SUCCESS FOR LITERATURE, PRACTICAL
BOOKS AND COMICS/MANGA

74%

56% NOVELS
PRACTICAL 51%

BO0KS COMICS/MANGA

WITH STRONG PROGRESS FOR:
Manga comics: 22% (+5 pts)

SF books: 30% (+4 pts)
Self-help books: 35% (+4 pts)

k.
AXIAILFS

PROGRESS BROUGHT ON BY...
..15-24 YEAR OLDS

g Read the most: 98% (+8 pts)

g of SF novels: 57% (+21 pts)
manga comics: 51% (+14 pts)
& comics: 53% (+13 pts)

...WOMEN
@ Most readers: 95% (+2 pts) |

of manga comics: 19% (+17 pts)
and self-help books: 44% (+6 pts)

Readership for self-help has seen a notable increase
in the following demographics:

Forty Somethings: 38% ( +12 pts)

Professionals: 36% (+8 pts)

6



1.2 French Readers AXIALES

PN S AR e A G/ Author, recommendations, subject:
to become a reader as well factors for buying books |

15-24 y.o. more sensitive

Choose their books

41 % G.j 82% For tﬁzzzthor To recommendations:

following 68% from teachers
recommendations from 45% Online

Upstream from

des Frangais ayant grandi dans une famille qui Peliinesls close ones 89% To the
accordait une place trés importante = |z lecture 79% o [0 the cover
- 77% To the title
e la population Francaise) At the plomt of 87%
sale
For the subject

Reading remains a READING MOSTLY AT HOME, BUT ALSO ON THE GO
leisure activity
(y Read at home
5%

® 0, Preferably evenings
a il
For pleasure
o Read on the go
0,
7% 79%

Especially 15-24y.0. B9%

[ ]
l ; For work only QZE% On public transit

Especially 15-24 y.o. 43%

Source: CNL Study on French Readers 2019



Edilarge (Ouest-France;Cap Diffusion),
Calligram, Pearson France, Petit & Petit,
Gouttiére, De Saxe, Las 2 rovaumes,

némos,

MEDIA
PARTICIPATIONS

CA 2018: 548 M€

FLEURUS
Mame, Tardy, Deselée
d. Rustica, Mango
Vagnon, Ed. 368, E

POLE IMAGE

ED. NAT, DU PERMIS
DE CONDUIRE

el Vidoc
e e K [—
Cambium Media
(Rustica, Systome D,
Maisanbrica) Edita

Magnificat, LMedia

ETRANGER
Abrams (USAJ, Golden
Anne Carrigre
£ < Emm,
Nouvel Attila, Aux

LA MARTINIERE
Delachau et Nisstié
Saltimbanqus
Le Serpent & Plumes

MICHEL LAFON
(CA 2018: 585 ME)

PLACE DES EDITEURS

GROUPE LIBELLA
Buchet-Chastel, Phébus,
Libretto, Cahiers dessins,

Literascka (Pologne)

EYROLLES
(CA 2018 ; 44 M)
Diffusion Géodi : John Libbey
ourotaxt (Ametts, Doin,
Praciel) Lamarre, Qua, etc.

GROUPE AUZOU
Diffusion D1

GROUPE REVUE
FIDUCIAIRE
(CA 2018 : 33,9 ME)

LEXTENSO
LEDJ, Hontehrestien,
Guaiine, Defrénais, Joly,
Gazette du Palais
PRISMA
National Geographic, Prat,
ESF, Haredium  Ed. Prisma
Cdit. Interforum)

CLASSIQUES GARNIER

EDITIS

Prive CA 2018

750 M€

EDIS

First, Grond, 404, Hors
collection, Le Aré aux Clercs,
Acropole, Paulpe Fictions,
Les Escaies, Le Dragon d'or,

Tana, Solar, Hemma,

chat, Sialom, Lonely

Planet (icence),

LIVRES HEBDO

MADRIGALL

CA 2018 : 574 M€

GALLIMARD CASTERMAN
-
Gallimard Jeunesss.

Gallimard Lol JAI LU/LIBRIO

Folio, La Pldiads (35 % Hachatte

ou g C
Denoél FLAMMARION

Flammarion.
[

1

s, Autrement

Les grandes personnes, Maison
Futuropolis
Hedboke, etc.

ELLIPSES LTo ETAI ASSIMIL
KARTHALA

L'HARMATTAN
Michalon, Sutton (37,5 %)

ECONOMICA

FRANCE LOISIRS

ACTES SUD
(CA 2018 74,7 ME)
Babsl, Sindbad, Sofin, Actes
Sud junlor, Hélium, P

cole dos Lolsirs, Rus
clo Sevres, Kaldidoscops,
Globe, Pastel (Bruxelies),
MaritzVeriag (Franctort),

Babalibri (Milan)

DE FALLOIS

BAYARD
(CA 2018 25,3 M&)
Bayard Editions, Milan,

HARPERCOLLINS
FRANCE
Hi n

BAMBOO
Grand Angle, Fluide Glacial

BRAGELONNE
Milsdy, Castelmore,
épnana Marsan,

Hi Comics

GROUPE GLENAT
(€A 2018 : 61 M€
Glénat, Vents d'Ouest,
Trelze dtrange, Comix
turo, Glénat Jounesse,

HUMENSIS
(CA 2018 : 36,4 M)
Gue-sais-je 7, Put,
L'Obsarvatoire, Balin,
Horscher, Le Pommier, Les
Equateurs, Pour la Sciencs,
Premieres loges.

Et diverses liconcas
dont Atlas

GROUPE DU 27
(CA2016: 20,0 Me)
Les Arbnes,
Uiconoclaste

ELIDIA

Citacilles & Mazenod,
Nouvaau mande,

Humancides

LUEquipe, Codes Rousse
Carabas, Play Bac, Lo

Maniteur tinfopro dig tah),

Kaze, Ed. du Touean, City,
Hermann, M6 édlitions,
Lo Ballon, Panini, etc

HACHETTE LIVRE

CA2019: 2384 ME

BRANCHE
LITTERATURE
Grassat, Fayard

HACHETTE
BOARDGAMES
Gigamic, Studio H

Funnybox, Blackroek
Games

HACHETTE
Karo, Calmann-Lavy, MOBILE STUDIO
Editions | (85 %), Orbit

PRINCIPALES
FILIALES
A UETRANGER

HACHETTE
ILLUSTRE
Hachette enfants
¢+ Doux Coas dor,
Gautier Languaraau)
a s
(+ Livre do poche
jounesse)
HJD (Hachette Jeunesse
isney), Hacheite
Jeunesse licences

GRANDE-BRETAGHE

‘Tourisme (Routard,
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Marabout. Pika (+ Nobl
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Drbit, Parseus Books,
Hachotto Naghvilo,
Hachette Audio
HACHETTE
EDUCATION
Istra, Hachatts FLE Anaya, i
Alinea Editorial
GROUPE HATIER AMERIGUE LATINE
Hatier, Foucher, Patria (Mexique), flialey
Dialer, Ragaot, Edicet Loroimin Mox
ette inter

HACHETTE
ENCYCLOPEDIES
ET COLLECTIONS

Hachette Collections

ITALE
Larousse, Hachatts,
Fascicoli
INDE
Hachette India

LAROUSSE
Dessain & Talra,
Harmap's

LIBAN
Hachette-Antaine
(50%)

CHINE
Hachotts PRoeNIX (49 %)
DUNOD

RUSSIE
Armand Celin
Arbooka-Atticus (48%)

LGF
Le Livre do Poche.

LAVOISIER
(CA 2018 1 89 ME) Toc & Doc, EML Préludes. Audiolib

HACHETTE

XO/OH! EDITIONS

AC MEDIA
K- Ly
Mama Books ROBERT LAFFONT
Seabars, Bovauin
L'OPPORTUN 3 Julilard, NIL. Séguter
UEtudiant, Nisha, Kaya

STEINKIS EDITIS EDUCATION
Splash, Vega, Jungle
Warum Vragum!

Allary, me, Sand- Vivants, LAgrume
Tehou/Mengés/Place des

Victoires, Bartillat, Gautt-
Millau, Alma, Agulo, Ring,

ramme, Ci

International du Livre/
Sélaction Readers Digest,
Lage domme,

LARCHIPEL
Ecriture, Archipoche,
Presses du Chitelet
CUK), Arléa. Mollat,
Castor Astral, Phifippe
Rey, Plume de carol
Ed. du Patrimoine, Viviane
Hamy, CHRS éditions, atc.

PARASCHOOL

UNIVERS -POCHE
Packet, PKJ, 10/18, Fleuve,
Kurokawa, Lang ues pour
tous, 12/21

LE CHERCHE MIDI
SONATINE
HELOISE D'ORMESSON
ELEMAQUE

LA DECOUVERTE

Zones, Daminiqus Carre,
Les empécheurs de penser
an 1o

s ;
éditours seesres
Grend Livre du mois Hermés, Méd.-Seiances, + Vilo/Ramsay DiSTRIBUTION
Synthése aaricole % Magasin 3
Pittoresque

GROUPE LEFEBVRE-SARRUT
CA 2018 : 508 M€

Lépure, La tabriqus,
'+ Ghetia, Liassociation, etc.

GROUPE PIKTOS
Granehar, Danglas,
Trajectoire, Chariot
o, Torran, Oxus,
Quintossence

GROUPE
TREDANIEL
Courrier du fivre,
Exergue, Dervy, Diatein,
Josette Lyan

dcoles (+ Mila,
Garnier, Circonflexe-
Millepages), Ed. Marie-

vivante, atc.

La Doc. frangaise,
Journaux Officiels

ALBIN MICHEL

CA 2018 : 201 M€

LEGENDE

ot o
sans autoris
Participatio

au capital
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1.3 Publishing Overview o

Two largest publishing groups =+/- 35% of book sales

Twelve largest publishers = +/- 80% of book sales

However, French publishing is also characterized by several independent actors of varying sizes whose

production contributes to the diversity of the publishing offered.

More than 8,000 publishing structures are known,

4,000 where publishing is the primary activity and 1,000 where
publishing is a significant part of their economic success.

(source: Ministere de la Culture)



1.4 Publishing Production and Circulation Averages

Production and average circulation

2018 2019 Change
Titles produced 106 799 107143 0,32%
New releases 44 968 44 660 -0,69%
Reprints 61831 62 483 1,05%
Units produced (millions) 505,4 516,8 2,27%
New releases 287,5 296.,8 3,24%
Reprints 217,9 220,1 0,98%
Average circulation — New releases 6 393 6 645 3,95%
Average circulation — Reprints 3524 3 522 -0,07%
Average circulation — Total 4732 4824 1,94%

Source: 2019-2020 SNE Activity Report

o
AXIALES

Evolution of net total publishing revenue and
copies sold

—— Publishing revenues (M€)
—— Copies sold (millions)

2806
2670

419

2018 2019
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1.6 Digital Publishing

2018* 2019 Change
201872019
General public (w/o literature) 15533 257 14 299 070 -7,9%
Literature 28 327 247 29 816 438 5,3%
School 11480 949 24 332 872 111,9%
Professional / University 157 304 051 163 858 767 4.2%

* 2018: restated numbers

Figure 14

2018* 2019
General public (w/o literature) 1,26% 1,14%
Literature 4,99% 5,21%
School 4,02% 6,27%
Professional / University 35,98% 36,56%

TOTAL 842% 8.72%

Source: 2019-2020 SNE Activity Report

* 2018: restated numbers

Ty

AXIALES
13 %
Literature

[
General public
(w/o literature)

10% school

71%
Professionalad University

2%

Other « Other: Religion.
Docvmentary Works

7%

Dictionaries

15 %

BD Focus Pratique

édition Grand public
(hors littérature)

1%

Doc, Essais, Actu

Art

19 %

Jeunesse

[Saies thuros by format——J ] Figuro

Digital book sales with physical support (CD, DVD, USB key) 1.9%

Digital book sales (downloading or streaming) 50.6%
Application sales 02%

Subscriptions and sales of user licenses for content (portal, packages) 47.3%
Total 100%



1.7 Translations into French

In 2018, nearly 14,000 titles were translated into

French, or approximately 17% of BnF titles,

Main genres:
Fiction 31% (76% from English)

Comics 19% (with 56% from Japanese and
36% from English)

Youth 14% (77% from English)

Source: Publishing Numbers - SNE 2018-2019

Breakdown of languages for all translated titles

=
AXTALES

11%

Other languages

3%

o Spanish

Italian

6%

German
12%
Japanese

64%

English

13
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2.1 General Principles o

Set up a partnership with a French publisher who will publish the book or
collection under their brand name.

Preliminary step: Verify the chain of rights

- Author's contract

- Operational area

- Possibility of transfer to a third party

- Compensation provided in case of transfer

- Rights transfers (With or without fabrication)

- Co-publishing (Joint account, joint venture



2.2 Modes of entry AXTALES

RIGHTS TRANSFERS:
Rights transfers from a Canadian publisher to a French publisher:
- For a book initially published in Canada (with some exceptions)

- On a well-defined territory: European Union at a minimum; be careful to exclude the
original publisher’s specific distribution areas

- Determine the language: French (with or without translation, which includes

important contract modifications)

- With or without fabrication of French copies



2.2 Modes of Entry AXTALES

CO-PUBLISHING:
- Specific contract

- Sharing costs: publishing, translation, layout, fabrication, circulation, distribution,
marketing, commerce, advertising, promotion.

- Sharing tasks, namely circulation, distribution, management,
promotion, marketing, secondary rights.

- Sharing operating benefits

- Generally 50/50, though not systematic



2.2 Modes of entry

A)(rALE

*Reduced control (quality
and sales)

Advantages Speed -Knowledge of target
*Ease of implementation market and local
awareness
*Higher unit margin
Disadvantages *CA and reduced margins *All decisions are

shared

*Broader management
requirements

o
8



2.3 Identify Potential Titles P,

Selection criteria:

- All relevant publishing fields with a few rare exceptions. Some genres are more
conducive to transfers: Literature, youth, comics, textbooks, illustrated
textbooks and books with complex manufacturing processes.

- Success criteria: author, theme, style, relevance, sales, press, audiovisual
relevance, price, original publisher’s reputation.



2.3 Identify Potential Titles AXIALES

Helpful tips:
- Don't hesitate to include niche, unexpected, original or “more difficult” titles

- Avoid “average”, reproducible titles

- Prioritize; aim to reduce the offer
- Test catalog presentations and adapt



campaigns

Prospection £

Rights catalogue

and pdpf (1-2 times
per vear)

indispunas bbe

Website
foreign rights

& atudier

Campaigns and
newsletters

i dtudier

Prospecting
material

—

Cover and

interior (physical

books pdf)

2. 4 Create Prospecting Materials

Prospecting materials and

Hierarchy of

priorities
Most up to
date
New arrivals
with issues
Regular (new Monthly,
arrivals) trimester
By genre E.g. music,
fiction
By news E.g. France

sales

English
leaflet

Partial or
complete
translations

French sales
rights sold

Specific promotional
documents/catalogues
collections, categories,
age, author

Demo
video

=y
AXIALES
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2.4 Create Prospecting Materials

Communication

=

Indirect Prospecting

Brand Content
Storytelling

ey
AXIALES

24



2.4 Create Prospecting Materials

Catalogues or leaflets
- Present your publishing house and its editorial line —
very important
- The presentation must differ from your local catalogues and leaflets

- Prioritise

AXTALES

24



2.5 Prospecting

Checklist — Identifying targets for a title

Similar collection or title Similar collection or
within own catalogue title competitor
iteri Genre i
Match criteria Theme / Graphics
categorv
Editorial Target age Author

Angle group

AXTALES



2.5 Prospecting

a title

Checklist - Identifying targets for

By Country/
Language

{ 1

Rights sold Research if sold

L J

DY
List of potential

publishers

"
e
AXIALES

Internet/ search
engine

Authors’ sites

Competition
rights guides

Booksellers’ sites

27



2.5 Prospecting e

Identify the publisher

Identify the contact person

Types of individualised prospecting:
- physical: book fairs (such as Livre Paris), special meetings

- remote: email, videoconferences, telephone



2.5 Prospecting

Presentation Meeting

Always be well prepared and rehearse presentations if possible

Know all the titles (authors, content)
Learn to omit personal preferences

Understand and adapt to the audience

Time management and presentation sequencing
Verify and learn presentation content
Understand context: competition and market

Anticipate and manage questions/objections

AXTALES



2.5 Prospecting Ao

Direct prospection or with agents? Criteria to consider:
- Initial investment: build an address book, prospecting materials
- Ratio of elapsed time/sales turnover
- Direct representation

- Agent portfolio

The agent collects a commission on all revenue from contracts they bring

in.



2.5 Prospecting

Mass prospecting (physical or digital)

mailings
catalogues
publications

newsletters

Sustained follow-up with prospect

AXTALES



2.6 Negotiating and contracts AXTALES

Prior to negotiations, understand forecasts:

- local public sales price

- circulation

- languages and territories (European Union, Francophonie, and other
territories at a minimum)

Topics to negotiate:
- duration, language and territories, type of diffusion, distribution, records
- transfer:percentage, advance, duration,language, and territories
- co-publishing: first printing, unit sales price
- other clauses: translation approval, secondary rights, renewal



2.6 Negotiating and contracts AT

Written and signed contracts are strongly recommended.

Points to monitor and specifics of the French market:

unit sales price (paper and digital)

first printings in decline

growing digital publishing (albeit marginal)

audiobook development



2.7 Institutional partners and subsidies AXTALES

Centre National du Livre (CNL)
The French Publisher may ask CNL for financial aid for translation to “accompany
publishers who are taking financial risks while providing quality and diverse products

made accessible to as many people as possible.”

Funding up to 35,000€ (40 or 60% of translation costs)

34



2.7 Summary AXTALES

Process to sell translation rights

Direct or via an Identify and Present publishing Create
agent? prioritize titles house and its prospecting

editorial line material

- <_ e m
ups

Renewals

34
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Publisher Sales Channels

1.7% 0.8% 1.7%

Source: 2019-2020 SNE Activity Report

AXTALES

« Traditional
Distribution/Circulation

= Mail Order Sales

« Direct Sales to Wholesalers
and Retailers

Club Sales

e Direct Sales to Associations and
Administrations

« Other Channels

36



3.1 Sales by Bookstore Classification (France) AXTALES

GFK 2019

2nd | evel and Internet
32%

1st Level Bookstore
23%

Big Box Stores -
Specialising in
Culture

30%

Mass Distribution
15%

37



3.1 Points of sale for books s

The total number of points of sale for books (bookstores, cultural mass-
merchandisers, superstores, supermarkets, and popular stores) in France is
estimated to be between 20,000 and 25,000.

From this total,15,000 sell books as a regular business activity.

And only 3,500 to 4,500 operate principally as booksellers or
generate a significant portion of their revenue from books.

(source: Ministere de la Culture)



3.2 The Trade Chain

Diffuser Point of sale

KAL)

Gl
&) :

s V. 730

Distributor
g i

A@p

Logotypes: CR2L Picardie / freepik / blueboat
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Focus on Diffusion

“The Book Diffuser refers to the whole commercial and marketing operations implemented by
publishers, from the various sales networks, with dedicated teams of representatives (and educational
delegates for scholastic publishing)”.

Focus on Diffusion

RALK
A K

~

What qualities do publishers expect?

A strong connection, availability, responsiveness —
capable of covering a network of resellers with its sales
force, able to implement new releases and commercial
operations; along with funding and guidance (marketing,

analytics)

Logotypes: CRZL Picardie / freepik / blueboat
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Focus on Distribution AXIALES

Book distribution includes activities linked to physical circulation (storage, transportation) and workflow
management for existing works (service, restocking, returns), finances (billing, collection) and informatics

(orders, bookstore and publisher information)”

What qualities do publishers expect?

Distributors punctuality/haste - stock— dispatching
returns — packaging quality — reseller

@ coverage — relationships with bookstores
h/‘ '

/

Logotypes : CRZL Picardie / freepik / blueboat




AXIALES

3.2 The Value Chain

A Value Chain details how revenue is distributed between stakeholders.

(% of RSP before tax)

Stakeholders in the "Book Chain” Low Est. High Est.

Author (Writer, llustrator, photographer, translator, etc.) 8% 12%
Fabrication 15% 19% 26 t0 39%
Editor (Literary direction, press service, public relations 11% 20%
advertising, POS advertising, promotion...)
Diffuser (representatives) 6% 10% 17 to 24 %
Distributor (storage, handling, billing) 11% 14%
25% 38%

Bookstore



3.3 Diffusers in Belgium and Switzerland AXIALES

The Belgian market is similar to the French market since it is in the euro zone and
books are priced the same in both countries, with a few exceptions.

In recent years, in most cases, diffusion in Belgium has been integrated to diffusion
and distribution in France.

This is not the case for Switzerland, whose currency is Swiss francs (CHF). Four
companies operate as their main domestic diffusers/distributors with access
to different language markets. Large French distribution groups have a partner,
or subsidiary, giving access to Swiss publishers with a 20% price mark-up
(with a tabulated statement).



3.4 Canadian Publishers AXTALES

As far as the English language is concerned, the market in France is limited. Bookstores with dedicated

sections are dedicated to bestsellers.

Several Quebec publishers have successfully invested in the French market — LUX, LA PASTEQUE, LA
PEUPLADE, LE QUARTANIER — what are their best practices?

- Having a relay person in France

- Using a key player to diffuse/distribute

- Eventually print on-site

Diffusiondu NouveauMonde (DNM and Librairiedu Québec) is devoted to Quebec
publishers in partnership with CED-CEDIF.Its role is to interface with the French market, namely
the diffuser, bookstores, communications, liaise with advising publishers. Distributionis covered by
DNM, with press services and inventory management in collaboration with the Quebec-based

company.
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Conclusion ST e

The choice to seek rights transfers or to get established in France is part of the publishing

house’s strategy:
1. Diffusion/distribution in France for the entire catalogue
2. Diffusion/distribution in France for a few DNM titles

3. Rights transfers with third-party publishers

Being diffused and distributed in France requires significant investments, not just to find a partner,
but also to actively work with them, bookstore/publisher relations and the media (with a
communication strategy adapted to the market). A minimum of new releases to potentially enter

the market.

If some titles appear to have potential, the choice may be related to rights transfers to publishers
who will have the means to promote the books under their own name, or to rely on DNM for

marketing under your own brand.
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LIVRES CANADA BOOKS®

Thank you

To watch videos of our previous webinars, visit
www. livrescanadabooks.com/en/events

We acknowledge the financial support of the Nous reconnaissons ’appui financier du
Government of Canada through the Canada Book | gouvernement du Canada par l’entremise du
Fund at Canadian Heritage Fonds du livre du Canada de Patrimoine cana

Canada

www. livrescanadabooks.com



