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1  Introduction and Overview

1.1 About this guide
This introductory guide to digital publishing in Australia is primarily aimed at small to medium 
sized Australian publishers who have yet to enter the world of digital publishing and are keen to 
learn more  about this new,  constantly evolving field. It focuses specifically on the production, 
marketing and distribution of  eBooks,  rather  than general  issues,  such  as  arrangements  with 
contributors or editing of content, and is part of the material available on the Digital Publishing 
Australia website,  www.  digitalpublishingaustralia  .org.au  . Other content on the website includes 
information  about  developments  in  digital  publishing,  case  studies  and  some  links  to 
organisations that provide the services described in this guide. This content will be reviewed after  
6 months, taking into account user feedback and relevant developments. 

Although this document is primarily aimed at  publishers, the topics covered may be of general 
interest  to the inquisitive  author  who wishes  to educate  themselves  on the changes that  are  
occurring in digital publishing. 

For  more  detailed  information  on  digital  publishing  from  an  author’s  perspective,  it  is 
recommended that you visit the Australian Society of Authors (ASA) website, www.asauthors.org. 
In  particular,  you  can  read  their  publication Introduction  to  digital  self-publishing,  which  is 
available free to all ASA members. 

The guide was chiefly researched and written by the Small Press Network (SPUNC), which is a 
representative body for small and independent Australian publishers, as well as being an eBook 
aggregator  and  service  provider.  The  material  and  information  contained  here  also  reflects 
feedback and suggestions from a variety of publishing industry experts, who kindly made the 
time to read earlier drafts. The guide and website are both managed and funded by the Copyright 
Agency as a free service to its members and the broader Australian creative community.  

1.2 The eBook evolution

The way in which we consume content today has changed dramatically since the dawn of the 
digital age, and there is a lot more change to come. Online retail has had massive effects on not  
only the way in which we purchase things, but also on the way in which we produce them. Until 
now, the written form has remained fairly consistent since the printing press was invented, and  
along with the advent of modern desktop publishing in the 1980s, publishing has become a 
highly productive and efficient industry. 

In 2012, publishing in Australia will present more challenges, opportunities and learning curves  
than ever. Indeed, it is envisaged that this guide will require considerable revision only 12 months 
after it was first written. This is why the guide is accompanied by a website, which aims to keep  
you up to date and informed with new developments as they occur. 

So,  how  are  things  changing?  How do  you  prepare  to  deal  with  the  ongoing  evolution  in 
technologies, reading habits, and publishing and bookselling practices? How do you put your 
best foot forward, in 2012, as a creator or provider of the written form? This guide intends to  
assist you in making immediate adjustments now, and in how to plan for the future.

4

http://www.asauthors.org/
http://www.digitalpublishingaustralia.org.au/


INTRODUCTORY GUIDE TO DIGITAL PUBLISHING IN AUSTRALIA V1.10

1.3 A brief history of digital publishing

When modern desktop publishing software first appeared during the 1980s, so did eBooks. After 
all, an eBook is really only an electronic version of a book, and there have been many programs,  
such as Microsoft Word or Adobe PageMaker, that have been able to produce electronic written 
documents.  However  these  programs  were  primarily  designed  to  produce  prepress  files  – 
something that could be sent to print – and the files they did produce were often unfriendly to 
different  operating  systems,  and  thus  difficult  to  share.  Then  in  the  early  1990s  the  PDF 
(portable document format) was developed by Adobe and this is  when the first user-friendly 
eBooks began to appear, in the form of PDFs. 

PDF is a format that is still  widely used for many purposes, including high-resolution offset 
printing. But since the advent of modern eReaders, such as Amazon’s Kindle and Apple’s iPad,  
the PDF is no longer the most widely accepted format for an eBook. Although PDFs are still 
seen for sale as eBooks, the format most widely accepted by e-reading devices today is EPUB, 
which is an HTML-based format, and the main one we will be focussing on in this guide. Today,  
most EPUBs are converted from the original print-ready files created by the book designer, who 
has more than likely used Adobe InDesign. However files from older programs, such as Quark 
Express, which was widely used before InDesign was developed, can also be converted to EPUB, 
as can basically formatted or XML formatted Word documents.

When we talk about digital publishing, we are referring broadly to applications which include  
pay-per-view (single  purchase),  audio books,  eBooks, and enhanced eBooks (linked to video, 
sound and interactive elements). In future, new formats and variations of EPUB will emerge,  
allowing new capabilities, and offering writers and creators more tools for creating content. 

“Everyone asks, ‘How do we change books to read them digitally?’ But the more 
interesting question is, ‘How does digital change books’?”
(Book: A Futurist’s Manifesto, Hugh McGuire and Brian O'Leary, O'Reilly Media
 2012)

1.4 Market trends and the major eBook players in Australia

The Australian eBook market is still in its infancy and constantly evolving. There has been little  
data  published  on  the  Australian  eBook  retail  market  to  date,  though  significant  evidence 
suggests Amazon is the largest player. In late 2011 it was reported that Amazon’s share, globally, is 
as  high as  60 per cent.  Amazon made the Kindle available in Australia  in late  2009, several 
months before Kobo and Apple launched their eBookstores here, and two years before Google 
eBooks arrived. 

Kobo has been very active in the Australian market since May 2010, and was the first of the 
eBook retailers to sign content agreements with all major publishers. Its books are available direct  
from Kobo.com, or through the websites of its retail partners Borders/Angus & Robertson online 
(owned by Pearson following the demise of REDGroup in 2011) and Collins Booksellers.

Apple’s  Australian iBookstore content came online in November 2010, though not all  major 
publishers have signed with Apple. Given there are an estimated 600,000 iPads in circulation in  
this country, not to mention more than 3 million iPhone users, it’s fair to assume that Apple is an  
important player in the eBook market here.
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Online retailer Boomerang Books launched its eBookstore, stocked by Overdrive, at Booku.com 
in March 2011. 

In late 2011, a number of independent bricks and mortar bookstores joined the eBook fray in 
partnership with either Melbourne start-up Booki.sh –  which had run a pilot  program with 
Victorian independent chain Readings from January that year – or Sydney-based ReadCloud. 
These start-ups represent a very small part of the market in terms of sales, but provide good access 
for local publishing and bookselling. 

Also in late 2011, Google eBooks launched in Australia in its own right, and as digital asset  
distributor for  retail  chain Dymocks and online bookseller Booktopia,  as  well  as  The Co-op 
Bookshop and QBD The Bookshop.

Other eBook retailers stocking Australian titles include EBooks.com, Read Without Paper and 
Fishpond.

1.5 The challenges and advantages of digital publishing in Australia 

As with many things, Australia’s size, population and distance from the rest of the world presents 
both challenges and advantages when it comes to digital publishing.

Challenges:
• Most of the major digital publishing retailers are headquartered overseas, particularly in 

the US. Some have a local presence, some don’t. Some make it easy to do business from 
Australia and on equitable terms with foreign publishers, some don’t. 

• Due to cost and a shortage of local services, many publishers are outsourcing either 
conversion or distribution to companies in the US, UK or Asia.

• The market for eBooks here is still relatively small – it’s unlikely that in the immediate 
future significant sales will result from your eBooks, but international trends indicate that 
the market is growing rapidly.

•
Advantages:

• Because the market for eBook sales here is relatively small, we can move at a steady pace 
and watch from afar how things are developing elsewhere in the world whilst also 
developing our own solutions.

• There is a growing contingent of local digital publishing service providers.
• eBook and eReader sales are steadily growing in Australia and many businesses both 

around the world and locally, are making it easier for Australian operators to make their 
books available globally. 

1.6 Setting realistic revenue expectations 

As was previously stated, the Australian eBook market is still  in its infancy and is constantly 
evolving.  Anyone wishing to enter this space should be very realistic about the challenges in  
making digital publishing profitable. Whilst there have been some high profile success stories, 
these are largely the exception to the rule. It  has been commonly stated by many Australian  
publishers and booksellers that few, if any, have made their money back on investment in digital 
publishing in the last twelve months.
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 It is also important to understand that many digital service providers and eBook vendors are still  
operating in  beta phase. Many different protocols are awaiting standardisation, and even very 
large, established brands are experiencing delays related to technology, resources, or any number 
of unforeseen developments. 

Also, and perhaps most importantly, readers are not making hard and fast decisions around how 
they want to read, which devices they prefer, and how much they are prepared to spend on  
buying an eBook. This is why it is a digital evolution that we are experiencing as much as it is a  
revolution. 
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2 The case for getting into eBooks

2.1 Why should I do this?

Despite  the  challenges,  digital  publishing  and  its  new  distribution  channels  provide 
unprecedented opportunities to see your titles reach new markets. While modern design and 
printing processes have helped to make books available globally, there are inherent difficulties 
that preclude publishers and authors – particularly those that work on a small scale – from widely 
distributing their works. EBooks have the capacity to be available everywhere and, providing that 
your book is well formatted, properly categorised and accompanied by good metadata, anyone 
with a search engine can find it at any time.

If we look at statistics about the state of the book industry now it will show us that, although 
currently small, the eBook market is growing steadily. You can continue to produce books via  
traditional  production and supply methods, but if you don’t introduce some strategy around 
digital publishing into your operations now, then here are some likely scenarios:

• Readers will become frustrated when they can’t access digital versions of your books and 
you will lose sales;

• The ongoing evolution of technologies, buying/reading habits and supply/demand trends 
will find you being left behind;

• The opportunities for selling your printed list may decrease as bookstores continue to 
develop eBookstores;

• Authors may be less likely to publish with you.

Digital publishing is really about exploring new markets. The content is not changing; you can 
continue to publish what you have always wanted to publish,  and no doubt this will evolve in 
any case. What is changing is the way in which we deliver that content and who we deliver it to. 
New markets now open that may not have been accessible before include:

• Any territory in the world other than Australia and New Zealand;
• Non-English speaking countries;
• Vision impaired readers;
• Geographically remote regions;
• Academic/education sector;
• App developers and users.

2.2 What should my expectations be?

As already mentioned, the eBook market in Australia, particularly when compared to the US and  
UK, is currently very small and few publishers are making money from digital publishing. If you 
have been publishing printed books, it’s  unlikely that  you’re  about to see  a huge increase in  
revenues simply because you bring out eBook versions of the same titles. 

Instead, venturing into digital  publishing can best be viewed as an investment in the future. 
Perhaps the greatest benefit you will obtain from entering the eBook space now is that it will  
force you to develop a digital workflow, which of itself, is a very valuable business asset. This  
workflow will go on to become central to your overall digital business plan. 
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Digital publishing has not settled into ‘a model’ as yet, and is not necessarily likely to do so in the 
short term. What’s more probable is that you, as a publisher, will establish your own model based 
on the tools and resources available to you, and the way in which you want your titles to sit in 
the marketplace. This guide invites you to manage your expectations in the spirit of discovery and 
experimentation, as a path towards potential commercial success in the future.

2.3 Who are your eBook customers?

Many of the readers to whom you have been selling printed versions of your books will have  
transitioned to reading eBooks. In the case of backlist titles, then you are quite likely selling to a 
brand new audience who is hearing of this title, or deciding to read it, for the first time. But it all 
depends  on  how  you  have  been  selling  books  historically.  It  may  be  that  you  have  been 
distributed widely through a big distributor and have had little to do with either the booksellers  
or the readers. If you have been selling directly from your own website or premises, you may still 
have limited knowledge of who your customers are. As is often the case with smaller publishers, 
perhaps you have established key relationships with a number of independent booksellers and 
have partnered regularly with them to promote your books. Perhaps you are publishing for the 
first time.

Up  until  now,  what  is  most  likely  is  that  you  have  a  limited  understanding  of  who  your  
customers are beyond the actual bookstore they bought the book from. In the digital age, selling 
anything is a rather different experience, largely due to the acceleration of social media. Websites  
such as Twitter or Facebook may feel ubiquitous now, and possibly even slightly meaningless, but 
the reality is that social networking provides us with a map where you can determine who and 
where your readers are, what they are reading, and what they are saying about what they are  
reading.  Increased book sales  are  almost  always due to word  of  mouth,  as  opposed to large  
marketing budgets – and this is not the case for all retail. Someone in the business of selling top-
of-the-range lounge suites, for example, is far less likely to sell a sofa through a social networking  
site. People who read books – whether it is a prize-winning work of literature or a self-help guide  
to  overcoming  cancer  –  talk  about  books.  It  is  a  way  for  them to  communicate  to  others 
something about themselves. This may sound rather obvious, but understanding this is the key to 
understanding the benefits of social networking sites in modern publishing. You are about to 
learn a lot more about the way your customers read, share and shop for books.

2.4 What can you do yourself and where will you need help?

Production – Much of the digital publishing production process can be done ‘in-house’,  and 
many people are producing EPUBs themselves. However, as with typesetting and graphic design, 
there are many considerations that need to go into creating EPUBs to create high quality files, 
and as  such, there is  a strong argument for outsourcing this stage of production unless your 
typesetter/designer is proficient in EPUB conversion. Adobe CS5.5, the latest incarnation of the 
suite of software that includes InDesign, does have the ability to create rudimentary EPUBs, but 
at this stage, it’s not as simple as hitting a button, and a degree of knowledge about HTML is  
required. The web is littered with countless free or inexpensive conversion programs, as well as  
EPUB checking sites, but again, unless you know what to look for, this can be a time consuming,  
and not entirely fruitful approach. Outsourcing EPUB conversion is relatively inexpensive, and 
there are a number of options, which we will go into later.

Distribution – As with print book distribution, there are pros and cons to going it alone. When 
you distribute  your  own printed books,  the main things  you manage  are  freight,  bookseller  
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relationships  and  invoicing.  When  you  distribute  your  own  eBooks,  it’s  slightly  different. 
Assuming that you want your EPUB for sale in as many different places as possible, the main 
administrative burden for you will be managing distribution agreements. Every eBook vendor 
will need you to sign an agreement with them, all with varying clauses, metadata requirements 
and  royalty  splits.  Also,  some  eBook  vendors  may  be  prohibitive  to  individuals  or  small  
publishing companies distributing eBooks, requiring you to go through an aggregator. Using an 
aggregator  or  external  distributor  is  not  necessarily  expensive,  and  can  save  you  a  lot  of 
administrative work; they moderate and simplify a complex network of relationships. Also, your 
titles  will  more  likely  be  available  more  widely.  Many  publishers  depend  on  aggregators  to 
connect their content with a larger audience

If you decide to manage all your distribution channels in-house, then it is advisable that you have  
a  contract  lawyer look at  your agreements  before  you sign  them, and you will  also  need to 
establish a method of digital asset management. We will discuss selling your EPUBs directly from 
your own website later on in this guide.
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3 The digital publishing workflow

3.1 What is it, and why do I need one?

“A streamlined workflow, one that aligns expectations, schedules and systems, is 
paramount to achieving success.”
(Publishing Perspectives, Edward Nawotka – August 2011)

If you are entering the world of digital publishing for the first time, much of what is discussed in  
this chapter may not make a great deal of sense, as the rest of the guide will be explaining the 
various  elements  of  a  digital  publishing  workflow  in  detail.  However,  we  need  to  address  
workflow at  this  point,  so  that  as  you read,  you can begin to map out  in  your  mind how 
everything fits into place in terms of your own publishing activities.

The term ‘workflow’ is used commonly in digital publishing as a means to address all the different 
components  between  the  creation  of  content  and  the  delivery  to  the  reader,  and  can  be 
understood overall  in terms of it being a ‘tool’. In a digital environment, there is a need for  
greater sophistication in planning and managing content and this puts pressure on the classic  
editorial and production functions that we’re used to. Establishing a workflow for your titles at  
the very beginning will serve you well, helping to increase not only the efficiency and speed of 
what you do, but also maximising your capacity to deal with change.

3.2 The workflow

Each publisher’s workflow will differ, and when you’re ready to, you should establish your own 
and have it widely accepted by all those working on your titles, or within your business. What  
follows is a brief step-by-step guide to the elements of a workflow. As previously mentioned,  
some of the points below may not mean much to you yet, but the rest of this guide will define 
these in more detail.

1. Content acquisition
The precise steps here will vary from publisher to publisher, but this is the point at which you 
solicit  new content, or  review content already available to you (such as  previously published 
works), and make decisions around what you are going to publish.
2. Contracts and agreements
Establish with authors, illustrators and content creators what you have the rights to, bearing in 
mind that opportunities to explore different uses of content will broaden downstream. Finalise  
agreements with members of the supply chain: aggregators and/or eBook vendors.
3. Editorial development
This includes the kind of editorial work that has always been done, but may also begin to include 
other  practices  which  are  increasingly  expected  of  editors  by  their  publishers  such  as  XML 
tagging of manuscripts, making corrections to the file and editing the format as much as the  
words.
4. Production 
This step is about assembling the components of the book, establishing storage conventions, and 
organising content for delivery, including preparing metadata.
5. Delivery
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The supplying of content and metadata to sales and distribution channels, and/or directly to your 
aggregator.
6. Marketing, promotion, sales and service
This  process  can  be  ongoing  and  continual,  as  multiple  distribution  channels  benefit  from 
simultaneous support around the publication of a book, and an engagement between publisher,  
author and reader.

A  good  article  on  how  on  avoiding  nasty  surprises  in  your  workflow  can  be  found  here:  
http://publishingperspectives.com/2011/08/avoid-surprises-publishing-workflow/
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4 Rights and contract issues

You may need to get advice about both industry standards and legal issues before you finalise any 
contracts with vendors or aggregators.

While your arrangements with contributors are not the focus of this guide, you need to check 
that any commitments you have made in your contracts with contributors are reflected in your 
arrangements with vendors and aggregators. For example, if you have committed to providing an 
author with copies of an eBook, and you are dependent on a vendor to do so, make sure your 
arrangements with the vendor allow you to meet your commitment to the author. Similarly, if  
your contract with an author requires you to give the author an opportunity to check the final 
version of a digital  file before it  is  published, make sure that your arrangements  with others  
enable you to do this.

If you are a member of an association such as the Australian Publishers Association (APA) or 
SPUNC,  that  association  may  be  able  to  provide  you  with  relevant  information  or  advice. 
Similarly, if you are an author who is a member of an association such as the Australian Society of  
Authors  or  the  State  Writing  Centres,  that  organisation  may  be  able  to  assist  you  with 
information or advice about a contract you have been offered.

Also check the information and advice offered by organisations such the Australian Copyright  
Council and the Arts Law Centre of Australia, both non-profit organisations with government 
funding to provide advice and assistance to the creative community. 
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5  eBook formats

5.1 What are the different eBook formats?

Below is a list of some of the major eBook formats:
EPUB: EPUB® is a distribution and interchange format that was developed by the International  
Digital Publishing Forum (IDPF), the global trade and standards organisation dedicated to the  
development and promotion of electronic publishing and content consumption. EPUB defines a 
means  of  representing,  packaging  and  encoding  structured  and  semantically  enhanced  Web 
content  —  including  HTML5  (the  fifth  revision  of the  HTML  standard,  currently  being 
developed), CSS (Cascading Style Sheet),  SVG (Scalable Vector Graphics),  images, and other 
resources — for distribution in a single-file format. 

EPUB 3, the third major release of the standard, was approved for standardisation in 
October 2011, and seems poised to become the standard format for eBooks. EPUB is readable 
on almost all eReading devices, including the Kindle (Amazon converts EPUBs to its own format 
automatically).

MOBI: this format was originally created for palm pilots (which have been largely phased out) 
but has since been adapted by Amazon as the format for the Kindle, and is also known as AZW. 
This format is generally suitable for a number of different platforms, and can be accessed on 
tablets through Apps like the Kindle App. It is, like EPUB, based on HTML.

PDF: When a document is converted to PDF each page is basically an image of the original  
document. Since almost all computing devices have the capability to read PDFs, the PDF format 
has been widely adopted and remains one of the preferred methods of providing documents on 
the internet today. However, PDFs were designed for computer screens, and now that so many of  
us are viewing documents on smaller screens, we need something with ‘re-flowable’ text, which 
PDF does not support. 

Fixed Layout EPUB (or FLEPUB): the Fixed Layout format, originally devised by Apple but now 
available on some non-Apple devices, is an EPUB that utilises CSS positioning and the HTML 
viewport  meta tag  to create  precise  layouts  including full-bleed images  and text  overlapping  
images. This format is used for magazine layout and children’s picture books – anything where  
the text needs to stay in a particular position in relation to other design elements.

Apps/Interactive/Multimedia eBook: for works that necessitate some interactive component, e.g. 
video, non-linear storytelling, etc. Depending on the device you’re building the eBook for, 
different requirements come with the devices. 

5.2 Why we are focusing on EPUB?

In this guide, we will mainly be offering advice on how to produce and distribute eBooks based 
on the EPUB format. This format is currently the most widely accepted for eBooks, and as it is 
HTML-based, EPUB is a format from which other book formats will be able to be derived.

The International Digital Publishing Forum that first developed EPUB will be campaigning to 
have the format standardised with the International Organisation for Standardisation (ISO), who 
were responsible for standardising ISBNs and HTML. 
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EPUB, like a piece of computer software, is being developed all the time and so is updated to  
new versions to accommodate new features and capabilities.  Currently the industry is adopting 
the latest incarnation, EPUB 3. Updates may include changes to the way in which information 
within an EPUB is ordered. Because EPUB is based on HTML, it needs to conform to the latest 
versions of HTML, which is also updated periodically. These issues though are really for the  
person responsible for creating the EPUB file. If you’re the publisher, then you’re most likely 
more interested in what EPUB 3 can do from the perspective of the book itself. Below are some 
of the key benefits of EPUB 3:

• It supports all sorts of audio and video interactivity;
• Improved device conformance – much more compatible with eReading devices compared 

with EPUB 2, and will continue to improve;
• Embedded audio/media overlay (a second layer of content that is aural);
• Rich media: the ability to put into your book other elements that are not text. EPUB 3 

has standardised this;
• Asian languages (which weren’t included in EPUB 2);
• Improved navigation;
• Fixed format option (for more design heavy books such as picture books and magazines);
• ONIX 3 bibliographic metadata can be included in the EPUB 3 file, thus facilitating the 

data needs of aggregators and of online stores wishing to display bibliography.

5.3 Single source files

In the near future it is likely that editors will mark up manuscripts using XML (extensible mark-
up language) tagging, and then generate an XHTML (extensible hypertext mark-up language) 
document. This format can then operate as a single source file from which multiple formats can  
be derived. Whether it’s going to print, or being converted into an EPUB, or as content for a 
website or App, an XHTML file can be the single source. Infogrid Pacific in New Zealand, for  
example,  when given print-ready files by a publisher for conversion to EPUB, will  create  an 
XHTML file first, so that it’s then exportable into any format. This also means that should any  
changes or updates to the content be required, these changes need only be made to the XHTML 
file. Not all conversion houses will do this however – they may just create an EPUB.

For a publisher accustomed to working with print-ready artwork, you are probably preparing a  
Word document that you send to a typesetter for laying out. This is a perfectly fine way to output 
the content, and eBook converters are set up to receive your print-ready files (whether InDesign 
or PDF, though many prefer InDesign files), to convert to EPUB. They will also accept basically 
formatted Word documents.

5.4 Creating EPUBs from print ready files

The book converter you decide to use will  ask you for print ready files – in most cases  the  
InDesign files, although some will ask for the PDF. It is considered by many eBook converters 
that  a  better  EPUB results  from the  InDesign file,  providing  it  has  been  well  built  by  the 
typesetter using style sheets. As with most things, there are good quality EPUBs and low quality  
EPUBs and you generally get what you pay for. While converting the book is not expensive – 
certainly in comparison to printing the book – there are cheaper options, and dozens of programs 
online that will do basic conversions for free. But these tend to  produce EPUBs that may not 
retain some of the formatting that your typesetter included in the original design. Or there may 
be some coding oddities that prevent the EPUB from complying with some eBook platforms. 
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Working with a reputable and accurate converter tends to pay for itself in the long run, even if 
the upfront costs are a little higher. 

5.5 Handling graphics and extra-textual elements

The person handling your conversion will be able to advise you on the parameters that surround 
adding extra-textual information to your eBooks. At this stage, the latest release of EPUB is able 
to support a lot of these elements – but some eReaders may not be able to, and much of your  
non-textual content may be better provided in the form of hyperlinks within the text to online  
sources.  This  means  that  books  can  be  accompanied,  potentially,  by  tailored  websites  where 
additional free content is there for the reader. This can be a good and simple way of enhancing 
the book, but also, providing this level of free content can also increase sales.

Creating eBooks that are more than just text and hyperlinks is an entire subject unto itself, and 
one that is part of an ongoing discussion within the industry. It is best to consider an EPUB that  
contains multimedia content to be an alternative version of the same book, and that if you’re  
going to publish a multimedia eBook, to also make available one that is mainly text-based (in 
which case, the two versions would require separate ISBNs).

Extra-text elements can include: 
• Graphics: Most graphics can be embedded within text, and now, of course, these can be 

colour. (Remember this when you are putting together a previously black and white print  
book, and collect colour versions of everything also.)

• Video:  Video  is  a  feature  that  EPUB  3  can  now  accommodate,  however  different 
specifications may be required to maximise compatibility for eReaders. You may need to 
create more than one format of the video. Depending on the video content, consider 
linking to a YouTube or Vimeo channel, or to your or the author’s site, for this kind of 
content.

• Audio: eBooks can include a complete reading of the book, or for example, recorded 
interviews, music, etc

• Links: as already mentioned, linking to other pages within your own eBook or to external  
sources online, is one of the simplest extra-textual functions you can utilise. Whether this  
is bibliographic information or interviews with the author, anything within your eBook 
can be linked just like on a website. Note that links to media external to the eBook file  
are not accessible to the user when reading offline and this may frustrate their experience.

• Interactive  functions:  this  refers  to  those  elements  that  can  create  a  multimedia 
experience, typically read on a tablet computer (such as an iPad, Kindle Fire or Kobo 
Vox),  which allows the reader/user to interact  with the storyline in sound, sight, and 
touch. Publishers can now begin to plan for creating interactive enhancements. However, 
they should also make sure that the reading experience is not adversely affected if a reader  
decides to turn this function off, or if an eReader is not compatible. 

5.6 The importance of proofing

If you can, check your EPUB on as many different eReading devices as possible. Anything that is 
not a straightforward, text-based chapter book (such as a novel), may present some formatting  
oddities. Books with tables, graphics, foreign language characters or fixed line breaking, as with 
poetry, will need to be looked over carefully before making it available for sale. While the eBook  
converter will run the EPUB through dedicated checking software, they may not know what to 
look out for in terms of the author or publisher’s original intention.
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Remember  that  an  eBook  will  not  necessarily  resemble  the  printed  version.  Issues  such  as 
orphaned and widowed lines, which editors are accustomed to proofing for, are not relevant to 
EPUBs. The technology of re-flowable text means that you can display the content on any size 
screen, in a variety of point sizes, and not just the fixed size of a B+ format paperback, in the  
typeface determined by the typesetter. 

Sigil is a free multi-platform eBook editor that you may find useful when proofing. It is designed 
to  edit  books  in  EPUB  format .  You can  find  out  more  about  it  at: 
http://code.google.com/p/sigil/.
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6 Digitisation and Conversion

6.1 Deciding what to digitise

If you have the digital print-ready files to a backlist or out of print book, then it is relatively  
straightforward to have it converted to an EPUB. If it was a strong seller when it was in print,  
then it makes sense to keep it ‘in print’ by making it available as an eBook, especially if you are  
continuing to publish works from the same author or on the same subject. However, readers and 
retailers are accustomed to responding to new releases - this is generally where the sales are – so it  
is recommended that you prioritise your new titles before converting your backlist. 

If you are willing to absorb the costs associated with converting to EPUB, then there’s no harm in 
making all your backlist available. However, since you’ve gone to the effort to do this, additional  
actions, such as identifying new audiences through social networks, etc, will greatly increase the 
selling capacity of those older titles. EBookstores are not necessarily browsing environments like  
‘bricks and mortar’ bookstores are. A reader is less likely to stumble across your eBooks unless 
there is some form of online community engagement with the title, the author, or the content of 
the book. 

6.2 Costs 

*Note, the below figures are to be used as a guide only, there are many services available costing 
either less or more than those indicated here.

Cost of conversion 
• Simple book conversion (few images, no text formatting variations): 50c/page
• Medium complexity book conversion (some images, some formatting variations): 60c-

70c/page
• High complexity book conversion (multiple tables, text treatment, high definition image 

handling, hyperlinks, etc): 90c/page +
Cost of training your in-house typesetter

• If you have an in-house typesetter and you want him or her to handle eBook conversions, 
various courses and training is available starting from $300.

Cost of proofing files in multiple formats
• If you’re not doing this yourself, a freelance proof-reader will cost $30-50/hr.

Metadata and file management
• You can manage your own metadata via spreadsheets, and maintain a well-ordered file 

storage system that uses naming conventions. This comes at no cost to you, except for the 
time, which can be considerable. There are various pieces of software and cloud-based 
services that can help you with this. Some are free, others are not. As an alternative, you  
can pay for the services of a Digital Asset Manager.

Contract management
• Should you wish to go direct to the vendors, you will need to spend time arranging  

Distribution Agreements. It can be a good idea to seek legal or specialist advice on this, at  
least until you become familiar with the various terms and conditions. Legal advice could  
cost upwards of $350 per contract.

Distribution
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• Using an aggregator may cost between 5-20% of your RRP. There may also be additional 
per-title costs to cover the Digital Asset Management (DAM) of your title. These costs  
vary  wildly,  and  need  to  be  addressed  on  a  case-by-case  basis,  but  this  can  be  very  
expensive if you don’t have a lot of books. Some aggregators will absorb these costs, others 
do not.

6.3 What if I don't have print ready files, or any digital versions of my books?

For books that you do not have digital files for, converting to EPUB can be rather expensive, and 
there are some issues you need to be aware of. 

Scanning the book to an OCR (optical character recognition) text file may be a first option to get 
a digital file, but the process can create more problems than it solves: for example, there may be 
page flow and font idiosyncrasies when the file is presented to a converter to reformat into a file 
for  eReading.  There  are  a  number  of  programs  online  and  freely  available  that  can  convert 
scanned PDFs to  a  text  file,  but the results  are  vastly  different,  and a  great  deal  of  work is 
normally required in both formatting and retyping (as  the software is  designed to  recognise 
shapes in the letters before transcribing it, and it will not always identify letters correctly). You 
may  want  to  experiment  with  scanning,  but  beware  of  the  potential  pitfalls.  To  outsource 
scanning can cost up to $5.00 per page for a completely unformatted file. (There are cheaper 
services overseas, but will require some research beforehand.) There is  also the option of just  
retyping the entire work. 

Once you have a text file, you can have the book typeset, as you would a printed book, in which 
case many design elements can be incorporated into a finished EPUB. But you can also have a 
Word document converted straight to EPUB.

Also consider recreating the book in XML. An XML file can be readily converted into most other 
formats,  although successfully  creating content in XML requires  some skill.  Again,  there  are 
services available online that can help you with this.

6.4 Who to use

There is a list of various service providers on our website: www.digitalpublishingaustralia.org.au.
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7  Metadata, Identifiers and DRM

7.1 What is metadata?

Metadata, simply put, is the bibliographic information about your eBook. An eBook doesn’t go 
anywhere if it doesn’t have metadata, either supplied as an Excel spreadsheet, or as ONIX data.  
At first glance, the information may appear similar to the imprint page on a printed book. There’s 
the author, title, ISBN, name of the publisher and date of publication. But the metadata that 
goes with your eBook should contain a number of other bits of information as well. 

What’s more,  different eBook vendors require varying amounts of metadata,  and in different 
ways. Kobo, for example, require the date to be formatted as yyyy/mm/dd, whereas Overdrive 
request  mm/dd/yyyy,  and  eBook  vendors  in  Australia  and  New  Zealand  tend  to  request 
dd/mm/yyyy. Until metadata requirements become standardised across the industry, what sounds 
like straightforward data about your book becomes anything but. Simple things like accidentally  
leaving a space after the ISBN (which is difficult to see unless you go into the metadata and click 
with your mouse) can result in delays and errors in the uploading process, when it comes to 
supplying the eBook vendor with your eBook. 

So it is that metadata is currently a rather painstaking process, and even if you choose to use an  
aggregator (who may look after much of the metadata requirements for you), it’s imperative that 
you get the metadata correct from the start.

7.2 How to create metadata

For many individuals and publishers who don’t have access to ONIX-based content management 
systems, an Excel spreadsheet might be the simplest way to keep metadata. Metadata in an Excel  
spreadsheet can later be imported into an ONIX database.

Most eBook vendors will give you access to their own Excel templates, with columns asking you  
to fill in some or all of the following data:

• eISBN (for each format your book takes, you will need a separate ISBN);
• Primary Print ISBN (the ISBN the print version was originally given, if there was a print 

version);
• Title;
• Contributor(s) (as in authors, or editors);
• Description (blurb);
• Publisher;
• Imprint;
• Language  (this  usually  appears  in  the  form of  ISO 639 Language  Codes,  EN being 

English. Search online for others);
• Account Holder ID (if you are not the primary account holder with the vendor, then this  

would be your distributor or aggregator);
• Monetization (this refers to if the book is free, ad supported, for sale and ad supported, or 

for sale with no ads);
• Number  of  Free  Chapters  (how many  chapters  are  viewable  without  purchasing  the 

book);
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• Licensing  (this  will  either be  “All  rights  reserved”  or  “Creative  Commons”  (a  license 
which allows creators to communicate which rights they reserve and which rights they 
waive);

• Territorial  Rights  (what territories are you licensing?  This is  indicated by a two-letter 
code, AU being Australia);

• USD eBook Price (many eBook vendors require you to give a USD book price, even if  
your book is not available for sale in that territory);

• Other Currency Price (if you wish to give specific territories specific prices, otherwise the 
local price or the US price will be converted by the vendor);

• Publication Date;
• BIC (Book Industry Communication) Code (This is a code that describes what kind of 

book it is, such as romance fiction, historical essay, cookbook, children’s fantasy book, 
that kind of thing. Usually at least one BIC Code is required, and the more you have the 
better.  You can find a list  of  BIC codes here:  http://www.bic.org.uk/7/BIC-Standard-
Subject-Categories).  (The US equivalent is  BISAC:  http://www.bisg.org/what-we-do-0-
136-bisac-subject-headings-list-major-subjects---2009-edition.php);

• Encryption (DRM) – this refers to whether or not you want digital rights management 
applied to your book, and is usually indicated with a “Y” or “N”.

7.3 Metadata standards: ONIX

ONIX (online information exchange) is  the international standard for sharing and supplying 
information  about  books.  There  is  introductory  information  about  ONIX  at 
http://www.editeur.org/83/Overview.  The APA’s bibliographic service, TitlePage, operates solely 
in  ONIX.  TitlePage  lists  more  than  1  million  titles  in  its  database,  from  more  than  150 
publishers and distributors, and provides services to more than 4,000 booksellers. There is more 
information about TitlePage and ONIX on the APA’s website www.publishers.asn.au.

So, while metadata requirements from vendors may not be standard, there is an International 
Standard, ONIX, for representing and communicating book industry product information in 
electronic  form.  Using  an  ONIX  database  can  alleviate  much  of  the  pain  associated  with 
preparing metadata for different vendors and uses. 

An ONIX message is a set of data elements defined by "tags" that is written in the computer  
language XML and that conforms to a specific layout format, or set of rules.  You can create  
ONIX data using an Excel spreadsheet, so long as the tags you use adhere to the standard (for a  
full list of standards go to: http://www.publishers.asn.au/index.cfm?doc_id=201). At the time of 
writing, there was no Australian conversion software that would readily format bibliography into 
ONIX. There are  some options available in other countries,  which Australian publishers  can 
access, and a simple search online will lead you to these services. Some are expensive, others not, 
but the quality varies accordingly.

7.4 The value of Identifiers

Within the ONIX standard there are scores of ‘identifiers’ that can be used to classify various 
components of your book data, depending on what it is. The most significant one is the 
ISBN, but there are many others that you can use, and these can be found on the website of  
EDItEUR,  the  international  organisation  that  originally  developed  the  standard: 
http://www.editeur.org/10/Identifiers.
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• ISBN: International  Standard  Book Number  – a  cataloguing number  given  to  every 
single format the book takes, whether that’s paperback, hardback, PDF or EPUB. Each 
format requires  its own ISBN, and in Australia these can be purchased from Thorpe  
Bowker ISBN Agency: http://www.thorpe.com.au/en-AU/products/servident_isbn.shtml.

• ISTC:  The International  Standard  Text  Code  is  a  numbering  system supporting  the 
unique  identification  of  textual  works.  The  different  manifestations  of  a  work  (e.g. 
paperback book,  film script,  eBook)  can be associated with the original  textual work 
through the ISTC.

• DOI: Digital Object Identifier provides a system to support persistent identification of  
content objects and related entities in digital networks.

• SCORM: Sharable  Content  Object  Reference  Model  -  a  collection  of  standards  and 
specifications for web-based eLearning.

7.5 Piracy and Digital Rights Management (DRM)

Book piracy is nothing new – individuals have been making copies of books or sections of books 
for their own use, to give to others, or to sell, for as long as books have existed. Many Australians  
who have travelled to Asia will be familiar with the sight of the street seller of pirated books –  
entire print reproductions, with full colour covers, of international bestsellers, classics and titles  
with local relevance. In India, some 25 per cent of books sold are pirated print editions, produced 
cheaply  by  illegal  networks  and  thus  presenting  a  real  threat  to  the  livelihood  of  Indian 
publishers.

Until  recently  mass  book piracy  was rare  in  Australia.  Printed  books  could  be  scanned and 
uploaded to file sharing sites as shareable digital files, but without the devices on which to read 
them, these were of little value in comparison with the physical book.

Digital publishing and the proliferation of devices like the Kindle, iPad, Kobo and Sony Reader 
have changed that, making it ever easier to distribute illegal copies of books.

These developments have led the book industry to look fearfully at the experiences of its music 
counterparts. The International Federation of the Phonographic Industry estimates that some 95 
per cent of global music downloads are illegal. The figures are lower in western countries (around 
80 per cent in New Zealand and 76 per cent in the UK, according to recent research). Of course, 
legitimate sales have also increased exponentially with the advent of online music downloads. 

Now, just like digital music tracks, eBook files can be purchased legitimately from a commercial  
retailer, then be stripped of their DRM by a user, and shared illegally at a whim.

As the number of eBooks on the market rises, so does the number of illegal downloads. There are  
few statistics on the phenomenon, but according to Google, there were between 1.5 million and 
3 million searches for pirated books per day on its search engine in 2010.

The German Booksellers' and Publishers' Association said in 2011 that around 60 percent of 
electronic books were being downloaded illegally there.
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While many argue that piracy results from high prices or lack of availability, the experience of the  
music industry indicates that there are other reasons at play, given that most musical works can 
now be obtained through legitimate sources. 

Having said that, making it easy for a customer to find and purchase your eBooks will encourage 
legitimate use of your content. 
You might also want to consider:

• steps to avoid pre-publication leaks via internal staff or external suppliers; and
• offering an experience that is superior to that of an illegal copy in terms of convenience 

and value-added products and services.

As mentioned above, another option is Digital Rights Management (DRM): technical measures 
designed to inhibit unauthorised use of a digital file. For example, Adobe’s Content Server DRM 
software allows publishers to sell or lend PDF or EPUB eBooks to consumers for a specified 
length of time (which means they can recall a  book at any time), to charge a one-off fee for 
purchase, or offer pay-as-you-go options for subscription, or to limit permissions to print or 
make  copies  of  the  file.  Apple’s  FairPlay  DRM  and  Amazon’s  equivalent  include  similar 
provisions. If you choose to sell eBooks directly from your own site, you could use the DRM 
supplied by Adobe (http://www.adobe.com/products/contentserver).

There is, however, much debate about the use of DRM, including about how effective it is given 
the ease of circumvention, and consumer resistance. 

Ultimately it is up to each individual publisher to decide whether or not to apply DRM to their 
eBooks. Currently, most commercial publishers do utilise DRM, thinking that despite its flaws, it 
at least provides them with some level of copy protection and peace of mind.  
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8  Pricing

8.1 Pricing expectation on major platforms and the discount to print

The issue of eBook pricing has been discussed at great length since the market began to take 
shape two or three years ago. But how should you price your eBooks? 

Currently eBooks that have limited interactivity are, on the whole, cheaper than printed books,  
in part because they are less expensive and less labour intensive to produce and distribute. File  
conversion,  electronic  storage  and  distribution  are  smaller  burdens  for  the  publisher  than 
printing, warehouse storage and physical distribution.

While the initial costs of author advances and royalties, editing, cover design and marketing are  
the same for print and eBooks, the ongoing costs of keeping an individual eBook title on the 
market are low in comparison.

For better or worse, consumers have come to expect greater discounts on the price of eBook 
editions in comparison to the printed book, due to heavy discounting by Amazon, Google and 
Kobo. These eBook retail giants have in many cases sold eBooks well below the recommended 
retail price, as “loss leaders”, in a bid to win a share of the burgeoning eBook audience. 

8.2 Pricing and its relationship to the wholesale and agency models

Under  the  traditional  wholesale  model,  the  publisher  sells  their  eBooks  to  the  retailer  at  a 
wholesale price, and the retailer can resell the title at a retail price of its choosing, be it higher or  
lower than the wholesale price. This is the model that has allowed the big retailers to make a 
short-term loss in the hope of longer-term gain.

The agency  model,  which some larger  publishers  have  embraced  in partnership with  Apple,  
involves the publisher selling its eBooks at a set price of its own choosing to the consumer via an 
agent (Apple or another retailer) on a commission basis. Currently, that commission is typically  
30%.

These arrangements are evolving due to a range of technical, legal and business developments, 
and new models may emerge. 

8.3 Price points and balancing volume and profit

Australian publishers continue to experiment with pricing. Some sell new books at the same price 
whatever the format. Others set the recommended retail price at 10 to 20 per cent less, or lower, 
for the eBook, discounting that further as the book moves to the backlist. According to Kobo, 
the books that sell well are those that are priced at 50% or less of the recommended retail price 
(RRP) of the paperback, which generally means $12 and under. Books priced around $5 sell the  
best, but this is not necessarily a formula that will work well for all books or all publishers. At any 
rate, there is not yet sufficient local data in Australia to accurately inform us one way or the other.

Some self-publishing authors, who have none of the overheads of larger publishing houses, have  
experimented further with eBook pricing, setting prices under $5 in some cases; there are some  
notable  success  stories,  although  only  a  fraction  of  self-published  eBooks  on  Amazon,  for 
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example, sell  more than 100 copies. Whilst there are some high profile cases of independent 
authors  making a  good living  selling  99 cent  eBooks  on Amazon,  these  are  very  much the  
exception to the rule. For obvious reasons, many in the industry are concerned at eBooks being  
priced too low, and the long term effect this will have on consumer expectations.   

8.4 The value of experimenting with price

Given the rapidly changing landscape in eBook retail, a small publisher, when setting their prices,  
may want to examine the pricing of comparable titles  already on the market to ensure their  
chosen structure is in line with current industry standards. And then experiment – it’s usually 
straightforward, by resubmitting metadata, to raise or lower prices, and see what happens. One of 
the  advantages  to  eBook publishing  is  that  a  publisher  can  make spontaneous  and  targeted 
promotional decisions, and receive fairly prompt data in return. Only by experimenting will you 
gain a growing understanding of how, when and why readers are buying your eBooks. 
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9  Distribution

9.1 The case against doing it yourself

You may have been selling printed books from your own website for some time, so why not sell  
your own eBooks? Well, there are a number of reasons why it is recommended that at this stage, 
you do not sell eBooks directly:

• Effort: firstly, and simply – save yourself the work! There are many services out there that 
can provide you with good global distribution that you need only link to from your own 
site.

• Website: To run a good online store, you want to have a good, clean, easy-to-navigate 
website with a secure paywall. This most likely requires investment in your current site.

• DRM: You may want to apply DRM to your EPUBs (that is, if you wish to restrict the  
file sharing of your books), as this is something that the eBook vendors normally apply.

• Supporting  the  sector:  Independent  bookselling  in  Australia  is  embracing  eBook 
technology and many stores are providing eBooks to their customers by partnering with 
companies  such  as  ReadCloud,  Booki.sh  and  Google.  As  an  industry,  we  are  laying 
foundations for a strong and profitable market, and it is, arguably, in our best interests at 
the moment to be directing readers to these eBook outlets. Make your eBooks available 
for sale with as many different vendors as possible, and then simply offer links to all of 
them, via each title on your website, so that readers can choose.

9.2 Using your current distributor

If you have a distributor for your print books, you may wish to speak to them about their eBook 
distribution services. You’re probably not obliged to keep your  eBooks with them (unless there 
was a clause in your original agreement saying as much). Factors to consider are:

1. Which vendors they have eBook distribution agreements with?
2. Are they able to distribute eBooks globally?
3. What percentage of the sale price do they take?
4. Are there any other costs associated with distributing your eBooks?
5. What kind of sales and promotional services do they offer to help sell your eBooks?
6. What kind of sales and marketing analytics can they provide?

9.3 Aggregators – who are they, what do they do, and what do they charge?

An aggregator  helps  publishers  and  self-published  authors  distribute  their  eBooks  widely  to 
vendors, or resellers. Aggregators may assist with such issues as file conversion, pricing guidelines,  
developments  in  technology  and,  for  a  fee,  may  also  offer  a  variety  of  marketing,  PR,  and 
advertising services. They can absorb much of the administrative issues associated with selling 
through vendors.  Many  eBook retailers  will  accept  EPUB files  direct  from authors  or  small 
publishers, but given the growing number of retailers and the complexities of their requirements, 
some  organisations  are  turning  to  various  aggregation  service  providers.  Some of  the  larger  
publishers offer eBook distribution services to their existing print distribution clients. Others are  
considering offering the service to other publishers, but had nothing to announce as this guide  
went to press.

“… aggregation is at the heart of every effective distribution system – aggregators 
moderate and simplify a complex network of many-to-many relationships, 
aggregating buyers and sellers at a scale neither side could achieve on its own, 
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creating value for both sides.”
(Book: A Futurist’s Manifesto)

An aggregator will retain a percentage of the sale price of the book, and this can vary wildly.

9.4 Digital Asset Management (DAM)

DAM  consists  of  managing  the  ingestion,  annotation,  cataloguing,  storage,  retrieval  and  
distribution of digital assets. A digital asset is any item of text or media that has been formatted  
into a binary source that includes the right to use it. DAM services, usually provided via ONIX-
based software, are designed to store and organise your eBooks in one place, for easy distribution 
and metadata management. An aggregator, should you decide to use one, would provide DAM 
for  you,  and  you  would  have  access,  via  secure  log-in,  for  the  purposes  of  uploading  new 
books/digital media and information (metadata). Larger publishers may have their own DAM 
systems in place, from which they distribute directly to vendors and resellers. 

If you are using an external Digital Asset Management service, then there will most likely be 
monthly or yearly subscription costs associated with this. This can be quite pricey if you are going 
to them directly, up to thousands of dollars a year, and especially not cost-effective if you don’t 
have many books. 

As the digital environment becomes more robust, publishers can make scale-dependent choices 
about whether to build their own DAM system or buy the service. 

9.5 Working with libraries

Many library  suppliers  have  begun  to  make  eBook  lists  available  to  their  libraries,  and  the  
demand from libraries for eBooks has increased significantly in the last year. The models for  
selling eBooks to libraries are still evolving. One model is a licence that allows the library to ‘lend’ 
an eBook to one  ‘borrower’  at  a  time,  whereby a  library  that  wants  to ‘lend’ several  copies  
simultaneously will  purchase several  licences. See the  Digital  Publishing Australia website  for 
more information on how to supply books to libraries, or ask your distributor/aggregator.
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10 Promoting and marketing your eBooks

10.1 Why it's critical for you to actively promote and market

Shopping online is a very different experience to shopping in bricks and mortar stores, partly 
because the internet is a different  browsing environment to a bricks and mortar bookstore. By 
and large, people come across your eBook in the following ways:

• They already know about your book and do a search online;
• Somebody ‘shares’ a URL that leads you to the book (by Facebook, email, Twitter, etc);
• A shopping environment such as Amazon leads you to books it thinks you like based on 

algorithms;
• A subject you are researching online leads you to that book inadvertently;
• You simply ‘stumbled’ upon the book.

Publishers  in  the digital  environment need to  employ daily  strategies  for  maximising  selling 
opportunities. 

10.2 Developing your own online community and using social media

Much is said about social media, and many use it both very well and fairly ineffectually. There is a 
general rule that the tone you take with your ‘followers’ should be one third personal and two 
thirds professional. And the best way to start – if you haven’t already – is to look up some of your 
favourite companies, suppliers, writers, media commentators, etc, and have a look at what they  
do. Twitter, Facebook, LinkedIn, Vimeo or YouTube can all be excellent tools in telling audiences 
about your book, but it’s no good simply spruiking your wares all the time. Create discussions 
around your books by linking to other sites,  products and news items.  Build up an identity  
around your imprint by sharing content. This way, when you have a book to talk about, it will  
not be received as a piece of marketing alone. You have built up a dialogue with your ‘followers’, 
and this is why it is referred to as a community.

10.3 Getting feature space with eBook vendors

Almost  all  eBook retailers  are  eager  to work with publishers  to promote  and feature books.  
Google in Australia employs a curator specifically charged with this task and if you’re using an 
aggregator, you should be in conversation with them about what sorts of opportunities there are.  
If your book has recently been shortlisted for an award, or mentioned in a news item, you can 
alert the eBook vendors and discuss options for showcasing the book for a period. Many eBook 
vendors also have ‘cheap reads’ categories, and they’re eager to give books a go in this area, by 
bringing the price down temporarily to under $5 for example.

10.4 Invite bloggers to do a review

There are many bloggers who review books and interview authors, and a simple online invitation 
via  your Twitter  or  Facebook account to receive a free  copy and write  a review can be very 
beneficial. You should become familiar with who the reviewers and bloggers are to make sure 
you’re targeting the best ones for your books.
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10.5 Working with booksellers

In Australia, independent bricks and mortar bookstores are relatively healthy, especially since the  
demise of the RedGroup in early 2011, which removed a fair chunk of the local competition. To 
combat the effects of market volatility and growing online book buying from websites such as the 
Book Depository  and Amazon,  independent  bookstores  in  Australia  are  working together  to 
showcase the sector to readers, running national campaigns and being present in the ongoing  
discussion. There are multiple opportunities, as a publisher, to get involved in these discussions 
and ensure that you and your books are included. Many of these bookstores are, or will be,  
including eBook selling facilities  in their  websites  – and they’re  all  keen to experiment with 
promotions and partnerships. Now is an excellent time for you to be in direct conversation with  
them about some ideas around this.

Likewise, when it comes to the large eBook vendors, such as Google and Kobo. These companies 
are set up in such a way so that publishers, whether large or small, can be actively involved in the  
promotion of a book, at no cost. In many cases there is a ‘curator’ employed to make sure they 
are showcasing the latest award shortlist or winning author, or featuring books pertinent to a 
particular issue of the day. In the case of Australian eBookstores that are powered by Google, such 
as  Booktopia  or  Dymocks,  you  can  also  contact  the  relevant  people  here  directly.  They  are  
currently engaged in just as much market uncertainty as publishers are, and as such, are keen to 
explore different ways of doing things, and different collaborations. Furthermore, as they don’t  
have  to  actually  handle  any  ‘stock’  the  barriers  to  these  bookstores  making  spontaneous 
promotional decisions have greatly diminished. 

10.6 Previews and sample content

When you upload an EPUB file to an eBook vendor, the metadata you’ve provided will allow 
that vendor to display a certain amount of that book free of charge to interested readers. Booki.sh 
and Google (and there will be others) have a facility whereby you can embed that free sample  
wherever you like, whether it be your website, your Facebook page, a blog or wherever. Booki.sh 
also  allows  you  to  invite  individuals to  download  a  complete  free  copy  of  your  book  for 
promotional and review purposes, a handy function in the lead up to your release date. Larger  
publishers are also using a facility called NetGalley (www.netgalley.com) in a similar way, but this 
is a service that you have to pay for.

10.7 Working the metadata

Because of the way in which we are now all accustomed to searching for things online, in many  
respects an eBook is only as good as its metadata. Consumers use the web to browse, not only for 
the books they want, but for everything. And, especially since the advent of Google Books, it is  
becoming more and more common for a print book or eBook to be one of the search results that 
comes up when the user didn’t realise they were even looking for a book. As explained earlier in  
the  guide,  it  is  imperative  that  your  book  contains  the  best  and  most  accurate  metadata  it  
possibly can. This is now akin to judging a book by its cover (or its back cover blurb), which can  
no longer be relied on to catch the attention of a browsing reader.

“The publisher (and retailer) with the best, most complete metadata offers the 
greatest chance for consumers to buy books. The publisher with poor metadata risks 
poor sales – because no one can find their books.”
(Book: A Futurist’s Manifesto)
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10.8 Designate the role

And  finally,  consider  appointing  someone  to  specifically  cover  all  of  these  tasks.  Do  not 
underestimate the time required to manage all  of  these  things,  or  the value in having them 
managed well.
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11 Royalties
Standards for royalties for eBooks are evolving, and practices vary markedly, both in relation to 
royalties paid by book vendors, and royalties paid by publishers to authors.

11.1 Royalties from vendors

Royalties from vendors can differ wildly depending on the vendor, and whether you’re using your 
current  book distributor  or  an  aggregator.  The following  observations  come from publishers 
consulted in the course of preparing this guide; others may have had different experiences, and 
practices will change over time.

A book vendor can take anywhere between 30% and 55% of the sale of a book. An aggregator 
may retain anything between 5 and 10%. Book distributors can take up to 25%. Based on this  
revenue split, the percentage that goes to a publisher can range between 30-70% of the sale price 
of the title. While many eBook vendors may have non-negotiable discounts in their contracts,  
aggregators may be able to negotiate better rates for you. On average, a publisher can expect to 
receive around 50% of the RRP. If an eBook vendor requires a larger percentage than that, you  
can try lifting the price of your eBook to compensate.

11.2 Authors' shares

The focus of this guide is on publishers’ arrangements with vendors and aggregators, rather than 
with authors and other contributors of content.

If you are an author who is a member of the ASA or State Writing Centres, you may be able to 
get guidance about negotiating royalties with a publisher from that association. The ASA has 
published  an  information  sheet  called  E-books:  Royalties  and  Contracts,  which  includes  its 
recommendations  regarding  contracts  and  royalties,  and  is  available  from  its  website  at 
www.asauthors.org/lib/ASA_Papers/ASA_Ebooks_Royalties_Contracts_2010.pdf.  Similarly,  a 
publisher who is member of an association such as  the APA or SPUNC may be able to get 
information or advice to assist with their negotiations.

11.3 How platforms pay

Different eBook vendors will have different arrangements when it comes to paying royalties, and 
this will be outlined in your agreements. Many of them will not pay royalties if there is less than  
X amount of dollars in sales for the period (this minimum can range from $50-$150). And a  
period may be monthly, bi-monthly or quarterly. If you are using an aggregator, then they will 
collect  royalties  on your behalf  and will  pay as  per your agreement,  less the percentage they  
retain.

In many cases an eBook vendor or aggregator will require you to have a PayPal account in order 
to pay you. This is an internationally available service and does not attract the same fees as a bank  
does, for example, when processing international payments. For this reason alone, it is very useful  
to have a PayPal account, as international transfer fees can be considerable. Amazon does not 
currently support PayPal payments to Australia, and unless you have a US bank account, they 
will only pay via cheque, in US dollars. Local eBook vendors, such as Booki.sh, will pay via  
electronic funds transfer, and will simply require your account number and BSB. Most other 
vendors discussed in this guide will use PayPal.
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11.4 Setting up to be paid

Establish  a  PayPal  account  (go  to  www.paypal.com.au)  from the  very beginning so  that  the 
option is ready to go should a vendor prefer this method. For international payments, contact  
your  bank  about  the  simplest  and  least  expensive  options.  Electronic  funds  transfers  and 
international cheques incur large fees. If an international vendor does not include the option to 
pay via PayPal, it may be worth negotiating less frequent royalty payments (depending on the  
quantity of books your selling), to help minimise the fees. 
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12 Further Information

12.1 Overview of current eReader devices and trends

Consumers  are  reading  eBooks  on  smart  phones,  tablets,  dedicated  e-ink  reading  devices, 
netbooks, laptops and desktop PCs or Macs, which presents a number of challenges for small 
publishers. The first is to ensure that your titles are available on as many of these platforms as 
possible, so that every potential customer can access/read your eBooks on their chosen device. 

If your eBooks are only available through independent supplier Booki.sh, for example, users of 
the  Kindle,  Sony  Reader  and  Kobo  e-ink  devices  will  only  have  limited  access  (Booki.sh’s 
platform is web browser-based). That is, the devices will need to have a built-in web browser 
(such as the Kindle 3, but not earlier Kindles, and the latest Kobo touch, but not earlier Kobos).  
If your titles are only sold via Amazon’s Kindle store, they will not be available to owners of the 
other e-ink readers (Amazon uses a proprietary file format to lock Kindle users into shopping 
from its store only). However, users of the iPad and iPhone and other tablets emerging on the  
market will be able to read books purchased from most major eBookstores via the relevant app – 
such as those from Google eBooks, Kobo, ReadCloud and Amazon for example. Android phones 
and tablets come close to offering that versatility, but users have no access to Apple’s iBookstore  
nor to content purchased there on other devices.

The second challenge around devices is to ensure that your content renders correctly across all 
platforms  –  less  of  a  concern  if  you’re  talking  about  straight  text  EPUBs  as  opposed  to 
illustration-rich files.

So which devices do you need to consider? Research commissioned by the Federal Government’s 
Book Industry Strategy Group in 2010 found that of eReading Australians, some 28 per cent  
used a Kindle,  22 per cent an Apple iPad, 21 per cent a PC/laptop/netbook, 11 per cent a 
smartphone (probably either the Apple iPhone or an Android device), 4 per cent a Kobo and 3  
per  cent  a  Sony Reader.  Some 11 per  cent  of  responses  slotted  into  the  Other/don’t  know 
category, which suggests they’re using one of the lesser known e-ink readers like the BeBook, Neo 
or iRiver Story, or an Android tablet.

Since that research was conducted, the number of Android-powered tablet competitors to the 
iPad  on  sale  in  Australia  has  increased  markedly.  These  include  the  Blackberry  Playbook,  
Motorola Xoom, Sony Tablet S and Samsung Galaxy Tab. They vary in size from a paperback-
sized 6" or 7" screen, to the larger format 9" or 10" which, like the iPad, are designed to display  
magazine-style or video content.

Most of the major eBookstores now offer reading apps for these full colour Apple and Android 
smart  phones  and  tablets.  Specialist  developers  and  publishers  have  created  individually 
downloadable enhanced eBooks and book-like apps for both platforms too.

Amazon and Kobo have gone one step further and launched their own Android-based tablets, the 
Kindle Fire and Kobo Vox. The former is not yet available in Australia. The Cumulus is another  
Android-based  tablet  designed  primarily  for  eReading.  It’s  available  through  independent 
bookstores partnered with ReadCloud.
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Tablets  are growing in popularity because they offer more than just an eReading experience.  
Australians  are  using  their  tablets  to  connect  via  social  media  and  email,  to  work  using 
spreadsheets  and other utilities,  to consume and create audio and video content and to play 
games as well as to read. There are some, though, who prefer the uninterrupted flow of reading 
on a dedicated eReading device.

Sony, Apple, Amazon and Kobo release updated versions of their devices regularly – usually once 
a year – adding functionality and often lowering the price each time. The cheapest options, at 
between $90 and $200 in most cases, are the e-ink eReaders like the basic Kindle and Kobo and 
the Sony Reader. Their mono screens are not backlit like those of computers, smart phones and 
tablets, and are thus less likely to cause eye strain and better suited to reading in sunlight. Battery  
life is much longer too – an e-ink eReader may only need to be charged every few weeks, as  
opposed to every two or three days for a smartphone or tablet.

New eReading devices are constantly being launched. The following Wikipedia article lists all the 
major  devices  currently  available  and  is  updated  regularly  - 
http://en.wikipedia.org/wiki/Comparison_of_e-book_readers

12.2 Print on Demand

Print On Demand, or POD, can be a good option to include in your digital publishing strategy.  
POD is an inexpensive way to print books to order, as opposed to having a warehouse store  
books and send them to bookstores. If you have a book that is out of print, or a book that sells  
just a few at a time here and there, then this may be an option for you. Some aggregators may  
already have agreements with POD companies such as Lightning Source, so you may already be 
able to access POD services that way. Lightning Source has distribution channels all over the 
world, so anyone anywhere can order a copy of your book online, or an excerpt from the book,  
and it is printed and mailed to them within 48 hours or so. Just think of it as another way in  
which you can make your book available.

How this works is that you provide a print-ready PDF for the POD company to have on file, and 
when a copy of the book is ordered from a bookseller, the printer prints the book, sends it off, 
and remunerates you for the sale price less the percentage retained by the bookseller and the cost  
of printing, which may be between $1.50-$3.00 a unit depending on the size of the book (based 
on paperback). There may also be a yearly fee per title for managing the book, but this is usually  
nominal. 

POD has been particularly useful to academic and technical publishers, as these are the sorts of  
books ordered one at a time by students and practitioners of particular subjects.
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13  Service providers and keeping up to date

13.1 List of service providers

You can find a list of service providers on our website -  www.digitalpublishingaustralia.org.au.
This list should be considered a starting point only, so that you can begin your investigation and 
ask the questions most critical to your needs. The service providers listed on the website will be  
updated based on feedback.

13.2 Keeping up to date

On the Digital Publishing Australia website you will also find a list of ways in which to keep up 
to date with the latest news and trends in digital publishing. Whether it be via key industry 
organisations, websites,  Twitter, Blogs, conferences, courses or books – you will find plenty of 
places to go for further information where you can continue your learning.
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