Routledge is an academic publishing house which does not as yet engage in translation as such, but we do have books that discuss translation theory, for instance Translation: An Advanced Resource Book edited by Basil Hatim and Jeremy Munday. The Routledge India Originals programme is relatively young, having been around for about four years yet, but we have done quite a bit of interesting work. Our Poetry, Politics and Culture: Indian Texts and Contexts by Akshaya Kumar discusses Punjabi as well as Indian English poetry, and has translations from a number of poems. The forthcoming Crisis and Beyond: Re-evaluating Pakistan edited by Naveeda Khan also has translations from poetry by Faiz Ahmad Faiz, among others. The Pathfinders series, with the first book, Muhammad Iqbal by Javed Majeed, is full of translations of Iqbal’s work, and the forthcoming Veena Dhanammal (a lesser known Carnatic singer) by Lakshmi Subramanian and Sarfoji II will have translations as well, the first from Indian classical vocal music; these are very affordably priced at Rs 295 and should do well in the market. Hoshang Merchant’s Forbidden Sex/Texts: New India’s Gay Poets is a text which attempts to analyse and crack the codes of sexual mis(conduct) in contemporary India, gives short histories of the fate of several Indian gay writers, including Vikram Seth, Ismat Chughtai and Suniti Namjoshi, and explains the difficulties of ‘coming out’; excerpts (in translation, some Merchant’s own) form a good part of the book, making it relevant in the discussion of translation and multi-lingualism. One of our books, Kalyan Sanyal’s Rethinking Capitalist Development: Primitive Accumulation, Governmentality and the Post-colonial Capitalism, is being, on the request of an Italian publisher, being translated by us into Italian. Our books are affordably priced in Indian rupees so as to acquire a good readership base; these can be easily bought by the individual reader as well as by libraries. 
Because of the entrance and increased interest of multinational publishing houses in India (fiction as well as non-fiction, Routledge being one such), more money for publicity purposes has found its way in the forms of book launches and discussions, advertising, etc. Multinationals are already usually trusted brands worldwide, therefore the Indian reader would associate a certain publishing house with a certain quality of publishing. But multinationals need to build up their brands in India too, in the minds of readers as well as potential authors (because publishing is, after all, a service industry, with authors being the customers/clients). In that sense, branding needs to be the mantra. There has been an impact on Indian sales and marketing techniques due to the presence of international publishing brands in the sense that European and American-based publishing houses are realizing the growing market for a variety of books in India are willing to provide the infrastructure and money to their offices here to promote the brand. Branding can be in terms of individual authors who are already big names in their field(s), or in terms of a genre of books, say graphic novels or chick lit. For instance, a book launch for The Rise of the Plebeians?: The Changing Face of the Indian Legislative Assemblies edited by Christophe Jaffrelot and Sanjay Kumar (published by Routledge) will sell well as Jaffrelot is  a big name in the academic world. A book launch is being held to promote the book further, with fliers being distributed as well. 
Genres have existed in India, but perhaps not in the names/classifications/categories now assigned them. This is what I also mean by branding. Detective novels and children’s books have been present in India since ages, but with the increased media attention abroad on certain genres, there has been the creation of certain categories such as graphic novels or chick lit, words and phrases which are easy to pronounce and are retained in the readers’ minds. It is interesting in this connection to note that Nick Hornby’s books technically belong to the genre ‘lad lit, and it is from this that the phrase ‘chick lit’ emerged. However, nowadays one notices more the in-your-face presence of chick lit, and especially so by Indian writers writing in English, whether in India or abroad, eg. Meenakshi Reddy Madhavan (You are Here), Kavya Viswanathan (How Opal Mehta Got Kissed, Got Wild and Got a Life), Advaita Kala (Almost Single), Nisha Minhas (Chapatti or Chips?, Sari and Sins), etc. Books belonging to this genre are attractively packaged, usually with bright colours and catchy titles to immediately snag the viewer/reader’s attention and facilitate a higher retention in the consumer’s mind. These are also usually available at very affordable prices so as to enable a wider readership base.
Some chapters/excerpts from these books, especially those which are highly publicized, are made available in the form of booklets/supplements with popular magazines such as Marie Claire, Femina, Elle, etc., a clever publicity tactic. For instance, an excerpt from Madhavan’s book (which was also publicized heavily by the author on her blog) was made available with an issue of Femina. Readers wanting to reserve the first few copies of the book could also do so on the website of the publishing house, thus building brand recall. J. K. Rowling is a great example here.
It is heartening for a publishing house to have its author take an avid interest in the sales and promotion of the book, for this will mean greater profits for both. The publishing house, no doubt, is instrumental in making an author a brand, but authors who are brands in themselves are usually either well-known in their fields already, or extend their existing fan base by spending a lot of time online, commenting on other people’s blogs/websites and requesting comments on theirs, publicizing their book on their own blog and offering sneak peeks at the contents; talk about the process of the writing of their books and also about their day-to-day lives, all of which is eagerly lapped up by the hungry public.

Social networking sites such as Orkut and Facebook are also being increasingly used by individual writers as well as publishing houses to advertise/publicize their works. Advaita Kala created a group on Orkut to initiate discussions on her upcoming book Almost Single; this facilitated conversation about the book even eventually outside of Orkut, so that by the time the book hit the stands, there were already interested potential readers. This seemed to be a fresh, intriguing idea of building reader interest in a book by a new, unknown writer. 

