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The workshop was composed of a variety of editors working in the Indian publishing world, from Katha, specializing exclusively in publishing translations, to Harper Collins India, a multi-national trade publisher, to periodical publishing (ATLAS), to academic publishing (Sage and Routledge). We had provided each participant with a list of questions to consider in advance. These were the following: 

· The development of Indian publishing: It might be helpful to start off with some initial discussion of the historical trajectory of Indian publishing from independence onwards; which publishers and editors were driving the market in the 40s and 50s, compared with later periods? Has the industry changed significantly since 1947?

· English as a literary "link-language"? What roles and responsibilities have publishers had in promoting English as the main language in which books are published in India? Relationship to readership, levels of education, circulation of books, price of books, etc.
· The market for literature in translation: what is the market for literature in translation? How does it vary across languages? What is the literary language with the largest readership? 
· Translation between Indian languages: Some commentators have remarked that there is an increasing production and promotion of translations between Indian languages outside of English. Is this a recent trend? In other words, is there an emerging alternative to English as a link language for translation in South Asia?

· Publishing and language: What is the role of publishers in deciding what languages/literatures to translate? Do different publishers occupy different niches in the literary market, according to the languages they translate? 

· Multi-national publishing: How has the Indian publishing scene changed with the stronger presence of the publishing multi-national conglomerates such as Harper Collins and Random House? Has it had an impact on sales and marketing techniques?
· Genres: Are we witnessing a bigger presence of “genre” literature in India recently? For example, detective novels, children’s literature, “chicklit”? Is this a symptom of the changing contours of the Indian publishing industry in the last 10-20 years and/or of the changing readership for fiction in India? 

· The role of periodicals in relationship to literature in translation: how do literary magazines interact with publishers? What is the readership of these magazines? Does their readership ever overlap with that of the publishers? 

· Readerships: What is your perception of the “typical” Indian reader of literature in translation (if indeed there is such a figure), in terms of gender, caste, class, geographical location, urban/rural, etc? How has this figure changed, or maintained some continuous characteristics, in the 60-odd years since independence?

· Literary prizes: What is the role of literary prizes in India? In Britain, for example, these are considered a sure boost to a writer’s sales. Is this similar or different in India?

In the course of the workshop, a fascinating picture emerged of the Indian publishing industry, that also shed some interesting light on the role played by translation and that of bhasha languages in this constantly evolving sector. From what the participants said, it was clear that while English language publishing dominates the production of books, there is a substantial readership for texts in bhasha languages, and for English-language literature in translation, while there is a real need to build up the market for translations from bhasha languages into English. More than one participant remarked that big publishers need to take more risks with publishing translations; ironically, it is usually the small publishing houses who go out on a limb and specialize in publishing translations. All agreed that it was difficult to market translations and to create a readership for them; readers tended to prefer to read texts originally written in English (here, naturally, we are referring to translations into English). Another very interesting aspect that emerged from the workshop was how quickly an internal market for Indian fiction in English is growing; it is no longer seen as a form that is “produced” merely for the West (proof of this being that Aravind Adiga’s The White Tiger sold 80,000 copies in India alone after winning the Booker, though more on this later). 
Each participant gave a short presentation, referring to the questions as they related to their own line of work as editors. Sudeep Sen, editor of ATLAS Magazine, submitted a written response to the questions which he read out at the seminar. These ar available as a separate file. 
Moyna Mazumdar, Katha (the full text is available as a separate file)
Moyna Mazumdar is an editor at Katha, a publisher which specializes in translations from bhasha languages into English. An important part of Katha’s mission is to valorize the rich multi-lingual diversity of contemporary Indian literature. Mazumdar remarked that apart from English, the largest number of works translated into any one Indian language is Malayalam. In terms of the translations themselves, Mazumdar made some specific comments.The editors work closely with the translators on the translation. “At Katha, we strive to retain the bhasha word wherever possible so that regional variations are not whitewashed by a pan-Indian or standardized Hindi word. For instance, in a story whose source bhasha belongs to the Indo-Aryan group, sindoor or kumkum is used, while stories translated from a Dravidian language have kumkumam or kumkuma. At the same time, there’s a conscious avoidance of using bhasha words to exoticize, and instead an attempt to use them as unobtrusively and frequently as they are actually used by most of us in life. Which is also why these words are not italicized and singled out from the narrative, as we believe they belong, and should belong, to English as spoken in different parts of India. By the same token, no regional bhasha word is substituted say, where the author has chosen to use the English, vermilion. Likewise, kinship terms, festivals, foods, plants, caste, class, community, cultural, geographical, historical markers, are retained as far as possible in bhasha. They are either explicated on first mention or quietly woven into the text where possible so as to at least convey the context, even if not the entire meaning. There is no glossary. Footnotes, however, are used in a few exceptional cases.” Mazumdar also remarked on the issue of translating a generic term with a context- or language-specific meaning; for example, the word “Hindustani” in Bengali has a specific semantic field that does not coincide with “Indian” . She also remarked that the language of English translations has produced different varieties of English in relationship to the bhasha source language. “At Katha, we try as far as possible to assimilate into English the rhythms, tones, nuances of the bhasha or boli, without compromising readability, the story or the writer. But yes, every text throws up new challenges and demands that the English bends, twists and breaks and reshapes and relocates itself accordingly. So you could say that there are as many Englishes as there are bhashas or texts. Because we believe forcing a pan-Indian English on these translations would defeat their very purpose.”
Sugata Ghosh, Sage

Next to speak was Sugata Ghosh from Sage Publishers, which is primarily an academic publisher. They have recently instituted a programme of translation of academic works, primarily the social sciences, from English into four Indian languages: Tamil, Marathi, Bangla and Hindi. Their next aim is to publish books simultaneously in two languages, for example Tamil and English. This programme, according to Ghosh, has possibilities of exponential growth in regional languages; there is a huge market for it. 


Ghosh addressed the question about the history of Indian publishing: until 1947, publishing was dominated by British colonizers and by missionaries. Then, after 1947,the government took over the industry. The government encouraged people, such as family businesses, or private individuals, to take on publishing as a profession; there was little corporatization at the time, except for Oxford University Press and very few other publishers. But the marketing of books has undergone a huge change in the past 10-15 years, and the academic book scenario in particular has improved a lot. But unfortunately, due to financial pressures, Sage is less and less able to publish Ph.D. theses as books. These sorts of monographs are dying out. Surviving on the institutional market is becoming increasingly difficult; namely, selling to university libraries and other similar institutions, is proving quite hard. Hence, texts that focus on “micro-facts”, the specialized academic monographs, are disappearing, whereas more “general” books with titles such as Caste in India do much better. 


Though English has certainly helped the industry, academic titles in bhasha languages have sold many more copies than those in English. The same is true for non-fiction; there have been much better sales in regional languages. The marketing and promotion are done jointly in partnership with a regional publisher. But the imprint of the book remains Sage. One very successful distribution ploy was to place academic titles in locations such as paan shops, train stations, etc, and not just bookstores, thus making them much easier to access. This has really helped sales. Moreover, they are priced around 150 Rupees, compared to 650 Rupees for the same title in English. 

Pallavi Narayan, Routledge (full text available as a separate file)
Pallavi Narayan, from Routledge, spoke next.  Since hers is an academic publisher, she had fewer comments about the role of translation in the publishing industry. Routledge has a new series called Routledge India Originals that has published a number of interesting volumes. She is part of a small editorial team, which concentrates on every aspect of publishing. Thus she participates in the whole process from start to finish. She ended by addressing the question of genre literature; certainly chicklit is a new genre in India that is doing extremely well, and its readership cuts across classes. 

V K Karthika, Harper Collins

The last to speak was VK Karthika, editor at Harper Collins India. In order to address some of the issues raised by the questions circulated in advance (see above), she had decided to comment on two or three “cases” of recent novels published by HC that were hugely successful. Firstly, The White Tiger, by Aravind Adiga, winner of the Booker Prize in 2008. Harper Collins India bought the Indian rights to the novel in a pretty tough bidding war. They did a TV publicity campaign for the novel, the first time something like this had ever been done in India for marketing a work of fiction. They then sent out the books to stores everywhere, and set it at a relatively low price for a novel in English, 395 Rupees. They sent out 12 or 13 thousand copies. At first sales were a little slow, just after the novel was published in March [?]. But then the news came through that it had been first long-listed, and then short-listed for the Booker. Short-listing meant at least another year of sales. Karthika was surprised it had been shortlisted, since it was competing with titles by Salman Rushdie and Amitav Ghosh, and plus it was a first novel by an unknown author. And she certainly never expected it to win the Booker Prize, so when she got the call late at night that the novel had won, she was understandably thrilled.


Between October 2008 and January 2009, the novel sold 80,000 copies, a number which is unprecedented in India for a novel in English (and a first novel at that). Karthika was sure it is going to sell 100,000 copies. And it was being sold everywhere; at newsstands, in remote parts of the country, at traffic intersections. More generally this case shows how, in India, publishing has become news, it has become mainstream news, and authors have become celebrities. To go on to other examples of two chicklit books published by HC, Almost Single and The Zoya Factor, these were also promoted very aggressively. They show that the publishing industry has become about marketing. It is not yet like in the West, where marketing teams often sit in on editorial meetings, but it is slowly becoming more and more similar to this.  


Karthika felt that the difficulty with translations had to do with marketing. A translated text is not a first-hand product, and so it is hard to sell. Also, few people in the industry like to take risks; they only publish writers who are well-known, and well-established in that language. There should be more marketing of the writer in the case of translations. Or, perhaps, works in translation should be marketed as simply stories. 10% of Harper Collins India’s titles are translations, and she said she would like to see more of that. 


But the question is: what is the right sort of marketing for a translated text? As for readership, translated texts sell 2 to 3,000 copies maximum, and so there is no guarantee of immediate returns. As for translation into bhashas, Karthika remarked that it would be important to build a library of good international fiction and translate it into Hindi; but this is a long-term investment. With language publishing, we have to think long-term; there are not many immediate bestsellers, unless the translator herself is well known, as is the case with Baby Halder’s autobiography A Life Less Ordinary, originally written in Bengali, then translated in Hindi and translated in English by Urvashi Butalia. We discussed the issue of the (in)visibility of the translator; Katha for example places the name of the translator on the covers of its books. 
Conclusions

As mentioned in the opening, a varied picture of the publishing sector emerged; a publisher of translations, an editor of periodicals, an editor at a major multi-national publisher, and two editors from academic publishers. It was unusual to hear that academic publishing has such a vibrant market in the bhasha languages, both to its reduced sales price and to its being sold in unconventional venues such as tobacco shops and roadside stands. It was interesting to see the growth, in the short space of a very few years, of a robust internal market for Indian fiction in English which had meant the rapid development of genre literature such as chicklit, with immediate crossovers into film. The editors all agreed that marketing literature in English translation was a risky business, and that it deserved more investment on the part of big mainstream publishers. But what did emerge that the market for translation into bhasha languages from English is very healthy, and growing day by day.
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