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 Jo Lusby from Penguin China

YINTONG TALKS WITH...

I 
met Jo Lusby, Penguin’s jet-setting 
managing director over lunch in 
Beijing. She has been in China for 

13 years, having arrived to work as an 
English teacher in 1998. Her publishing 
career grew out of a hobby after she set 
up a local bilingual magazine which was 
distributed by bicycle to 4,000 readers. 

Jo’s local specialist knowledge was iden-
tified as a valuable commodity and she was 
head-hunted by Penguin. Like many small 
start ups, Penguin China started life in a 
bedroom – Jo’s – and six years later she now 
runs a team of 11 and plays a prominent 
role in the Chinese publishing industry.  

The company’s initial focus was to bring 
its iconic brand to a new generation of 
readers, both by bringing its publishing 
to China and taking the works of Chinese 
authors to the rest of the world.  Jo is par-
ticularly proud of their achievements in the 
latter. Penguin has acquired more than 30 
contemporary and classic titles about and 
from China for international publication. 
Wolf Totem by Jiang Rong, won the Man 
Asian Literary Prize and has sold more cop-
ies to date than any other work of Chinese 
fiction in English. Contemporary Chinese 
classics by Lu Xun have also been re-intro-
duced to the world to great acclaim. At 
Penguin more books are translated from 
Chinese into English than from any other 
foreign language.

Trade in English books moving from the 
UK to China grew 75 per cent last year. 
The demand is from native English speak-

ers and Chinese people who are keen to 
develop their language skills (and benefit 
from the kudos of publicly reading English 
hardbacks!) whilst broadening their knowl-
edge of the world.  Up to 40 per cent of the 
books sold in China last year were by for-
eign authors.

What has contributed to this success? Jo 
believes that Penguin’s brand power and 
effective marketing are crucial. Historically, 
the Penguin brand was well known in 
Hong Kong and, to Jo’s surprise, she also 
discovered a loyal circle of Chinese readers 
on the mainland. In the late 1960s during 
the Cultural Revolution, libraries were shut 
down, teachers were re-assigned to manual 
labour and cultural influences were actively 
destroyed. During this time, many foreign 
missionaries and diplomats moved out of 
the country, leaving their books to their 
local friends. But, as reading went under-

ground, interest in the pastime grew. 
Book marketing is not yet particularly 

sophisticated in China. The industry used 
to be controlled by the government so, 
without a commercial imperative, many 
publishers merely published to political 
order.  Penguin’s international expertise 
and marketing experience clearly gives the 
company an advantage and have helped Jo 
grow Penguin’s market share in China. Jo 
told me that as 80 per cent of books are 
purchased online in China, she began to 
exploit this channel.  For children’s books, 
for example, she realised that the parents 
would buy books online in their offices, 
while the carers – grandparents or nannies - 
were taking care of the children during the 
day.  Based on this, Penguin’s marketing 
strategy is two-fold. They nurture parents 
with guidance on book reading through 
their 5,000-strong network of bloggers. 
Instead of focusing on teaching - the tra-
ditional Chinese approach -  they encour-
age reading for pleasure, to satisfy a sense 

of adventure and a creative spark. On the 
other hand, they maintain direct links with 
children and their carers, organising play 
groups and reading sessions.

There is no doubt that the cultural indus-
tries in China need to be sensitively man-
aged. However, over the last 12 months, 
a steady stream of important regulatory 
changes have seen ‘grey’ areas of publish-
ing brought into the open, allowing for 
greater involvement from foreign and pri-
vate publishing firms. The government 
has also started driving the industry to 
take on a more entrepreneurial approach, 
allowing for more commercial freedom. 
Like my fellow marketing and publishing 
professionals, I am excited about the busi-
ness opportunities that this new direction 
will generate for the publishing industry in 
the West, as well as creating a much better 
understanding between China and the rest 
of the world.  

 I could listen to Jo for days but my 
time is up. Luckily, with the forthcom-
ing London Book Fair taking place in mid 
April, I hope to catch up with her again in 
the UK. 

Yintong Betser is a China business 
specialist and the author of Active Business 
Travel – China  www.activeukchina.com

If you have a story to tell about your  
China-related business, please contact her 
at yintong@activeukchina.com    

Dorothy Spry on employer 
and employee satisfaction

T
HE relationship between employ-
er and employee is at the heart of 
every business and although tech-

nology has changed the way we work by 
enabling us to automate and streamline 
processes in the workplace, we must not 
neglect the engine that drives business - 
the people in them. From CEOs to entry-
level employees, it is by understanding 
more about the way people’s thoughts 
affect their decisions and actions that 
we are able to increase productivity and 
sales as a result.

Take a look at the following list and put a 
mental tick next to each one of the ‘poisons’ 
that you observe or have to deal with in 
your work environment on a daily basis. 

Frightening, isn’t it? There is a good 
chance you have ticks against most of the 
above. Note that I said ‘daily’ and not 
weekly or from time to time. That’s why 
it’s essential to improve on the way an 
individual’s thinking affects their profes-
sional and personal life. Although a pan-
acea for employer-employee satisfaction 
has yet to be found, one method which 
is having much success in this area is 
Cognitive Behavioural Coaching (CBC) 
which brings together elements of psy-
chology with regular coaching. It is well 
suited to coaches, managers and HR pro-
fessionals and has the advantage of being 
time-limited, solution-focused and based 
in the present.

CBC involves thinking about thinking, 
and the impact your thoughts can have on 
your personal and professional life.

Have you ever been in a situation where 
a co-worker or your boss walked right past 
you one morning without as much as an 
acknowledgement or hello? Whereas one 
individual will interpret the situation in a 
negative light with thoughts such as ‘what 
have I done wrong?’ or ‘I shouldn’t be treat-

ed like that’, another person may think that 
the individual in question must be hav-
ing a bad day or must have something on 
their mind. The first set of reactions will 
foster frustration, anger and inner turmoil 
leading to anxiety and reduced productiv-
ity in the workplace and will result in low 
emotional intelligence. CBC can help in 
reframing the situation so that an employee 
or employer can manage themselves and 
others by improving their emotional self-
awareness.

By using a CBC approach, the coach 
can help a client to identify, examine and 
change unhealthy thoughts, feelings and 
beliefs, and start them thinking in ways that 
are more realistic, positive and effective.

If a client is experiencing a psychologi-
cal or emotional barrier which is causing 
unhelpful goal blocking, or performance 
interfering emotions, thoughts, feelings and 
actions, CBC can play an important part 
because it focuses on the future, on solv-
ing problems, and on developing solutions. 
And because of its speed and efficacy, many 
individuals and organisations are turning to 
CBC with very positive results.

How can CBC help you and your organi-

sation? Here is a non-exhaustive list:

develop skills

goals

CBC is moving the coaching industry 
to a new level where the thoughts, feelings, 
emotions and beliefs that poison our per-
sonal and professional life are questioned in 
a constructive and positive way, thus allow-
ing individuals to become their own coaches, 
which in turn leads to a better balance both 
personally and professionally. After all, if 
we want to achieve the panacea of employee 
-employer satisfaction, we need to make a 
determined effort to seek out what actually 
works.

Dorothy Spry is a career performance 
coach specialising in cognitive 
behavioural coaching. 

www.Cognitive-Behavioural-Coaching.com

Panacea or poison?

“Like many small 

start ups, Penguin 

China started life 

in a bedroom.”
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