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THE BOOK THAT STARTED THE SELF-PUBLISHING
REVOLUTION…

…by the man the industry turns to for
publishing advice.

 


You can be in print. You can
have a book you will be proud of. You can make it a
successful seller. Most importantly, you can afford it!

The Self-Publishing Manual, more
effectively and successfully than any other book, has turned
writers with an idea into successful authors with books. Real
books. Books to be proud of.

How? By providing solid, usable information
in clear, concise, readable language. By covering every stage of
the process from putting ideas into words and words into print, and
print into books and books into the hands of readers. This is not
the stuff of theory; it is the product of hard-earned experience
written by a man who walked, then ran the path to success. More
than 120 times.

Dan Poynter is the acknowledged
expert in the field of publishing. He didn’t get there by
self-promotion. He got there by producing measurable results for
countless authors who were turned down by or chose to turn away
from established publishers.

From the very first edition through the
15th, The Self-Publishing Manual delivered insider secrets
for creating a solid foundation in self-publishing. Each subsequent
edition was updated to cover the latest development in the
technology and realities of the publishing industry. However,
unless you have the 16th edition, you don’t have all you need to
know to keep you on the fast track to success in the rapidly
evolving world of publishing.

This is your single most important resource;
it will lead you to publishing success.

 


#

I have never met an author who is sorry he or
she wrote their book. They are only sorry they did not write it
sooner.

—Sam Horn, Tongue Fu!

#
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highlighter to indicate important parts of The Self-Publishing
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 ABOUT THE AUTHOR






DAN POYNTER is the author of more than 120
books and a Certified Speaking Professional (CSP). He has been a
successful publisher since 1969.

Dan is an evangelist for books, an ombudsman
for authors, an advocate for publishers and the godfather to
thousands of successfully published books.

His seminars have been
featured on CNN, his books have been pictured in
The Wall Street Journal and his story has been told in U.S.
News & World Report. The media come to
Dan because he is a leading authority on publishing and the Father
of Self-Publishing.

His books have been translated into Spanish,
Japanese, British-English, Russian, German, and others. He has
helped people all over the world to publish.

Dan shows people how to make a difference as
he makes a living by coaching them on the writing, publishing and
promoting of their books. He has turned thousands of people into
successful authors. His mission is to see that people do not die
with their books still inside of them.

He was prompted to write this book because
so many other authors and publishers wanted to know his secret to
selling so many books. Now Dan is revealing it to you—the good life
of self-publishing.
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PREFACE—NOTE TO THE READER

 


This is an exciting time to be in the book
business. Book writing, publishing and promoting are changing—for
the better!

You will encounter pivotal stories of my own
experiences and some from people like you who wanted to write books
and perhaps now play a part in influencing what others think and
do—to possibly even change the course of a reader’s life. I hope
you enjoy these stories. I have also included quotations from
experts in the field of writing or publishing, related quotations
from others and some of my own thoughts (they are the unattributed
quotations).

There’s not enough room in one manual to
include everything you should know about self-publishing.
Consequently, Para Publishing has prepared many supplemental
reports (called Documents, Special Reports or Instant Reports),
which are referenced in relevant places throughout this manual. You
may not want or need these supplements right now, but when you do
you can find them on our Web site (by typing in the document number
in the search box) or can contact us by email or telephone about
getting copies. Appendix 2 gives a comprehensive listing of these
resources.

Dan Poynter, Santa Barbara
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WARNING—DISCLAIMER

 


This book is designed to provide information
on writing, publishing, marketing, promoting and distributing
books. It is sold with the understanding that the publisher and
author are not engaged in rendering legal, accounting or other
professional services. If legal or other expert assistance is
required, the services of a competent professional should be
sought.

It is not the purpose of this manual to
reprint all the information that is otherwise available to authors
and/or publishers, but instead to complement, amplify and
supplement other texts. You are urged to read all the available
material, learn as much as possible about self-publishing and
tailor the information to your individual needs. For more
information, see the many resources in Appendix 2.

Self-publishing is not a get-rich-quick
scheme. Anyone who decides to write and publish a book must expect
to invest a lot of time and effort into it. For many people,
self-publishing is more lucrative than selling manuscripts to
another publisher, and many have built solid, growing, rewarding
businesses.

Every effort has been made to make this
manual as complete and accurate as possible. However, there may be
mistakes, both typographical and in content. Therefore, this text
should be used only as a general guide and not as the ultimate
source of writing and publishing information. Furthermore, this
manual contains information on writing and publishing that is
current only up to the printing date.

The purpose of this manual is to educate and
entertain. The author and Para Publishing shall have neither
liability nor responsibility to any person or entity with respect
to any loss or damage caused, or alleged to have been caused,
directly or indirectly, by the information contained in this
book.

If you do not wish to be bound by the above,
you may return this book to the publisher for a full refund.
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1 YOUR PUBLISHING OPTIONS

Why you should consider self-publishing

#

Books are the main source of our knowledge,
our reservoir of first faith, memory, wisdom, morality, poetry,
philosophy, history and science.

—Daniel J. Boorstein, Librarian of
Congress Emeritus

#

Nearly everyone wants to write a book. Most
people have the ability, some have the drive, but few have the
organization. Therefore, the greatest need is for a simple system,
a road map. The basic plan in this book will not only provide you
with direction, it will also pro-mote the needed drive and expose
abilities in you that may never have been recognized.

Magazines devoted to businesspeople, sales
reps and opportunity seekers are littered with full-page
advertisements featuring people with fabulous offers. Usually,
these people discovered a successful system of business in sales,
real estate or mail order, and for a price they are willing to let
the reader in on their “secret.” To distribute this information,
they have written a book. Upon close inspection, one often finds
that the author is making more money from the book than from
the original enterprise. The irony is that purchasers get the wrong
information; what they need is a book on how to write, produce and
sell a book!

Writing a book is probably easier than you
think. If you can voice an opinion and think logically, you can
write a book. If you can say it, you can write it.
Most people have to work for a living and therefore can spend only
a few minutes of each day on their book. Consequently, they can’t
keep the whole manuscript in their head. They become overwhelmed
and confused, and find it easy to quit the project. The solution is
to break up the manuscript into many small, easy-to-attack chunks
(and never start at page one, where the hill looks steepest). Then
concentrate on one section at a time and do a thorough job on each
part.

People want to know “how to” and “where to,”
and they will pay well to find out. The information industry—the
production and distribution of ideas and knowledge as opposed to
goods and services—now amounts to more than one-half of the U.S.
gross national product. There is money in information. To
see how books are tapping this market, check the best-seller lists
in Publishers Weekly, USA Today, The Wall Street
Journal or The New York Times.

Your best sources for this salable
information are your own experiences, plus research. Write what you
know. Whether you already have a completed manuscript, have a great
idea for one or need help in locating a suitable subject, this book
will point the way.

Since poetry and fiction are very difficult
to sell, we will concern ourselves with nonfiction. Writing
nonfiction doesn’t require any great literary style; it is simply a
matter of producing well-researched, reorganized, updated and, most
important, repackaged information. Some of the recommendations here
can be applied to fiction, just as the chapters on promotion and
advertising might be taken separately and used for other products
and businesses. However, all the recommendations are written
toward, and for, the reader who wishes to become an author or an
author–publisher of useful information.

#

Writing ranks among the top 10 percent of
professions in terms of prestige

—Jean Strouse, as quoted in
Newsweek.

#

BECOMING A CELEBRITY AUTHOR

The prestige enjoyed by the published author
is unparalleled in our society. A book can bring recognition,
wealth and acceleration in one’s career. People have always held
books in high regard, possibly because in past centuries books were
expensive and were, therefore, purchased only by the rich. Just 250
years ago, many people could not read or write. To be an author
then was to be an educated person.

#

Books through the ages have earned humanity’s
high regard as semi-sacred objects.

—Richard Kluger, author and editor

#

Many enterprising people are using books to
establish themselves in the ultimate business of being a celebrity
information provider. Usually starting with a series of non-paying
magazine articles, they develop a name and make themselves visible.
Then they expand the series of articles into a book. Now with their
credibility established, they operate seminars in their field of
expertise, command high speaking fees and issue a high-priced
newsletter. From there, they teach a course at the local college
and become a consultant, advising individuals, businesses and/or
others. They find they are in great demand. People want their
information or simply want them around. Clubs and corporations fly
them in to consult, because it is more economical than sending all
their people to the expert.

Achieving this dream begins with the
packaging and marketing of information. Starting with a field you
know, then researching it further and putting it on paper will
establish you as an expert. Then your expert standing can be
pyramided with interviews, articles, TV appearances, talks at local
clubs, etc. Of course, most of this activity will promote your book
sales.

#

Recognition is everything you write for: it’s
much more than money. You want your books to be valued. It’s the
basic aspiration of a serious writer.

—William Kennedy

#

In turn, all this publicity not only sells
books, but also opens more doors and produces more invitations,
leading to more opportunities to prove your expert status and make
even more money for yourself. People seek experts whose opinions,
advice and ideas are quoted in the media. Becoming an expert
doesn’t require a great education or a college degree. You can
become an expert in one small area if you’re willing to search the
Internet (the world’s largest library), read up on your subject
elsewhere too and write down the important information.

*

Sample expert bio

 


Dan Poynter is a parachute expert who
advises attorneys, judges and juries about what happened or what
should have happened in skydiving accidents. He is not a lawyer or
even an engineer, but has written seven books on related subjects.
His technical books on parachutes and popular books on skydiving
give him the expertise to be hired and the credibility to be
believed.

*

A BOOK LASTS FOREVER

A book is similar to a new product design or
an invention, but is usually much, much better. A patent on a
device or process runs only 17 years, whereas a copyright runs for
the author’s life plus 70 years. Patents cost thousands of dollars
to secure and normally require a lot of legal help. By contrast, an
author with a simple two-page form and $30 can file a copyright.
Once you write a book, it’s yours. You have a monopoly on your book
and there is often little direct competition.

Many people work hard at a job for 40 years
and have nothing to show for it but memories and pay stubs.
However, others take their knowledge and write a book; the result
is a tangible product for all to see. A book lasts forever, like a
painting or a sculpture, but there are many copies of the book—not
just one. While a sculpture can only be admired by a limited number
of persons at any one time in the place where it is displayed,
books come in multiple copies for the entire world to use and
admire simultaneously.

Another success secret is to cut out the
intermediaries who are the commercial publishers and produce
and sell the book yourself. You can take the author’s royalty and
the publisher’s profit. You get all the rewards because you are
both the author and the publisher. Now, in addition to achieving
the wealth and prestige of a published author, you have propelled
yourself into your own lucrative business—a publishing house. This
shortcut not only makes you more money (why share it?), it also
saves you the frustration, trouble and time required to sell your
manuscript to a publisher. You know the subject and market better
than some distant corporation anyway.

#

It circulated for five years, through the
halls of 15 publishers, and finally ended up with Vanguard Press,
which you can see is rather deep in the alphabet.

—Patrick Dennis

#

To clarify for those readers who might
misunderstand, publishing doesn’t mean purchasing a printing press
and actually putting the ink on the paper yourself. Nearly all
publishers leave the production to an experienced book printer.

 


YOUR OWN PUBLISHING BUSINESS

A business of your own is the great American
dream, and it is still attainable. In your own business, you make
the decisions to meet only those challenges you find interesting.
This is not goofing off; it is making more effective use of your
time by working smarter, not harder. After all, there are only 24
hours in a day. If you are to prosper, you have to concentrate on
what will bring the most return.

Running your own enterprise will provide you
with many satisfying advantages. You should earn more money because
you are working for yourself rather than splitting your efforts
with someone else. You never have to worry about a surprise pink
slip. If you keep your regular job and moonlight in your own
enterprise as recreation, it will always be there to fall back on
should you need it. In your own company you start at the top, not
the bottom, and you work at your own pace and schedule.

In your own small business, you may work
when and where you wish; you don’t have to go where the job is. You
can work till dawn, sleep till noon, rush off to Hawaii without
asking permission. This is flexibility not available to the
time-clock punchers.

Before you charge into literary battle and
attack your keyboard, review Chapter 11 of this book. It describes
how your life will change once you become a published author. Being
an author–publisher will sound like a good life, and it can be.
However, working for yourself requires organization and discipline.
Yet work won’t seem so hard when you are counting your own
money.

 


THE BOOK PUBLISHING INDUSTRY

To help you understand what’s ahead, here
are some definitions and background on the book publishing
industry:

* To Publish means to prepare and
issue material for public distribution or sale or “to place before
the public.” The book doesn’t have to be beautiful; it doesn’t even
have to sell; it needs only to be issued. Salability
will depend upon the content, the packaging and the book’s
promotion.

* A Publisher is the one who puts up
the money, the one who takes the risk. He or she has the
book assembled for the printer, printed and then marketed, hoping
to make back more money than has been spent to produce it. The
publisher might be a big New York firm or a first-time author, but
he or she is almost always the investor.

* A Book by International Standards
is a publication with at least 49 pages, not counting the covers.
Books should not be confused with “pamphlets,” which have less than
49 pages, or “periodicals,” such as magazines and newspapers.
Periodicals are published regularly and usually carry
advertising.

 


THE BOOK PUBLISHING INDUSTRY in the
U.S. consists of some 82,000 firms (up from 3,000 in 1970),
according to the R.R. Bowker Co., but there are many more thousands
of publishers. Altogether, they publish more than 200,000 titles
every year. The large publishers, based in New York, are
consolidating, downsizing and going out of business; there are just
six left. There are perhaps 300 medium-sized publishers and more
than 81,000 small/self-publishers. Some 8,000 to 11,000 new
publishing companies are established each year. Currently, 2.8
million titles are available or “in print” in the U.S.

 


YOUR PUBLISHING CHOICES

An author who wishes to get into print has
many choices. You can approach a large (New York) general publisher
or a medium-sized niche publisher. You can work with an agent, deal
with a vanity press (a bad choice) or publish yourself. And there
are also choices when it comes to printing (see Chapter 4).

If you publish other authors as you expand
your list of titles, you may graduate to the ranks of the
medium-sized publisher. You could one day even become a large
general publisher. Here are the choices.
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1. LARGE PUBLISHING FIRMS are like
department stores; they have something for everyone. They publish
in many different fields and concentrate on books that anticipate
audiences in the millions. A look at the numbers in big publishing
will help us to better understand their challenges.

It has been estimated that more than 2
million book-length manuscripts are circulated to publishers each
year, and many of the large publishers receive 3,000–5,000
unsolicited manuscripts each week. Reading all these manuscripts
would take an enormous amount of time, and a high percentage of the
submissions do not even fit the publisher’s line. They are a waste
of editorial time. Consequently, many of the publishers refuse
delivery of unsolicited manuscripts by rubber-stamping the packages
“Return to Sender”; writers are being rejected without being
read!

#

Authors do detailed research on the subject
matter but seldom do any on which publishing house is appropriate
for their work.

—Walter W. Powell, Getting Into
Print

#

The 12,000 bookstores in the U.S. don’t have
enough space to display all the 200,000 titles published each year,
so they concentrate on the books that move the best in their
neighborhoods. Consequently, most publishers figure that even after
selecting the best manuscripts and pouring in the promotion money,
only three books out of ten will sell well, four will break even
and three will be losers. Only 10% of the New York-published books
sell enough copies to pay off the author advance before royalties
are paid.

Have you ever wondered why books in
bookstores tend to have very recent copyright dates? They are
seldom more than a year old because the store replaces them very
quickly. Shelf space is expensive and in short supply. The books
either sell in a couple of months or they go back to the publisher
as “returns.”

Large publishers have three selling seasons
per year. They keep books in bookstores for four months and then
replace them. Most initial print runs are for 5,000 books. Then the
title remains in print (available for sale) for about a year. If
the book sells out quickly, it is reprinted and the publisher dumps
in more promotion money. If the book does not catch on, it is
pulled off the market and remaindered (sold off very cheaply) to
make room for new titles.

The financial demands cause publishers to be
terribly objective about the bottom line. To many publishers, in
fact, a book is just a “product.” They are not interested in
whether it is a good book; all they want to know is whether it will
sell. Therefore, they concentrate on well-known authors with good
track records, or Hollywood and political personalities who can
move a book with their name. Only occasionally will they accept a
well-written manuscript by an unknown, and then it must be on a
topic with a ready and massive audience. A published writer has a
much better chance of selling than an unpublished one, regardless
of the quality of the work.

#

Few of the major trade publishers will take a
chance on a manuscript from someone whose name is not known.

—Walter W. Powell, Getting Into
Print

#

Publishers, like most businesspeople, seem
to follow the 80/20 principle: they spend 80% of their effort on
the top 20% of their books. The remaining 20% of their effort goes
to the bottom 80% of their line. Most books have to sell themselves
to induce the publisher to allocate more promotion money.

Many publishers today suggest that their
authors hire their own PR firm (at the author’s expense) to promote
the book.

#

A SAVVY SUCCESS STORY

 


There is a story about one author who sent
her relatives around to bookstores to buy up every copy of her new
book. The sudden spurt in sales excited the publisher, who
increased the ad budget. The increase in promotion produced greater
sales and her book became a success.

#

Royalties: The author will get a
royalty from the large publisher of 6% to 10% of the net receipts
(what the publisher receives), usually on a sliding scale, and the
economics here are not encouraging. For example, a print run of
5,000 copies of a book selling for $20 could gross $100,000 if all
were sold by the publisher at the full retail list price, but an 8%
royalty on the net (most books are sold at a discount) may come to
just $4,000. That isn’t enough money to pay for all the time you
spent at the computer. The chances of selling more than 5,000
copies are highly remote, because after a few months the publisher
takes the book out of print. In fact, the publisher will probably
sell fewer than the number of copies printed, because some books
will be used for promotion and unsold books will be returned by
bookstores.

Your publisher will put up the money, have
the book produced and use sales reps to get it into bookstores.
However, they will not extensively promote the book— contrary to
what most first-time authors think. Authors must do the bulk of the
promotion. Once authors figure out that very little promotion is
being done, it is often too late; the book is no longer new (it has
a quickly ticking copyright date in it) and is about to be
remaindered. They also can discover, to their dismay, that their
contract dictates that they must submit their next two manuscripts
to this same publisher.

#

Whether you sell to a publisher or publish
yourself, the author must do the promotion.

#

Big publishing houses provide a needed
service; however, for many first-time authors, they are
unapproachable. And once in, an author doesn’t get the best deal,
and getting out may be difficult. In addition, these publishers
often chop the book up editorially, change the title and take a
year and a half to publish it. Authors lose artistic control of
their delayed book.

Their publishing approach might be more
acceptable if the big commercial publishers were great financial
successes. They aren’t, or at least they haven’t been so far. One
publishing house even admits that it would have made more money
last year if it had vacated its New York office and rented out the
floor space!

But there is a brighter side for the small
publisher who understands who his or her readers are and where they
can be found. Since the old-line, big department store-like
publishers only know how to sell through bookstores, there’s a lot
of room left for the smaller boutique-like publishing house
and self-publisher.

Be careful if you hang around with people
from the traditional book industry. Learn, but don’t let their ways
rub off. Study the big New York publishing firms, but don’t copy
them. You can do a lot better.

#

To the smaller publisher, there is no front
list or back list; it is an “only” list.

#

 


2. MEDIUM-SIZED (NICHE/SPECIALIZED)
PUBLISHERS are the smaller and newer firms that serve specific
technical fields, geographic regions, categories of people or other
specialized markets (business, hiking, boating, etc.). Some of
these publishers are very small, some are fairly large, but the
most successful ones concentrate on a single genre or subject
area.

The owners and staff are usually
participants in their books’ subject matter. For example, I
publish parachute books with a sense of mission—because I like to
jump out of airplanes. Participants at these firms know their
subject matter and where to find their reader/buyer because they
join the same associations, read the same magazines and attend the
same conventions the readers and buyers do.

The secret to effective book distribution is
to make the title available in places with a high concentration of
your potential buyers. When a niche publisher takes on your book,
they can plug it right into their existing distribution system. For
example, while some parachute books are sold in bookstores, more
than 90% are sold through parachute stores, skydiving catalogs,
jump schools and the U.S. Parachute Association for resale to its
members. Usually three or four calls to major dealers can sell
enough books to pay the printing bill—before the book is even
printed!

Some writers may think a large New York
publisher is more prestigious (good for impressing people at
cocktail parties), but a small to medium-sized publisher will
usually sell more books because they sell to nonbook trade accounts
as well as to bookstores. Remember, most book buyers are interested
in the subject matter of the book and want to know if the author is
credible. Rarely does anyone ask who the publisher is.

#

Professionals sell then write, while amateurs
write then try to sell.

—Gordon Burgett

#

Contacting a niche publisher: If you
decide you want your book published by someone else, the secret is
to match the manuscript to the publisher. To find the right
publisher, check your own bookshelf or go to your nearby bookstore
and consult the shelves where your book will be. Check the listings
at an online bookstore such as Amazon.com. Look for smaller
publishers who do good work. When you contact a niche publisher,
you will often get through to the top person. They know and like
the subject, and they are usually very helpful. They will be able
to tell you instantly whether the proposed book will fit into their
line.

Niche book publishers tend to be helpful and
friendly. No two niche books are exactly alike; it is rare that two
books on the same niche subject are published in the same year.
Consequently, these publishers do not feel threatened by other
publishers. In fact, publishers often promote other books and each
other. This is why when you contact a publisher and they decide
that your manuscript is not for them, they are eager to recommend
another publisher. They know of lots of other publishing companies,
and most relish being able to help you and the other publisher get
together.

 


3. VANITY OR SUBSIDY PUBLISHERS
produce around 6,000 titles each year; roughly 20 firms produce
about 70% of the subsidized books. Subsidy publishers offer regular
publishing services, but the author invests all the money. Under a
typical arrangement, the author pays the full publishing costs
(more than just the printing bill) and receives 40% of the retail
price of the books sold and 80% of the subsidiary rights, if sold.
(See a fuller explanation of subsidiary rights in Chapter 8.) Many
vanity publishers charge $10,000 to $30,000 to publish a book,
depending on its length.

Vanity publishers claim that they will
furnish all the regular publishing services including promotion and
distribution. All this might not be so bad if they had a good track
record for delivery. But according to Writer’s Digest,
vanity publishers usually do not deliver the promotion they
promise, and the books rarely return one-quarter of the author’s
investment.

#

A CAUTIONARY TALE

 


Soma Vira, Ph.D., paid $44,000 to have three
of her books produced by a well-known subsidy publisher. She
received 250 books but could not verify how many were printed and
suspects they made very few for stock. The books were not properly
edited, typeset, proofed or manufactured. Distributors, bookstores
and reviewers refuse to consider books from this and other vanity
presses. The books she received cost her $176 each and she had to
start over.

#

Legitimate publishers don’t have to look for
manuscripts.

—L.M. Hasselstrom

#

Since binding is expensive, the subsidy
publisher often binds just a few hundred copies; the rest of the
printed sheets remain unbound unless needed. The “advertising”
promised in the contract normally turns out to be only a tombstone
ad that lists many titles in The New York Times. Sales from
this feeble promotion are extremely rare.

POD publishers also provide a subsidy
service; the author pays. Most of them make more money
selling books to the author than to the public. Most of their
marketing efforts are aimed toward the author. (See discussion of
printing options in Chapter 4.)

The ads reading, “To the author…” or
“Manuscripts wanted by…” easily catch the eye of the writer with a
book-length manuscript. Vanity presses almost always accept a
manuscript for publication and usually do so with a glowing review
letter. They don’t make any promises regarding sales, and usually
the book sells fewer than 100 copies. Vanity publishers don’t have
to sell any books because the author has already paid them for
their work. Therefore, subsidy publishers are interested in
manufacturing the book (as few copies as possible), not in editing,
high-quality cover design and typesetting, promotion, sales or
distribution. Since they are paid to publish, they are really
selling printing con-tracts, not books. They are simply taking a
large fee to print unedited and poorly reproduced manuscripts.

Review copies of the book sent to columnists
by a subsidy publisher usually go straight into the circular file
(trash can). The reviewer’s time is valuable, and they do not like
vanity presses because they know that very little editing has been
done to the book. They also realize that there will be little
promotional effort, that the book has not been distributed to
bookstores and that the title will not be available to their
readers. The name of a subsidy publisher on the spine of the book
is a kiss of death.

One major vanity press lost a large
class-action suit a few years ago, but they are still advertising
in the Yellow Pages; they are still in business.

 


4. LITERARY AGENTS match manuscripts
with the right publisher and negotiate the contract; 80% of the new
material comes to the larger publishers through them. The agent has
to serve the publisher well; for if he or she submits an
inappropriate or poor manuscript, the publisher will be reluctant
to consider anything more from that agent in the future. Therefore,
agents like “sure bets” too, and many are disinclined to even
consider an unpublished writer. Their normal commission is 15%.

#

Agents are 85% hope and 15% commission.

#

According to Literary Market Place,
about 40% of the literary agents will not read manuscripts by
unpublished authors, and a good 15% will not even answer query
letters from them. Of those agents who will read the manuscript of
an unpublished author, 80% will charge for the service. Eighty
percent of the agents will not represent professional books; 93%
will not touch reference works; 99% will not handle technical
books; 98% will not represent regional books, satire, musicals and
other specialized manuscripts. Although most agents will handle
novel-length fiction, only 20% are willing to take on either
novellas or short stories, and only 2% have a special interest in
literature or quality fiction.

#

It’s harder for a new writer to get an agent
than a publisher.

—Roger Straus, president Farrar, Straus
& Giroux

#

On the fringe, there are people who call
themselves agents who charge a reading fee and then pay students to
read and critique the manuscript. They make their money on these
fees, not from placing the manuscripts. For a list of literary
agents, see Writer’s Market, Literary Agents of North
America and Literary Market Place. Also see the
directory of agents on the Writers Net Web site at http://
www.writers.net and the Association of Authors’ Representatives,
Inc., an organization of independent literary and dramatic agents,
at http://www.publishersweekly.com.

 


5. SELF-PUBLISHING is where the
author bypasses all the intermediaries, deals directly with the
editor, cover artist, book designer and printer, and then handles
the distribution and promotion. If you publish yourself, you’ll
make more money, get to press sooner and keep control of your book.
You’ll invest your time as well as your money, but the reward will
be greater.

Self-publishing is not new. In fact, it has
solid early American roots; it is almost a tradition. Well-known
self-publishers include Mark Twain, Zane Grey, Upton Sinclair, Carl
Sandburg, James Joyce, D.H. Lawrence, Ezra Pound, Edgar Rice
Burroughs, Stephen Crane, Mary Baker Eddy, George Bernard Shaw,
Edgar Allen Poe, Rudyard Kipling, Henry David Thoreau, Walt
Whitman, Robert Ringer, Spencer Johnson, Richard Nixon, John
Grisham, Tom Peters, Stephen King, Ken Blanchard, L. Ron Hubbard
and many, many more.

These people were self-publishers, though
today the vanity presses claim their books were “subsidy”
published.

Years ago, authors might have elected to go
their own way and self-publish after being turned down by regular
publishers. However, today, most self-publishers make an educated
decision to take control of their book—usually after reading this
manual.

Do self-publishers ever sell many books?
Here are some numbers (at last count): What Color Is Your
Parachute?,22 revised editions and 5 million copies; 50
Simple Things You Can Do to Save the Earth, 4.5 million copies;
How to Keep Your Volkswagen Alive, 2.2 million copies;
Leadership Secrets of Attila the Hun, over 0.5 million
copies; and Final Exit, over 0.5 million copies. These
authors took control and made it big. For an expanded
self-publishing success list, see Document 155 at
http://parapublishing.com/sites/para/resources/allproducts.cfm.

Self-publishing is not difficult. In
fact, it may even be easier than dealing with a publisher. The job
of the self-publisher is not to perform every task, but to see that
every task gets done. Self-publishers deal directly with the
printer and handle as many of the editing, proofing, cover and page
production, promotion and distribution jobs as they can. What they
can’t do, they farm out. Therefore, self-publishing may take on
many forms, depending on the author–publisher’s interests, assets
and abilities. It allows them to concentrate on those areas they
find most appealing and use outside services for the rest.

Properly planned, there is little monetary
risk in self-publishing. If you follow the plan, the only variable
is the subject of the book. Unlike poetry and fiction, most
nonfiction topics sell relatively easily, especially to their
target markets.

Because the big publisher tests a book only
for a few months and then lets sales dictate its fate (reprint or
remainder), the first four months are the most important to them.
The self-publisher, on the other hand, uses the first year to build
a solid market base for a future of sustained sales. While a big
publisher may sell only 5,000 copies in total, the self-publisher
can often count on 5,000 or more each year—year after year.

Para Publishing’s Is There a Book Inside
You? has a self-paced quiz to help you decide between a large
publisher, a medium-sized niche publisher, an agent, a book
producer, a vanity press and self-publishing.

#

Do you realize what would happen if Moses
were alive today? He’d go up to Mount Sinai, come back with the Ten
Commandments, and spend the next eight years trying to get them
published.

—Robert Orben, humorist

#

EIGHT GOOD REASONS TO SELF-PUBLISH

1. To make more money. Why accept 6%
to 10% in royalties from a publisher when you can have 35% from
your bookstore distributor (or 100% if you sell direct to the
reader)? You know your subject and you know the people in your
field. Certainly you know more than some distant publisher who
might buy your book.

Although trade publishers can get your book
into bookstores, they don’t know the nonbookstore possibilities as
well as you do, and they aren’t going to expend as much focused
promotional effort. Ask yourself this question: Will the trade
publisher be able to sell four times as many books as I can?

2. Speed. Most publishers work on an
18-month production cycle. Can you wait that long to get into
print? Will you miss your market? The 18 months don’t even begin
until after the contract negotiations and contract signing.
Publication could be three years away! Why waste time shipping your
manuscript around to see if there is an agent or publisher out
there who likes it?

#

NIXON & THE SPEED OF SELF-PUBLISHING

 


Richard Nixon self-published Real Peace in
1983 because he felt his message was urgent; he couldn’t wait for a
publisher’s slow machinery to grind out the book.

#

Typically, bookstores buy the first book
published on a popular subject. Later books may be better, but the
store buyer may pass on them since the store already has the
subject covered.

3. To keep control of your book.
According to Writer’s Digest, 60% of the big publishers do
not give the author final approval on copyediting; 23% never give
the author the right to select the title; 20% do not consult the
author on the jacket design; and 36% rarely involve the author in
the book’s promotion.

The big New York trade publishers probably
have more promotional connections than you do. But with a huge
stable of books to push, your book will most likely get lost in the
shuffle. The big publishers are good at getting books into
bookstores, yet fail miserably at approaching other outlets or
doing specialized promotion. Give the book to someone who has a
personal interest in it—you, as the author.

4. No one will read your manuscript.
Many publishers receive hundreds of unsolicited manuscripts for
consideration each day. They do not have time to unwrap, review,
rewrap and ship all those submissions, so they return them
unopened. Unless you are a movie star, noted politician or have a
recognizable name, it is nearly impossible to attract a publisher.
Many publishers work with their existing stable of authors and
accept new authors only through agents.

5. Self-publishing is good business.
There are many more tax advantages for an author–publisher than
there are for just authors. Self-publishers can deduct their
lifestyle.

6. Self-publishing will help you think
like a publisher. A book is a product that comes from you,
somewhat like your own child. You are very protective of your book
and naturally feel that it’s terrific. When someone else publishes
you, you think the book would sell better if only the publisher
would pump in more promotion money. The publisher will respond that
they are not anxious to dump more money into a book that isn’t
selling. So if you self-publish, you gain a better understanding of
the arguments on both sides. It is your money and your choice.

7. You’ll gain self-confidence and
self-esteem. You will be proud to be the author of a published
book. Compare this to pleading with people to read your
manuscript.

8. Finally, you may have no other
choice. There are more manuscripts than can be read. Most
publishers don’t have time to even look at your manuscript.

The greatest challenge facing the
smaller and newer publisher today is finding a system for
managing the excitement. Nonfiction book publishers in their
how-to books provide valuable information that readers willingly
buy because it is going to save them time and money. We send out
review copies, draft articles, make email solicitations and
circulate news releases on our books—and customers respond. That is
exciting! Publishing is an easy business, a profitable business and
a fun business. The publishing business is truly
excitement-driven.

 


SHOULD YOU SELF-PUBLISH?

Would-be author–publishers should be
cautioned that self-publishing is not for everyone. Writing is an
art, whereas publishing is a business, and some
people are unable to do both well. If you are a lovely, creative
flower who is repelled by the crass commercialism of selling your
own product, you should stick to the creative side and let someone
else handle the business end.

On the other hand, some people are terribly
independent. They will not be happy with the performance of any
publisher, no matter how much time and effort is spent creating and
promoting the book. These people should save the publisher from all
this grief by becoming their own publisher and making their own
decisions. Fortunately, most of us fall somewhere in between and
can handle both the creative and promotion sides of publishing.

SELLING OUT TO A BIG PUBLISHER: Many
self-publishers find that once they have proven their books with
good sales, they’re approached by larger publishing houses with
offers to print a new edition. If you’re considering selling to a
large publisher, see the related discussion in Chapter 8 along with
my noted precautions and recommendations.

#

$4.2 MILLION PAID!

 


Richard Paul Evans took six weeks to write
the 87-page Christmas Box. He did so well selling it for two
holiday seasons that Simon & Schuster paid him $4.2 million for
it. Now it is in 13 languages. Sometimes authors begin as
self-publishers, get attention and then sell to a larger
publisher.

#

 


THE FUTURE OF PUBLISHING

Packaged information is becoming
increasingly specialized. More and more books are being printed in
smaller quantities. The information in books is going out-of-date
faster. Books are being produced more rapidly. Computerized
equipment allows people to rapidly write, edit, lay out, print and
deliver books. The customer wants more condensed and targeted
information, faster.

The chapters that follow describe in detail
an alternative to traditional publishing. This self-publishing
route will enable you to get your book into print at minimum cost.
This book could be your second chance. It will show you the way to
publication, fame and extra income—a new life.

Obviously, your success cannot be
guaranteed, but many people are doing very well in the
writing/publishing business. This isn’t a get-rich-quick scheme;
there is work involved. Even though you are working for yourself,
at your own pace, it is still work. You won’t get rich
overnight. Building a sound business venture takes several
years.

#

Make effective use of your most valuable
asset—your time.

#

The secret is to invest your labor. Your
time is precious. Like gold, there is a finite quantity. You have
only 24 hours of time each day. You can use your time in several
ways: you can throw it away, sell it or invest it. For instance,
you can waste your valuable time in front of the television set;
time is easy to lose that way.

Most people spend their lives punching a
clock, going to work and getting a check. They trade their labor
for money on a one-to-one basis. If you don’t punch in, you don’t
get paid. But isn’t it better to invest your time in a book that
will sell and generate income while you are away doing something
else? Your labor becomes an investment that pays dividends for
years while you are playing or working on another investment. Don’t
throw away your time; invest it. It is up to you.

You have all the ingredients it takes to be
a successful published author. This book is your recipe.

 


* * * * *

 



2 WRITING YOUR BOOK

Generating salable material

#

Write on a subject you love. Your profit
center should also be your passion center.

#

What are your talents and what do you want
to do? Do you enjoy writing, or do you want to become a published
author but find writing painful? Analyze your abilities,
motivations and overall agenda. Do you want to write, publish or
sell books, to pursue any combination of these activities or even
do all three?

#

I love being a writer. What I hate is the
paperwork.

—Peter de Vries

#

In this chapter, I’ll cover areas to help
you make an educated, personal choice about who will do the writing
part of the equation. First, I will discuss how to get your
thoughts on paper yourself. Then I will look at avenues for
obtaining writing from others. The second part of this discussion
will also take us into areas of publishing.

 


PICKING A SUBJECT

This is the first step. Consider the
elements necessary for selling nonfiction:

* The subject is interesting to you.
What topic do you want to be talking about two years from now?

* You have the expertise (education)
or experience (you have been there, done that).

* The subject interests others; it must
be salable. If you build it, will they come?

* The subject matter is tightly
focused. Readers want specific, narrowly targeted information
today.

* The market is easy to reach. You
will be able to determine who your potential customers are
and where your customers are. You’ll know what stores they
visit, what associations they join, what magazines they read and
what events they attend.

* The market of potential buyers is large enough.

#

There are three rules to successful writing:
(1) have something to say, (2) know how to say it, and (3) be able
to sell it.

—David Hellyer

#

The book should be on a subject that you’re
interested in and on which you are an expert—or on which you would
like to become an expert soon. Perhaps you’ve spent years working
at, specializing in and learning about something, and there are
thousands of people out there willing to pay good money to get the
inside information from you. Or if you select your hobby, there are
a number of advantages— (1) you know what has been written in the
past, (2) you have the contacts for gathering more information and
(3) your further participation in that hobby will become tax
deductible.

If you need help evaluating your project,
contact author–publisher Gordon Burgett at Gordon@sops.com. He will
read your manuscript and make recommendations on market targeting,
manuscript rework (if necessary), publishing and marketing; he will
report on readability and salability.

 


FICTION VS. NONFICTION

Nonfiction is information that people buy
because it will save them time or money. It is much easier to
convince people to buy nonfiction than fiction. Unfortunately, the
unknown fiction writer or poet is at the same point as the unknown
painter or musician.

Nonfiction.
Most often, the subject of a book—not the name of
the publisher or the comments of a reviewer— is what sells
nonfiction. Every new national craze requires how-to books. Don’t
be discouraged if your subject has already been covered. That just
proves someone else thought it was important. Using your own
experience and the latest information, you can do it better. The
how-to subjects with the best sales potential are money, health,
self-improvement, hobbies, sex and psychological well-being. Find a
need and fill it. Remember, most people buy nonfiction to learn
some-thing or to solve a problem. You can help them.

#

130,000 SOLD!

 


One specialized book that sold for years was
my title Hang Gliding. It went through the press 10 times
for 130,000 copies in print. And the printings sold out.

#

Fiction
is related to all other books of fiction in its
category. A reader who buys one mystery is a prime candidate for
another mystery. Fiction must compete for a person’s leisure time
too. He or she must choose not only between reading this book of
fiction and reading other books, but also between reading this book
and engaging in other forms of entertainment, such as going to a
movie, renting a video or walking on the beach.

Poetry is even more difficult to sell than fiction. But since we
receive so many requests for this information, we have assembled
the Instant Report 606, Publishing Fiction
and Poetry; find it at
http://parapublishing.com/sites/para/resources/allproducts.cfm.

At Para Publishing, we specialize in
coaching nonfiction book publishers to sell more books. We do not
claim to have any expertise in magazine or newsletter publishing,
fiction or poetry. There are many kinds of publishing. Some of our
programs, ideas, leads and resources will work for creative
literature, but that is not our specialty.

There may be more money in publishing your
information in short monographs than in longer books. Timely
mono-graphs usually command a higher price, can be published in
shorter runs and take less time to produce. You can even sell them
on the Web as downloadable information. Don’t overlook
well-researched short reports.

 


WRITING IT YOURSELF

Creating your own material is easy if you
have a system; all it really takes is organization and discipline.
When you follow my system, creating copy becomes challenging fun,
and you see the progress you’re making—which is encouraging.

Although writing a book is not difficult,
it’s not for the lazy. As with joining Alcoholics Anonymous or
going on a diet, you’ll have to change your lifestyle. This means
waking up one morning and making a decision to do it now. Getting
into the system and developing good habits will provide you with a
sense of purpose and a feeling of accomplishment. Once you have
selected a topic, only the decision to start stands between you and
the finished book.

For more detailed,
step-by-step instructions on how to write your book, see my
book Writing Nonfiction
at
http://parapublishing.com/sites/para/resources/allproducts.cfm.

#

Writing has to come first.

—Sue Grafton

#

Time,—that is,—a lack of
it, is the most frequently heard excuse
for not completing a book. But somehow we always find time for
those things that are important to us. We just naturally put them
first. Often we can fit in an hour of writing time each day by
completing our other chores faster. Another way is to get up one
hour earlier. This is perfect scheduling, because the house tends
to be quiet, the tele-phone doesn’t ring and you are refreshed;
most writers find the early morning to be their most creative and
productive time. But you must put this daybreak hour first and not
let anything interfere with it. Once you gather momentum in your
project, you’ll find that rising early will be easy; you won’t even
miss that hour of sleep. Or, like some other writers, you may
prefer to write at night after work, in the wee hours after other
people in your household have gone to bed or on the
weekends.

Set up a writing area in a spare room or in
a corner of the living room. Keep your computer and research tools
there. Your creative-writing time is precious; don’t waste it
trying to get organized in a new location each time.

 


CHOOSING A TITLE

Spend time on your title. A good title is
essential; in fact, it’s half your sales package. If you have a
poor title, your potential customer may never recognize the book as
being valuable to him or her.

Start with a short, catchy and descriptive
title and add a longer, explanatory subtitle. If the first word of
the title is the same as the subject, it will make the book easy to
find in the alphabetical book directories.

Brainstorm the title and also come up with a
good one-liner that tells a complete and compelling story about
your subject. Write down all your ideas for both. Your title may
evolve and change as you write the book. The title is the single
most important piece of promotional copy you will draft for the
book.

If you need more
explanations, see Document 630, Selecting
a Book Title that Sells, at
http://parapublishing.com/sites/para/resources/allproducts.cfm.

 


DEVELOPING THE BOOK’S COVERS

FRONT COVER:
Your front cover will feature your title and
subtitle. In the planning stages, list the most important person in
your field (association or industry) for the Foreword (and please
note the spelling of Foreword).You will try to get him or
her to pen the Foreword later.

SPINE: If you stack the title on the spine, it will read more easily
on the shelf. (See the spine of this book.) An image is also a nice
touch to grab attention. I often use the logo for my publishing
company.

BACK COVER:
Write your back-cover sales copy before you write
your book. This exercise will help you focus on your audience and
what you plan to give them. You have to draft the back-cover copy
eventually, so you might as well do it before you write the
book.

 


DRAFTING YOUR BACK-COVER SALES COPY

Stores have tens of thousands of books
displayed with their spines out. With all this congestion, it’s
hard to get attention. Initially, all that buyers see is the book’s
spine. If they take it down, they will gaze at the cover for about
four seconds and then flip it over to read the back cover. On
average, they will spend just 14 seconds here, so the trick is to
keep them reading longer. Your back-cover copy has to be punchy and
laden with benefits; it has to speak to the potential buyer.

Your cover designer will lay out the
packaging of your book and incorporate the illustration, put it all
on disk and send it to you ready for the printer; however, you must
draft the sales copy. The back-cover layout shown above will take
you step by step through the sales-copy drafting process. Use your
computer so you’ll be able to move the copy around once it has been
entered.

Here are explanations for each area of the
worksheet.

* CATEGORY: Visit a bookstore and
check the shelf where your book should be displayed. Note the
categories on the books and the shelves. Listing the proper
category on the back cover of your book will ensure that your book
will be easier to find, because the book-shop personnel will place
it on the right shelf.

* HEADLINE: Now you need an arresting
headline addressed to potential buyers. You want them to relate to
the book and find themselves in it. Do not simply repeat the title
here; do not bore the potential buyer. You have already printed the
title on the front. For an example of a strong headline, look at
the back cover of this book.

* DESCRIPTION: Concisely (in two to
four sentences) state what the book is about. What will the reader
gain by reading this book? Get to the point—many times. This
section is all the potential buyer will read before skimming the
rest to make a buying decision.

* BENEFITS AND HIGHLIGHTS: Focus here
on the specifics of what the reader will get from your book in
terms of benefits and coverage. Concentrate on the most valuable
and most important items.

 


Say, “You will discover:” and then present
the list:

l [item]

2 [item]

3 [item]

4 [item]

 


* TESTIMONIALS AND ENDORSEMENTS:
Dream up three different quotations from people you would
like to quote. Use names or titles
recognizable in your field, sources that might impress potential
buyers. This is just a draft; dress it up. You will secure some of
these endorsements later.
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* AUTHOR: Show that you, the author,
are the ultimate authority on the subject. Just two or three
sentences will do.

* SALES CLOSER: End with a sales
closer in bold type. Ask the browser to buy the book. Use something
like “This book has enabled thousands to..., and it will show you
the way too.”

* PRICE: Bookstores like a price on
the book. The price is a turnoff, so place it at the end of the
sales copy. Never locate the price at the top of the back cover. If
this is a hardcover book, place the price at the top of the front
flap.

* BAR CODE with the International
Standard Book Number (ISBN) and price. The bar code on a book
identifies the ISBN, which in turn identifies the publisher, title,
author and edition (hardcover, etc.). Make room for, but do not
worry about, the bar code and ISBN now.

Your title, subtitle, back cover
headline and
benefits/highlights may
be swapped. Once you have written them, you may wish to move some
of them around. For example, one of your benefits might actually be
a better subtitle.

The back-cover copy on most of the books you
see in bookstores is weak and uninspiring. The title is repeated
and then is followed by several quotations and a bar code and
that’s it! Haphazard copy is the sign of a lazy (or maybe
inexperienced) copywriter. This lack of effective competition on
the shelf will give you the upper hand. Work on drafting
mouth-watering, action-producing, customer-stampeding,
riot-provoking, wallet-grabbing sales copy.

Years ago I said, “Write your ad before you
write your book.” This was to help writers focus on their audience
and what they were going to give their readership. Then I realized
that the most important “ad” you will ever write is your back-cover
copy. Now I say, “Write your cover copy before you write your
book.”
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Unfortunately, many nonfiction books are
written without a specific market in mind, and since the book does
not provide what the potential buyers want, it does not sell. The
book-cover writing will help you focus on who your customer really
is.

For more information on
covers, see Document 631, Covers That Sell
Books, at
http://parapublishing.com/sites/para/resources/allproducts.cfm.

 


RESEARCH: FINDING MATERIAL FOR YOUR BOOK

Research
is simply reading, making notes, condensing and
rearranging the gathered pertinent information. All research should
begin with the Web because you’ll pick up more current information
there than at any library or bookstore. Register your information
needs with Excite and Google. They will send you clippings from
several sources.

Search online bookstores such as Amazon.com.
Research what has been written in your field. Then study actual
copies of the related books. What’s missing? What could you do
better? Use the Internet search engines and library resources to
find more information.

#

The greatest part of a writer’s time is spent
in reading in order to write.

—Samuel Johnson

#

Be a detective.
Gather everything ever written on your subject.
Load yourself up with so much material that you’ll have to decide
what to leave out. Overdo it, and you will be proud of the
result—secure in the knowledge that you have covered the subject
completely.

You’ll want your readers to know about all
the books, magazines, newsletters, tapes, software and other
references available on your subject. List them in the Appendix of
your book.

As an author and opinion-molder, you may not
have to buy some of these resources. Ask the publishers for free
reference copies, and discuss the possibility of permissions and
attributions for used information. Now that you are researching,
you’re a member of the print media and will be able to attend a lot
of related events for free. Use your new business card to get a
press pass, media packet and preferential treatment.

 


COPYRIGHT: WHAT YOU CAN LEGALLY USE

Copyright is a subject that interests
potential authors. They want to know how to protect their precious
material from others and also how much they themselves can
borrow.

Copyright does not cover
facts or ideas. Copyright covers only the expression of ideas in a sequence of
words. Copying ideas is research; copying words is plagiarism. So
copy ideas, copy facts, but do not copy words. Make it a rule never
to repeat any three words in a row.

#

GETTING PERMISSION

 


If you find material that you wish to use as
is, contact the author for permission. Type out exactly what you
wish to use and email: “I would like to quote you in my book.
The wording is below. Since it has been some time since you wrote
it, I am wondering if you would say it exactly the same way today.
Please look it over, make your changes and let me know how you wish
to be credited at the end of the paragraph.”

#

The 1987 Copyright Act was
amended by the Sonny Bono Copyright Term Extension Act in 1998.
Your copyright will last for your life plus 70 years. See the
Copyright Office Web site for details and see the charts at
http://www.unc.edu/~unclng/public-d.htm and
http://www.copyright.cornell.edu/training/Hirtle_Public_Domain.htm.

Many documents are not
copyrighted. If you want to find out
whether some material is protected under either the current or
pre-1978 law, the U.S. Copyright Office at the Library of Congress
will conduct a search for you. Send them as much information as
possible, such as the author, title, publisher and publication
date. The easiest way is to photocopy the title page and copyright
page of the book. The Copyright Office charges for the time spent,
and they should be able to make two searches per hour. Get a copy
of Copyright Office Circular 22, How to
Investigate the Copyright Status of a Work, by calling the Copyright Office at 202-707-3000 or the forms
hotline at 202-707-9100, or print out the circular from the
Copyright Office Web site at
http://www.copyright.gov/forms/.

Government and military publications are in
the public domain. Even if they were not, the Freedom of
Information Act would probably cover them. If you really need some
material, military or civilian, ask for permission. It is safer and
cheaper than hiring a lawyer later to prove you had a right to use
it.

Your copyrighted material
is valuable property, or it may become so
one day. File copyright forms on all those magazine articles you
write but don’t get paid for. You may need an article for inclusion
in a book someday, and the expenditure on fees for your copyright
application will justify to the IRS that you really are in the word
business.

If, on the other hand, you
are asked for permission to reprint some material from your book,
you might consider limiting the permission to a section or two and
stipulating that an editor’s note must indicate that the material
was used with your permission and came from your book. This will
show, once again, that you are an expert; it is also good publicity
for the original work. A copyright on your book is not only for
protection—it carries prestige because it shows you are a
professional. Copyright is discussed in several other places in
this book. See the Index. For more information on copyrights, see
the Copyright Office Web site at
http://www.copyright.gov/.

 


ORGANIZE YOUR MATERIAL WITH THE “PILOT
SYSTEM”

Start by drawing up a preliminary Table of
Contents; just divide your notes into 10 or 12 chapters. Then sort
all your research material and “pile it” as required.

SORT, SHUFFLE AND
MARK: Decide on your chapter titles. Now,
using scissors when necessary, sort all your research material into
the applicable chapter piles. During your research, you must have
written down a number of interesting observations and many of your
own experiences. Make sure these notes are added to the
piles.

Now spread out the individual chapters. They
could completely fill your living room. Pick an interesting
pile—any one, not necessarily the first—and go through it,
underlining important points and writing in your additional
comments. Write out longer thoughts on a tablet and place those
sheets of paper in the pile in the order you plan to write that
chapter.

Your notes ensure that you will not leave
out any important points. And you will be entertained as you
compare what other authors say about the same item. The
similarities are often remarkably coincidental, sometimes to the
point of including the same words and phraseology (which is why you
should explain the information differently). This experience also
emphasizes the importance of being accurate. Others will research
and refer to your work in the future.

This floor spread will enable you to see the
whole interrelated project, lending excitement and encouragement— a
great incentive. Move the chapter piles around to ensure a good,
logical flow of thought and to avoid duplication of copy. Condense
the material by discarding unnecessary and duplicate material.

As you read what others say on a particular
point, your memory will be jogged. You will have additional points,
a clearer explanation or an illustrative story. Where you disagree
with another author, you can always say, “Some people believe…” and
then tell it your way. You have the advantage of the most recent
information, since you are coming later.

MAKE NOTES:
Carry paper and pen with you at all times,
especially when running or engaging in any solo activity. This is a
time to think, create, compose; this is when there is no one around
to break your train of thought. Some authors keep a writing tablet
in their car and compose away from home. I know of a
detective-writer who outlines his stories while on stakeouts. When
you are confined, captive or isolated, you have nothing else to do
but create. Make use of any available time. Good material could
develop while attending a dull meeting, for example.

Some people like to work with a small pocket
tape recorder, but remember that someone must transcribe your
dictation. It all depends on how you perform best. If you regularly
dictate material and have someone transcribe your tapes, this may
be the most comfortable and efficient method for you.

When a particularly original thought or
creative approach hits you, write it down or you may lose it. Keep
on thinking and keep on taking notes. Add your thoughts and major
pieces to the piles. As you go along, draw up a list of questions
as they come to mind, so that you’ll remember to follow up on them
for answers.

#

There is nothing to writing. All you have to
do is sit down at the keyboard and open a vein.

—Red Smith

#

INPUT: GETTING IT INTO THE COMPUTER

Keyboard (or dictate with speech recognition
software) your sorted notes. Write as you speak; relax and be
clear. Don’t worry about punctuation, grammar or style. You will
edit the work later, and it is always easier to edit than it is to
create. Right now, all you want to do is get your thoughts and
research material onto the hard disk. Make notes where you are
considering illustrations, graphics or tables.

Read a whole section of notes to grasp the
overall theme. Then boil it down and use your own words. Think
about the section and how you might explain the basic message
better. Can you say it more clearly with fewer words? For
organization, list the main points and rearrange the pieces. If
you’re having trouble with a section, skip ahead and come back to
it later.

 


WHERE TO START: NONLINEAR WRITING

Don’t start your writing with Chapter 1—to
do so makes book writing feel like an impossibly steep climb, and
it is hard to get started. Select the chapter pile that looks the
smallest, easiest or most fun. Once you have drafted it, take the
next most interesting chapter and so on. Skip around. Soon you will
be past the halfway mark and the going will be downhill. You will
be encouraged and will gather momentum. Using this approach, you
will probably find you are writing the first chapter last. This is
as it should be, because the first chapter is usually introductory
in nature to the overall book, and you cannot know where you are
truly going until you have reached the end. Many authors wind up
rewriting and re-slanting the first chapter because they wrote it
first. They may never proceed to Chapter 2. By the end, you may
have drawn some new conclusions, which you will want to allude to
in the introductory chapter.

#

The last thing one discovers in writing a
book is what to put first.

—Blaise Pascal

#

Don’t be concerned with what goes into the
computer the first time around. The important thing is to get it
down. Often these first impressions are the best; they are
complete, natural and believable. In any case, later you’ll go
through the draft making corrections, additions and deletions. It’s
called “editing.”

As you keyboard the rough first draft, and
later as you review it, you will decide that whole paragraphs are
misplaced and belong elsewhere. With your computer, it is an easy
matter to move and modify material. Writing on a computer with all
the capabilities of word-processing software will allow you to
create in a nonlinear (random) fashion. You can easily move
paragraphs, add, delete, change words and thoughts—much like the
mind works.

If you lack a certain piece of information,
a number or a fact, put a note in the text to remind yourself and
move on. Don’t lose momentum. Some authors use three asterisks
(***) as a marker, because asterisks are easy to see (or find with
a computer search). Similarly, if you find yourself repeating
material, make a note with three asterisks so you can com-pare it
with the other material later. Keep on writing.

 


CONCENTRATED WRITING

If possible, keyboard one whole section at a
time. One whole chapter at a time is even better, and the entire
book straight through is the best way to go. Most beginning authors
are working at other jobs and can devote only a short period each
day to their writing. But the more time you can put into each piece
of the book the better, because there will be greater continuity,
less duplication and clearer organization. If you can do only a
small section at a time, try arranging the pieces in the evening,
reviewing them in the early morning, thinking about them while
commuting, etc., and then after you have formulated the section in
your mind, come home to keyboard it.

#

HOW I’VE WORKED

 


My first book, on parachutes, took eight
years to produce. I worked on this labor of love without guidance
or direction. The huge, steady-selling manual became the foundation
upon which I built my publishing company. My second book was a
study guide for an obscure parachuting rating; it sold better than
expected. In 1973, I became interested in the new sport of hang
gliding. Unable to find any information at the library, I wrote the
first book on the subject. I foresaw a trend and cashed in on it;
the book sold 130,000 copies over 10 years, allowed me to move back
to California and buy a home in Santa Barbara. Total writing time:
two months.

By this time, I had developed a writing
system. My fourth book took less than 30 days from idea and
decision until I delivered the typesetting to the printer. And most
of this time was used in waiting for answers to my many letters
requesting information. The first draft took only five days.

From there, I concentrated on several
high-priced, low-cost course pamphlets, turning out most of them
within a week. My ninth book took all of two weeks to first draft,
and it was typed clean. Very few editing changes had to be made to
the original copy.

Using a word processor, I took 31 days to
write, edit and type-set a book on computers. The actual time spent
working on the book was just 18 days. Lately, my books have been
longer and have required more time, but I still produce manuscripts
efficiently. Writing a book is easy if you know the formula.

#

If you can, take a few weeks off from work,
shut out all distractions and become totally involved in the
manuscript. Do not pick up the mail or answer the telephone. Eat
when hungry, sleep when tired and forget the clock except as a
gauge of your pace. Keep up the pressure and keep on keyboarding.
Focus on, say, one chapter per day. You should not have to force
yourself to write, but you will need organization and discipline.
After a couple of books, you will find yourself making very few
major changes to your original draft.

Writing from notes is much easier than
composing from thin air. Thin air produces writer’s block.
Incidentally, many writers say the hum of a computer—knowing the
electricity is on—prompts them to work.

Don’t throw out your materials and notes
once your draft is typed. Put them in a cardboard carton. Someone
may ask where you found a particular piece of information and you
may want to trace it. Traceability is especially important with
photographs and artwork.

 


USING STORIES

Stories make your points
memorable; note how stories are used in this book. Solicit them
from your colleagues. You can also submit your request for stories
to the readers of my Publishing Poynters
Marketplace newsletter. See
http://parapub.com/sites/para/resources/newsletter.cfm.

Clean up the submissions; add the name and
URL (most people want to drive traffic to their Web site) and email
the piece back to the contributor for approval. Set the stories in
a different typeface or indent them to make them easier to find and
set them off from the main text.

 


LAY OUT THE BINDER

Now that you’re generating copy, you need a
place to store it. Find a wide, three-ring binder and add dividers
corresponding to the chapters you’ve selected. Punch and insert the
rough draft pages as you complete them. As the piles come off the
floor, move across the desk and flow through the computer into the
binder, you’ll gain a great feeling of accomplishment.

Inserting the front matter of the book into
this binder will further encourage you. As well, as you encounter
resources, add them to the Appendix in the back. Soon you’ll have a
partial manuscript, the book will be taking shape and you’ll have
something tangible to carry around. The binder will make you feel
proud and will give you the flexibility to proofread and improve
your manuscript when you’re away from home.

Write your name and address in the front of
the binder with a note that it is a valuable manuscript. You do not
want to misplace and lose your future book. With your binder in one
place and your hard disk in another (and your book also on a backup
CD), you won’t have to worry about the financial and emotional
disaster of losing your work in a fire, theft or computer
crash.

Carry that binder with you everywhere you
go; busy people often have trouble finding the time to return to
their desk and their book. With the binder system, the book is
always with you. As you go through the day and find a minute here
and there, open the binder—to any section—and write in your
changes, notes and comments. Periodically enter your changes into
the computer and print out new pages. The binder is an
anti-procrastination crutch, and it works! With the binder under
your arm, the book will be continually in your thoughts. Your work
and your manuscript will improve.

#

UNANTICIPATED BINDER BENEFIT

 


Ed Rigsbee agreed the binder was helping him
stay on his project, but he also found an added benefit. His wife
became much more supportive of the project once she saw the
tangible evidence!

#

THE ORDER BLANK

The last page of your book
should contain an order blank; place it on a left-hand page—facing
out. Some readers will want to purchase a copy for a friend, and
others may want a copy for themselves after seeing your book at a
friend’s home or in the library. Make ordering easy for them by
listing the full price of the book, including sales tax (if
applicable) and shipping. This order-blank system works. Several
orders on the form are received for The
Self-Publishing Manual each
week.

 


WRITING STYLE

Before creating an article for a magazine, a
professional writer will always read one or more editions of the
periodical thoroughly to absorb the style and subconsciously adapt
to that magazine’s way of writing. The same technique can be used
in writing a book by reading a couple of chapters of a book by a
writer you admire.

Writing is a communication
art. Write as you speak, avoiding big words where small ones will
do. Most people regularly use only 800 to 2,000 English words
available to them. Use simple sentences and be precise with words.
Vary sentence and paragraph length, and favor the shorter ones. Try
to leave yourself out of the copy; avoid the word “I.” Read Strunk
& White’s The Elements of
Style, which revolutionized writing in the
20th century.

#

I just sat down and started all by myself. It
never occurred to me that I couldn’t do it as well as anyone
else.

—Barbara Tuchman

#

Relax, talk on paper, be yourself. Explain
each section in your own words as you would to help a friend who is
new to the subject. Keep your writing short. You are paying for
every word that will be printed, so edit out the junk.

Like a speech, every paragraph of your book
should have a beginning, a middle and an end. The first sentence of
the paragraph either suggests the topic or it helps the transition
from the preceding paragraph. Stay with one subject per paragraph.
Each paragraph should tie in with both the pre-ceding and following
paragraphs (use good transitions).

#

If a reader doesn’t understand a paragraph,
don’t blame the reader.

#

Be a professional and give the readers their
money’s worth. Your material will be used by others in coming years
and you’ll be quoted. If you’re accurate and correct now, you won’t
be embarrassed later by the written legend you have created. As a
published author, you have the responsibility of being a recognized
expert. Use proper terms; don’t start a new language. Steer away
from jargon (words that are unique to a certain audience), coinages
(words that aren’t in the dictionary) and buzzwords (words that
move in and out of vogue); you will only turn off your reader.

#

CHOOSE WORDS WISELY

 


In the early 1970s, hang gliding was a hot
new subject. It was the rebirth of aviation, using a wing made in
the sail industry, and the participants were kids off the streets.
The terms for flying and parts of the glider could have come from
the aviation community, the sail industry, or popular (new) jargon
could have been used. Aviation terms became the choice. This was
impressed upon the early book and magazine writers; aviation terms
were used almost exclusively, and this usage aided the introduction
of hang gliding into the community of sport aviation.

#

One technique for educating your readers in
the correct terms is to use the proper term and then follow it with
the more popular word or explanation in parentheses. Educating the
reader as you progress through the book is preferable to making
readers wade through a glossary.

You are finished
when the manuscript is 95% complete and 100%
accurate. Don’t wait for one more photo, one more statistic, one
more piece of information. Get your book to press and to your
buying public. Hopefully, you will sell out in a few months, make
corrections, add some updated material and return to the press with
a revised edition.

#

Don’t let perfection interfere with
possible.

—Keith Cunningham

#

And your book will still be just 95%
complete. Our society is evolving too rapidly, our technology is
progressing too fast—your book will never be 100% complete. As soon
as you put words on paper, the clock starts ticking. Get over it
and go to press.

 


OTHER WAYS TO GENERATE A MANUSCRIPT

Help is available to those who still cannot
write even after learning the tricks mentioned previously.

1. HIRE A WRITER
(Work-for-Hire): If you cannot get your
thoughts on paper, try the team approach. There are a lot of
writers out there—people who love to put good thoughts into words.
Look for a moonlighting newspaper reporter.

They are trained to listen and put your
thoughts down accurately. Once they have your material written out,
you may edit the work for rewriting. Plus, his or her media
contacts could be invaluable.

Make sure your contract
has a work-for-hire clause, or you may wind up not owning what you
have hired the person to write. For more information on
collaborating, responsibility charts, an explanation of
work-for-hire and a sample contract, see Is There a Book Inside You? in
Appendix 2 under Para Publishing Books & Reports or at
http://parapublishing.com/sites/para/resources/allproducts.cfm.

#

AUTHORING, BUT NOT WRITING

 


Joe Karbo sold millions of dollars worth of
The Lazy Man’s Way to Riche$, and although he “authored” the
book he did not write it. He gathered his original thoughts and
materials and hired a writer to put it all on paper.

#

To find a ghostwriter or
advanced editor, see
http://parapub.com/sites/para/resources/supplier.cfm.

2. HIRE AN EDITOR:
All savvy authors hire editors. Get someone who
can take your information, restructure it, rewrite where necessary
and put energy into it.

#

A DOCTOR SELECTS AN EDITOR

 


Dr. Rick Hartbrodt wrote a medical book
about a common disease. The manuscript contained a lot of solid,
helpful information but it was hard to read. He contacted writers’
groups, editorial services and secretarial services listed in the
Yellow Pages and located four people who were willing to
help. He gave each a copy of the first chapter and asked them to
edit a couple of sample pages and to quote their fee. Some editors
only wanted to dot the i’s and cross the t’s, whereas others wanted
to do complete rewrites. Using this method, he was able to compare
their work and select the type of work he wanted, the editor he
liked most and the best fee.

#

See the list of editors in
the Suppliers section of our Web site at
http://parapub.com/sites/para/resources/supplier.cfm.

Many people who are not professional writers
get into print. If they cannot pick up the skills, they ask for
help. You can too.

3. COMMISSIONED
WRITING: Some of the more successful book
houses approach publishing from a hard-nosed marketing position.
They know what their clients want; what they have been able to sell
in the past. They often stay in their field of expertise by hiring
writers to produce more of these types of books.

Once you decide on the category for your
books, you too can approach others to write for you by paying cash
outright (work-for-hire) or using modest advances and royalties (a
share of the proceeds) as an inducement. The accounting is simpler
and the arrangement is often more cost-effective when you pay
outright for material rather than paying royalties. Flat fees for
shorter books are often $5,000 to $15,000, half on assignment and
half on acceptance. Moonlighting advertising copywriters might wrap
up these books in fewer than 60 days.

4. AUTHOR
SUBMISSIONS: Another source of material is
the traditional one of unsolicited author submissions. If you are
concentrating on a certain genre or interest area and selling books
to a select market, you are also in contact with those people best
qualified to generate new material for you. Once you publish
something they like, they will come to you. Many people have always
cherished the dream of becoming an author, and they will seek you
out once they recognize your publishing success.

#

Publishing is an active life while writing is
a quiet life.

—Linda Meyer

#

You can always wait for
manuscripts in your interest area to come to you, but you will save
time and a lot of use-less manuscript reading by soliciting
manuscripts yourself. Prepare one-paragraph outlines of the books
you need to round out your catalog and send the summaries to
writing magazines such as Writer’s
Digest (http://writersdigest.com). Also,
fill out a form for a publisher listing in Writer’s Market. Make it easy for
qualified writers to find you. The quickest response will come from
a listing in my Publishing Poynters
Marketplace newsletter. Subscribe
to Publishing Poynters,
and you will receive both newsletters. See
http://parapublishing.com/sites/para/resources/newsletter.cfm.

5. CO-AUTHORSHIP (Multiple
authors): Consider co-authorship if you
have a book you want to write yourself, but recognize that you lack
the required technical expertise. Find an expert in the field to
write part of it while you write the other part, and then each of
you can edit the other’s material. This approach has many
advantages, including the endorsement of an expert, more
credibility for the book and another body to send on the
promotional tour. The disadvantages are smaller royalties, extra
accounting and author hand-holding (which can require a lot of time
as you teach them the business and explain what you are doing and
why).

#

FRISBEE BOOK PARTNERSHIP

 


I shared the responsibilities for the
Frisbee Players’ Handbook with disk expert Mark Danna. Danna
wrote the throwing and catching chapters, and I wrote on history,
record attempts and competition, and also assembled the Appendix. I
came up with the unique package and marketing idea (a circular book
packaged in a Frisbee), but did not have enough expertise or
credibility as a Frisbee player. Mark Danna rounded out the team
well.

#

Spouses may choose to co-author a book if
one is an expert in the field and the other is a better wordsmith.
A project like this gets both of them published, provides the
couple with a common project (which may do great things for the
marriage) and elevates their job stature.

6. GHOSTWRITERS:
Lee Iacocca did not write those two best-sellers
by himself. Iacocca is the author (it is his material), but he is
not the writer. He does not have time to write. If you don’t have
the time or inclination to write, but you do have material recorded
in articles, on tape, in lecture notes, collected in files, mapped
out in your head, etc., you can hire a ghostwriter to put it all in
book form. If you decide to work with a ghost, see
Is There a Book Inside You? at
http://parapublishing.com/sites/para/resources/allproducts.cfm
for details and the contacts in Appendix
2.

7. REPUBLISHING
ARTICLES: Many author–publishers have gone
the easy route by simply editing the material of others after they
had researched a subject they were interested in and found that
many fine experts had already written about it. The collection of
these articles, one per chapter, can form a book called an
anthology. To pursue this course, contact each author for
permission to use his or her material, send a copy of the article
and ask each to update their piece with any new information or
changed views. This makes your chapter better than the original
article. If the chapter must be shortened, ask the author to do it.
This is faster and easier than doing it yourself and then
negotiating your changes with the author.

8. OUT-OF-PRINT
BOOKS: Sometimes you can find good books
that large publishers have let go “out of print.” Normally, the
copyright has reverted to the author. These authors are usually
thrilled to have a new publisher put their books back into print.
See the R.R. Bowker directory called Books
Out of Print, available at your
library.

#

MAKING THE OLD NEW

 


Bill Kaysing discovered an out-of-copyright
book called Thermal Springs of the World. He abstracted just
the data on hot springs in the western U.S., added some original
comments and reprinted it as Great Hot Springs of the West.
Review copies sent to several major magazines resulted in an entire
column of flattering coverage in Sunset. Some 3,000 copies
were sold in a little over a year.

#

9. TRANSLATIONS:
Look for foreign language titles online and at
U.S. and overseas book fairs that you can acquire, have translated
and then publish. Contact publishers in other countries that
specialize in books that interest you. See International Literary Market Place or the PMA Foreign Rights Virtual Book Fair Web site
at http://pma-online.org/programs.cfm.

A good translator is a
highly skilled artist whose writing does not read like a
word-for-word translation. He or she will spend time searching for
the single right word or phrase to convey the original meaning.
Translators must be bilingual. English (the destination language)
must be their first language, and they must be good writers. To
find translators, see the American Translators Association Web site
at http://www.atanet.org.

The English language rights to foreign
language books are rarely expensive, so this is another interesting
source of material.

 


NEGOTIATING AND CONTRACTING WITH AUTHORS

The object of an author–publisher contract
is to clarify thinking and positions by laying all the details on
the table and arriving at a mutually beneficial agreement. There
will never be a second book if one side takes unfair advantage of
the other; it pays to keep the future in mind. Small publishers
should not offer less than the industry norm unless they will be
satisfied with just one book per author—and there is no need to
offer more.

Each contract will be
somewhat different, but you can start with a standard one. For
sample contracts ready to load into your computer, see Para
Publishing’s Publishing Contracts
in Appendix 2 under Para Publishing Special
Reports and on our Web site at
http://parapublishing.com/sites/para/resources/allproducts.cfm.
It is easier to edit form contracts than to create them from
scratch.

First-time authors will be
eager to become published and may not be terribly concerned about
the contract initially. Many creative people are not business- or
commercially-oriented. It is imperative that contract negotiation
and signing be taken care of first to avoid misunderstandings
later. Print out the contract and ask the author whether it is
generally acceptable. If he or she has made any other commitments,
such as for some subsidiary rights, this information must be added
to the contract. Include a work schedule and a clause allowing you
to cancel if he or she fails to meet deadlines; always keep the
pressure on writers to perform. (See Is
There a Book Inside You? at
http://parapublishing.com/sites/para/resources/allproducts.cfm.)

Unless you have a narrow
field of interest or the writer has very strong feelings about a
particular aspect of the con-tract, you want a contract that gives
you all possible rights and territories. Once you have published
the basic book, you want to entertain the possibilities of
translations into other languages. Then there are book club
adoptions, film rights, magazine excerpts, newspaper serializations
and mass-market paperback rights. You will also want to sell
through bookstores, other types of stores, through the mail, to
associations, over the Internet, etc. Your promotion will rub off
on all areas, so take advantage of it by taking control of the
complete project. Remember that people who write con-tracts slant
them their way. Take control. Use the Special Report
Publishing Contracts (at http://ParaPublishing.com) to
create your own contract.

#

Many first-time authors are not concerned
about the advance or royalties; they seek notoriety. They get
smarter on their second book and look for the money.

#

ADVANCES, ROYALTIES AND FEES

ADVANCES
(money paid “in advance” by the publisher) depend
on the proposed retail selling price, the projected print run and
the sales potential of the book. An advance seals the deal, which
is an important legal consideration, and it puts pressure on both
the author and the publisher to perform. The advance makes the
author feel accepted and has great psychological value; it does not
have to be large to work as an incentive.

Advances generally range from $100 to
$10,000, and small publishers often keep them low as that is all
they can afford. A good rule of thumb is to offer an advance equal
to the projected first-year royalties (the author’s share of the
book’s proceeds). One way to create an incentive, or at least make
the author feel morally obligated, is to make progress payments.
One-third can be paid on signing the contract, one-third when the
writer submits the first draft and one-third when he or she
completes the proofreading.

Advances are paid against royalties—that is,
royalty payments are first deducted from any advances issued to the
author before royalties are actually paid out. Ordinarily, advances
are nonrefundable; the author keeps them even if he or she fails to
deliver the manuscript or the book is never published. This is
another good reason for publishers to protect the investment with
progress payments and a written contract.

Authors may demand high advances from
publishers in order to commit the publisher to push the book. The
publisher, with a lot already invested in a book, has to bring it
to market quickly and promote it well. The advance is the
publisher’s gamble.

FLAT FEES OR
ROYALTIES: Should contributors get a
percentage of the book or be paid a flat fee? Obviously, flat fees
are simpler, and they are occasionally cheaper (you avoid
semiannual accounting). An illustrator creating a major portion of
the book should get royalties, whereas someone doing basic research
or contributing a drawing should be paid a flat fee. Everyone must
understand clearly what is in it for him or her. If you require a
few drawings, go to a graphic artist to have them drawn to order.
Then pay the bill and be done with it. With children’s books,
however, where the illustrations are considered to be equally as
important as the text, the royalty split is typically
50/50.

THE ROYALTY FORMULA
traditionally has been to pay the author 10% of
the list (cover)
price for each hardcover
book sold through “trade book” channels, such as
book wholesalers, bookstores and libraries. Graduated royalties for
the hardcover edition might be 10% of the list price on the first 5,000
books sold, 12.5% on the next 5,000 and 15% on sales over 10,000.
Often softcover authors command 7% for the first 12,000 sold and 9% above
that number.

In the late 1980s, most of
the larger publishers changed their terms by offering authors 6% to
10% of the net on
books. They amended their contracts with some generous-sounding
wording such as “We will pay you 6% of the net receipts.” What they
don’t say is that many of the books are sold at varying wholesale
discounts of 40% to 66%, so authors receive roughly half of what
they used to receive.

Accounting for sales on the net is very
time-consuming; every sale has to be calculated. A percentage of
the list price is preferable to both author and publisher because
it is much easier to calculate.

Royalties for college texts range from 10%
to 18%, and those for heavily illustrated elementary and secondary
school texts run from 4% to 10%. Royalties for children’s books
range between 10% and 15%, to be split between the author and
illustrator.

Mass-market paperback publishers usually pay
4% to 7.5%, but they print in much greater quantities.

Most traditional contracts call for the
author and publisher to split the subsidiary rights (films, book
clubs, etc.) at some percentage. Many of the big publishers barely
break even on the book itself and hope to make their money on the
subsidiary rights.

Before going on to Chapter
3, turn to Appendix 1, “Your Book’s Calendar.” Before you start,
it’s nice to know where you’re going. For more information on
publishing choices, you can take self-evaluated quizzes to help
your-self make a decision; see Is There a
Book Inside You? at
http://parapublishing.com/sites/para/resources/allproducts.cfm.

#

My hobby is writing. Fortunately, I have
found a way to turn my avocation into my vocation.

#

SHARING WHAT I’VE LEARNED

 


I have operated and worked for large firms,
but I opted to go it alone in 1969. It was 1983 before I decided to
take on my first employee. In terms of both dollar volume and books
sold, I was probably the world’s largest one-person publishing
company during those early years. Now Para Publishing is larger
than it was then, but I have help.

Because I had committed myself to the
“luxury” of a one-person enterprise, I had to operate efficiently.
I concentrated on those areas that provided a maximum return on my
investment of time and money—the highest profit and best results
for the time and energy expended.

I know small business and small publishing
inside out because I play both roles; I set policy as management
and implement it as labor. Consequently, I have developed simple
systems to handle every task. In this book, I share my experience
with you.

#

If the large publishers are doing so well,
why do they require authors to send return postage with their
submitted manuscripts?

 


* * * * *

 



3 STARTING YOUR OWN PUBLISHING COMPANY

Basics for taking the plunge

 


Forming your own publishing company is not
difficult, and many of the requirements can be postponed until you
are ready to send your manuscript to the printer. But you do need a
system and must get into the habit of using it. Publishing your
book is, after all, a business.

#

Writing a book is a creative act. Selling a
book is a business.

#

Having a business is just good business. Tax
laws favor businesses because owners can deduct goods and services
that the wage earner must pay for with after-tax dollars. If you
don’t have a business, you don’t get to deduct very much.

*

JOB: Gross —> Taxes —> Net

 


BUSINESS: Gross —> Expenditures
—> Net —> Taxes

*

If you own a business, a lot of what you’re
already buying becomes deductible because it’s part of maintaining
your business (car washes, membership dues, magazine subscriptions,
travel, taking people out to dinner, the business portion of your
home, etc.). Having your own business will improve your
lifestyle.

#

My take-home pay won’t take me home
anymore.

#

BUSINESS STRUCTURES

There are three forms of a business—(1) the
sole proprietorship, (2) the partnership and (3) the
corporation—and each has advantages and disadvantages. You don’t
have to make the choice right now. If you do not file for
corporation status, you’ll be operating as a sole proprietorship or
partnership anyway. All you have to do is say, “I am a business,”
and file a Schedule C (Profit or Loss from Business) with your tax
return. Schedule C is where you list your deductions.

Here are a few things to keep in mind while
you’re focusing on your most important concern—your
manuscript.

* As a sole proprietor, what the
business earns is yours to keep; what the business borrows is money
you owe. The business is you.

In a book-publishing sole proprietorship,
you have the choice of keeping your financial records on a modified
cash basis or an accrual basis. The cash system is
easier to understand, allows you to defer more income and requires
less bookkeeping, which makes more sense for a small business. You
can always switch to accrual when you grow larger. Once you use the
accrual system, you cannot switch back to cash. Most accounting
software programs, such as QuickBooks, operate best in the accrual
system.

* Many business consultants discourage the
formation of a partnership because its success rate is not
much better than that of marriages—for a lot of the same reasons.
It’s a rare pair who complement each other well enough to divide
the work so that both are happy. If two or more people want to form
a company, they should consider a corporation.

* In a corporation, you are an
“employee” of the corporation. This results in more accounting,
payroll deposits, taxes, paperwork, annual meetings with published
minutes, corporate taxes and possible annual registration fees.
Incorporation may lend an air of permanence, but it can also be
expensive to form, plus saddle you with unwanted paperwork,
meetings and legal bills.

Incorporation limits liability. Although the
corporation can be sued, the individual stockholders, employees and
officers are normally protected. However, the attorney for the
plaintiff will name both the publishing company and the author as
defendants, so incorporation may not protect all of those with
interests in the book.

There’s a recently popular business
structure that also limits your liability—a Limited Liability
Company (LLC). This may be less expensive to form, less complex to
manage, and offer better tax aspects than a corporation, yet
provide many of the same benefits.

There is also a corporate structure called a
Sub-S Corporation (S-Corp) that allows corporate income and
deductions to pass directly to the individual shareholders, who
then pay only their individual taxes rather than also being taxed
at the corporate level.

All these business structures offer benefits
and drawbacks and should be discussed with your lawyer and
accountant.

 


WHERE TO LOOK FOR HELP

The Small Business Administration
(SBA) provides a toll-free answer desk at 800-827-5722 to
provide information on free counseling, pre-business workshops and
many other SBA services. The national office is in Washington,
D.C., and can be reached at 202-205-6665. You may find your local
office more helpful, however. Look for its number in the U.S.
Government section of the white pages of your telephone directory
under Small Business Administration. The Web site is also helpful:
http://www.sba.gov. The SBA has numerous educational,
business-development and loan-guarantee programs.

SCORE (Service Corps of Retired
Executives) is the Small Business Administration’s volunteer
network of experienced men and women who you can call or email for
counseling. There is no charge for this service except for
occasional out-of-pocket traveling expenses. There are several
hundred SCORE chapters around the country. Call the SBA office
nearest you to see if there is a local SCORE chapter. Look in the
U.S. Government section of the white pages under Small Business
Administration. Tell them what you need, and they will find someone
tailored to you and your business. Naturally, it’s always best to
get this advice before you get into trouble; do it sooner, not
later. SCORE’s Web site is http://www.score.org.

PUBLICATIONS: Publishers
Weekly magazine will teach you about the book trade, provide
many stimulating ideas and generate enthusiasm. Purchase a copy of
Literary Market Place (the LMP); it is the resource
of the book industry. Due to its price, I used to recommend using a
library copy whenever it was needed, but it has become too
important for just occasional use. You can also subscribe to it
online at the LMP Web site, http://www.literarymarketplace.com.
Some areas of the site are free.

Writing references—such as dictionaries,
writing style and usage manuals, and a thesaurus—can be purchased
inexpensively in used bookstores. Also, get the free InfoKits from
Para Publishing. See
http://parapub.com/sites/para/resources/infokit.cfm.

 


SETTING UP YOUR BUSINESS

YOUR COMPANY NAME will have to be
selected before you go to press, so keep thinking about it. You
could name it after yourself, such as Sam Horn Enterprises or Gail
Gardner Publishing Company, but these choices don’t make your
company look as “big” as if you used a fictitious name. (By the
way, the use of the word “enterprises” is often the sign of a rank
beginner and may give the impression that you don’t know yet what
your company is going to do.) If the business succeeds and one day
you decide to sell out, the name will be sold with it. What is the
value of Gail Gardner Publishing without Gail Gardner? A different
name will have more value. For instance, toward the end of the 20th
century, any company name with a dot com in it got a lot more
attention and had a lot more value. A year later, that changed.
Appearing to be larger may be important when applying for credit
from your vendors (suppliers) or asking a paper mill for samples. A
fictitious company name will create the impression that you have a
going business.

#

GETTING TOP BILLING

 


Starting your company name with an A will
place your business high in alphabetic listings. Peggy Glenn
changed her PiGi Publishing to Aames-Allen to ensure top billing in
directories.

#

Non-English names can pose cataloging
problems. Would you list La Cumbre Publishing under L or C? If
people don’t know where to catalog you or where to look for you,
you may not be found—and you could lose business.

Geographical names can be limiting. Which
makes you sound larger, East Weedpatch Press or North American
Publishing? Which company would you rather run? What happens if you
move to West Weedpatch?

To find a new name, one that isn’t being
used in the publishing industry, you can go to the library and look
through Books in Print and several other directories. But
start with a Google search. This exploration is fun, and you will
find that the newer publishing companies have some pretty
interesting names. As a new, small outfit, it does not hurt to have
a “handle” that attracts attention.

Pick a name that isn’t being used by anyone
else. If you select a name that has already been taken (or is even
close), you will receive some of their mail, some of their returns
as well as calls from confused customers. No name is worth that
hassle.

After you select a name for your new
publishing company, you will probably be required to file it as a
fictitious business name with your city or county and also to run a
notice in a local newspaper. This Doing-Business-As (DBA) notice is
your way of letting the public know that you and the publishing
company are the same person.
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YOUR LOGO is a graphic image, an
easily recognizable symbol; it may consist of a drawing or just the
company name in a distinctive style of type. If you can dream up
something clever and easily recognizable, start putting it on all
your letterhead, labels, business cards and brochures. If you look
carefully at the Para Publishing logo, you will see a parachute
canopy.

YOUR PLACE OF BUSINESS will be your
residence for a while. Initially, you will not need a lot of space
to write—or to store and ship books. When you have several titles,
need more space and have employees, you may need to move your
business elsewhere. But for now, a home location has many
advantages. Working at home (in your house, apartment, mobile home,
camper, etc.) can save money on gasoline, clothes, additional rent
and utilities, plus allow you to avoid the headaches of a second
property. Operating the business at home requires some organization
and discipline, but for many it is very comfortable working in an
atmosphere with less stress.

Almost 40 million people in the U.S. work
out of 35 mil-lion households, and they can measure their commute
with a yardstick. According to The Wall Street Journal, many
states are now realizing that home-based businesses are more stable
than large companies.

Before you begin sorting, shipping and
selling books in your living room, quietly check the zoning
ordinances. Local regulations may allow only certain types of
businesses to be run from residences in your area. The publishing
business will be small at first, and as long as you don’t have
employees and large trucks aren’t pulling into the drive every few
minutes, no one is likely to complain. Avoid walk-in traffic and
refer to yourself as an “author” or “writer” rather than a
“publisher,” and you shouldn’t encounter any difficulty.

Working from your home should not be
confused with an “office” in the home. The IRS has cracked down on
offices that are in addition to one’s place of business
out-side the home. If you use 50% of your home for your business
activities and don’t have another office, you may deduct 50% of
most of the house expenses—for example, mortgage or rent payments,
electricity, gas, water, insurance and cleaning. If you use more of
the home for business, you may deduct proportionately more of your
expenses.

If you’re worried that a visiting vendor or
client might not be favorably impressed with your home setup, make
a lunch appointment in a restaurant. Actually, the visitor will
probably envy you. Working out of your home is more comfortable,
more efficient, less expensive and safer—you don’t have to commute
at night.

#

I never said starting your own publishing
company would be easy. I just promised it would be worth it!

#

RENTED POSTAL BOX VS. STREET ADDRESS:
There are many good arguments for each of these choices. Some
people feel quite strongly that a street address is more effective
in a mail-order ad or sales brochure because the location reflects
more substance and stability. But, today, even the big firms are
using boxes. This is probably the result of the higher incidence of
urban crime. There was a time when the mail was sacred, and no
crook would dare to touch it—but not anymore.

If you rent a box from a private company,
make sure the firm is stable. If it goes out of business or loses
its lease, you will have to change a lot of business cards and you
will lose a lot of mail-order business. Incidentally, you may not
call your mailbox a “suite” in Pennsylvania. In 1991, Attorney
General Ernest D. Preate, Jr., said it is misleading to call a 5''
x 3'' cubbyhole an “office” or “suite.” Check the ordinances and
laws in your area.

Long street addresses (“1234 Northwest
Whispering Valley Parkway, Suite 1701” vs. “Box 3”) could cost you
more in classified ads where you are charged by the word.

Box mail can be available earlier in the day
than home-delivered mail. Another advantage of a box is that you
can maintain the same address even if you move to a new home in the
same area. With most boxes through private firms, someone is there
during office hours to receive deliveries such as FedEx packages.
Perhaps the most important reason to maintain a box is to keep your
excited, loyal readers from dropping by at all hours to meet their
author.

Apply for a box now, and consider getting a
large one. In some areas, boxes are in short supply and there is
quite a waiting list. It may take you months to get one. Write your
name, your company name and the title of your book on the box
registration card, so you will get your mail from the post office
no matter how it is addressed.

TELEPHONE: Fortunately, telephone
service is becoming less expensive. I suggest that you retain your
present line for the family and get a new one for your company. Get
a third line for your fax and perhaps your modem. If the business
gets large enough, get a fourth line just for outgoing calls so you
will not block incoming orders. Call-waiting can help on the
company line for a small business, especially when combined with a
voice-mail answering service. However, don’t fool with fax/phone
switches.

Shop around for the best phone package,
including long-distance flat rate plans. The savings can be
considerable.

YOUR COMPUTER is your most important
piece of machinery; spend the money and get a good one. You are a
wordsmith now and require the best and fastest word-processing
equipment you can afford.

Your computer will speed up your writing,
and it can be used for email, other correspondence, mailing-list
maintenance, typesetting, order entry and bookkeeping.

INTERNET ACCESS: As soon as possible,
you will need DSL, cable or wireless access to the Internet.

 


LICENSES AND TAXES

The legal requirements of operating a
business are covered in many parts of this book, just as you will
encounter them in every facet of your daily publishing life. The
following is what you need to run your business, but remember that
most of this can be postponed until you are ready to go to press,
move out of the house or hire employees. These tips, of course, are
food for thought—not a substitute for legal counsel or accounting
help.

Interview a friend or acquaintance who has
recently set up a small business in your community. He or she will
be able to tell you about his or her experience and who you must
deal with at city, county, state and federal levels. In some areas,
you must register your business with local authorities, but not in
all. Do not volunteer. Most registrations come with a fee or
tax.

As a sole proprietorship your business will
not need a separate bank account, and until you hire employees you
will avoid Employer Identification Numbers (EIN) and special
accounts.

SALES TAX: Most states have a sales
tax. If your state does, you’re required to collect it only on
those books sold and shipped to end-users at destinations within
the state. The sales tax is collected only once at the retail level
from the ultimate purchaser. It’s not collected from dealers such
as bookstores or wholesalers within your state who will in turn
“resell” the book to an end-user. The reseller will collect the
sales tax from the end-user purchaser.

#

We do not charge sales tax here; we just
collect it for the state.

#

As a commercial firm, you must either
collect the sales tax from a sale within your state, show by the
shipping address on the invoice that the goods are going out of
state or claim to be selling the books to another dealer in your
state “for resale.” Many states require you to maintain a file of
customer resale numbers. Some dealers list their resale number on
purchase orders, but usually you have to request it. Type “for
resale” on the invoice.

In some states, shipping supplies, such as
cartons and tape, are not subject to the sales tax. Be careful what
taxes you pay. Other states exempt certain nonprofit or public
institutions, such as libraries and schools, from paying sales tax.
Be careful what you collect.

Before you go to press, obtain your resale
permit. Then if your books are printed in your state, you won’t
have to pay sales tax when you pay the printing bill. Many of the
larger book printers require a copy of your resale permit no matter
what state you live in, because they have sales offices (a
presence) in numerous states.

Find the sales tax office in the telephone
directory. In California, it is called the State Board of
Equalization; in Massachusetts, it is the Sales and Use Tax Bureau
of the Department of Corporations and Taxation. Check the posted
resale permit posted at a nearby store; the name of the controlling
agency will be on it.

When you apply for your sales-tax license or
resale permit, tell them you are just starting out as an author and
hope to sell a few of your books. Tell them that most sales will be
wholesale to bookstores or shipped out of state. This way, you may
be able to avoid giving the tax agency a deposit and you may be
allowed to report sales-tax collections annually instead of
quarterly, thus saving both money and paperwork. As your business
grows and you collect more sales taxes, the taxing authorities will
require you to report more often. When you apply, the tax office
will supply you with an explanatory sheet detailing your
responsibilities for sales-tax collection in your state.

 


THE LAWS YOU MUST KNOW

As an author–publisher, your legal concerns
are copyright, defamation (libel), right of privacy, illegal
reproduction and negligence.

* Copyright works both ways: (1) it
protects your work from others, and (2) it protects their work from
you. Take pride, do your own original work, and make your book
better than the others. For a detailed explanation of the
copyright, see Chapters 2 and 5.

* Defamation is “libel” in the
printed word and “slander” when spoken. Black’s Law
Dictionary defines defamation as “the offense of injuring a
person’s character, fame or reputation by false and malicious
statements.” Libel may take the form of either words or pictures.
The offense is in the “publication” of the matter, so you are not
excused just because you read it somewhere else first. You are safe
if the statement is true; this is the perfect defense, but check
the source. The best practice is never to say anything nasty about
anyone. You will need all the support you can get to sell your
book. If you disagree with another authority, leave his or her name
out and write, “Some people will argue…” or “Many authorities
believe…” and then tear up this position with your view. If you
don’t like someone, the worst thing you can do to them is to leave
them out of your book altogether. Cover yourself and stay out of
court; the legal game is expensive.

* Right of privacy is another area of
law you may face. Unless people are part of a news event, they have
a right to keep their photo out of publications. Most people love
to see their photo in a book and in fact are prime customers for
the finished product. However, to protect yourself, it’s smart to
get a written release signed.

* Illegal reproduction covers the
promoting of lotteries, financial schemes, fraudulent activities,
printing of securities, reproducing postage stamps, etc. In other
words, don’t print money. If you’re writing about these subjects,
you probably already know about the challenges and the postal and
other laws relating to them. If not, seek legal advice.

* Negligence. Readers could sue you,
claiming your book misled them, to their great damage.

#

NOT SO SAFE

 


Warner Books recalled 115,000 copies of
First Love when Dr. Ruth Westheimer and Dr. Nathan Kravetz
mixed up the “safe” days for the rhythm method of birth control.
Suits have been brought against the publishers of a diet book and a
cookbook, but so far the courts have sided with the publishers.

#

In most cases, the courts have not found
books to be “products,” so publishers are not strictly liable for
their content. It must be proven that the publisher knew or should
have known of the inaccuracies. Books are not the reader’s only
source of information.

See Document 636, Insurance for
Publishers, at
http://parapublishing.com/sites/para/resources/allproducts.cfm.

Today, many books contain disclaimers
warning readers not to exclusively rely on the text. See the
disclaimer in the front of this book and paraphrase it.

 


KEEPING RECORDS AND PAYING TAXES

TAXES are one place an
author–publisher gets a big break. Not only are the costs of
printing your book deductible, so are all the direct expenses
incurred while writing, producing and promoting it. If you are
writing about your favorite hobby, you may deduct the expenses of
pursuing that too. For example, if you are writing on aviation, you
can probably deduct flying lessons and trips to the national
convention since you are also conducting research as you pursue
your avocation. With detailed records, the IRS will have a hard
time declaring your business a “hobby.”

Assuming you’re already employed and Uncle
Sam is withholding 30% or more from your weekly check, that
withheld money amounts to thousands of dollars a year. The game is
to see how much you can get back. How much did you pay to the IRS
last year? Would you like to get a full refund? Getting money back
is fun and rewarding. Of course, if your book is a great success,
you will make more money and have to pay taxes on it. For complete
details, get a copy of publication 334, Tax Guide for Small
Business, from your nearest IRS office or from your Enrolled
Agent or other tax professional. See “What You May Deduct” below
for possible deductions.

#

“Profit” is not a dirty word.

#

RECORD-KEEPING must be done from the
beginning of your writing, because it is difficult to justify
deductions you have not recorded. In starting a new business, many
people are so involved with their great idea and the process of
pursuing it that at year-end they find they have not kept good
records (or any at all). The best thing to do from the beginning is
to write checks for, debit or charge every possible deductible
expense and keep receipts so that you have a paper trail. Legally,
these are called “contemporaneous records,” as they are written as
they occur.

Open a separate business checking account
(the bank will require that you have filed a fictitious business
name statement). Select one charge card to use exclusively for
business, using only that card for writing and publishing expenses.
Always record the category of expense on the check or on your
charge-card slip (for example, office supplies, rent, printing,
advertising, etc.). That way, at year-end you have already done
most of the work.

Be sure to report all your income. If you’re
audited, the IRS will probably ask about all your bank deposits. If
$50,000 went through your bank account yet you reported only
$35,000 in income, you’ll have some explaining to do. If the extra
cash flow is from gifts or loans, be prepared to prove this.

#

No one takes better care of your money than
you do.

—Cliff Leonard, License to Steal

#

While most business failures are due to poor
marketing and pricing decisions, some occur because of poor
record-keeping. If you don’t know your costs, you won’t know the
prices you must charge to make money. If you don’t know you’re
spending more for something than you should, you won’t realize that
changes in operations, procedures or suppliers should be made. You
also need past information about income and expenses to serve as a
guide to future projections and business planning.

Start right now by ordering an accounting
program. For example, Quicken has invoicing, accounts payable and a
general ledger. This is all you need to start. QuickBooks has these
features, plus inventory and accounts receivable; it is a full
accounting program. These and other programs are listed under
Order-Entry Software in Appendix 2.

#

You can’t prove a deduction if you don’t
record it.

#

WHAT YOU MAY DEDUCT: Label the
accounts in the accounting program as follows: meals (ME), travel
(TR, with subheadings if you like for lodging—LO, airfares— AF and
other incidentals—TI), car expenses (CE, with sub-heading
recommended for car lease—CL, gas—CG, repairs and maintenance—CR
and car insurance—CI), equipment purchases (EP, which you also need
to itemize individually to depreciate or take an “expense
deduction” on your return), equipment repairs (ER), shipping and
postage (SP), advertising and marketing (AD), cost of goods sold
(GS, with subcategories for cost of printing—GP and other such
costs, which can be written off only as the books are sold), dues
and licenses (DL), subscriptions and books (SB), telephone (TL),
refunds and allowances (RE) and office supplies (OS). Minimize use
of the category called “miscellaneous” since the IRS likes to
inquire about such expenditures. If there are other categories or
expenses you regularly incur, add those to your account list.

The best way to get into the habit and to
learn what’s deductible is to list EVERY cent you spend the first
year. Get receipts whenever possible—at the post office, for
parking, tolls, meals, motels, etc.

You’ve already decided to carry pen and
paper at all times to record your thoughts for your manuscript, so
carry one more sheet for recording expenditures. Any money spent in
the pursuit of income is deductible, so write down every cent. As
you learn what’s deductible, you’ll find that you become generous
where an expenditure can be written off and stingy where it can’t.
This is good discipline and good business.

Keep an envelope in the car. Each day, as
you get in and start the car, let the engine warm up while you
record the date, odometer reading and places you intend to go. Use
the envelope to hold the receipts you acquire during the day. Start
a new envelope every month.

At the end of each month, post the
petty-cash expenses from your pocket notes and car envelope in your
accounting program.

At the end of the year, take the printout
with totaled figures to your accountant. The accountant will do the
rest, and the charge will be reasonable. Record-keeping is so easy,
and yet many people think there is some great mystery to
accounting.

You don’t even have to make money to claim
deductions. You can claim a loss for at least three years in a row
before the IRS questions whether you are a hobbyist rather than an
author–publisher. Chrysler lost money for years and still took
deductions. Keep good records and you will be able to prove you are
in business.

#

High cash flow means taking in lots of money
but often being unable to find much of it.

#

FINANCING YOUR BUSINESS

Raising the money you’ll need to pay for the
production and promotion of your book will take you into the world
of finance, unless you have a lot of loose, ready cash lying about.
Insufficient capitalization is one of the greatest challenges
facing most new businesses. Money won’t come looking for you. You
have to find it by selling yourself and your book. But the money is
there; it is available.

According to The Wall Street Journal,
most entrepreneurs spend their own money to start their business.
Roughly 48% rely on savings, 29% borrow from banks, 13% shake down
their friends, 4% look for individual investors, less than 1%
strike deals with venture capital firms or government agencies and
5% are successful with other sources.

Do not expect the large national book
printers to be interested in postponing the printing bill. They are
printers—not publishers or lenders.

FINANCIAL PARTNERS: Don’t take in
partners on your book. Partners are rarely “silent.” They want to
know why the book is not selling better, why it is not in the
airport bookstore, why you’re spending money to attend a book fair,
etc. You will spend more time explaining the publishing business to
your partner(s) than you will spend promoting the book. Going to
family or friends for a straight-out loan is a better choice for
funding. See the “Family and Friends” section below.

#

Only two people make money on a book: the
printer and the investor.

#

SELF-FINANCING: In the beginning, you
won’t run up bills by hiring help or renting space, so you will not
have any immediate needs for large sums of cash. Many people have
more money than they need for necessities and throw away their
disposable income on frivolous purchases. As you will need to find
time to work on your book, the elimination of some movies, dining
out, recreational activities and extended trips will give you new
blocks of time for writing that you thought you didn’t have and
gain you some money in the process.

Some people advise the use of OPM (other
people’s money) rather than your own. Then if your business goes
bust and you lose all the borrowed funds, you still have your own
money in reserve. But as you tuck your prized manuscript under your
arm and venture off, you’re going to find that locating OPM often
takes some searching.

#

WHY BE SELFISH?

 


Bernard Kamoroff found seven friends to
participate in the first and second printings of his Small Time
Operator. He reasoned: Why be selfish; why not let your friends
share in the project? His best-selling accounting book has been
through dozens of revised printings in the past 30 years.

#

THE SMALL BUSINESS ADMINISTRATION
used to prohibit financial assistance to book publishers,
bookstores, movie theaters, news operations, filmmakers and other
“opinion-molders.” This was to avoid financing radicals who might
promote seditious activities and then file for bankruptcy, which
would leave the taxpayers with a social problem and the bill for
starting it. The “opinion-molder” rule was overturned in mid-1994.
Contact your local SBA (in the U.S. Government section of the white
pages under “Small Business Administration”) or visit the Web site
at http://www.sba.gov. They have numerous loan-guarantee programs
available.

BANKS don’t seek loan applicants in
the start-up publishing industry. They like successful firms with
upbeat balance sheets; like everyone else, they are in business to
stay in business. Banks look on manuscripts and books as
speculative. Even armed with a detailed market-research report on
your product, you may find that you can’t even get an appointment
with the loan officer. A stack of books is not considered good
collateral to a bank; if you default, they would not know how to
turn the books back into money to pay the debt. If you ask for
money to go into the publishing business, the bank probably won’t
be interested.

#

You know you have arrived when you don’t have
to check the balance before writing a check.

#

Basically, there are two ways to borrow
money from a bank. The first is the term loan, which is normally
used to finance purchases such as a car. Term loans are paid back
monthly and are usually limited to 36 months. The second is an
ordinary signature loan with interest at the prime rate plus about
5%. A signature loan runs for a period of months and you pay it off
at the due date. But although the loan is written for a stated
period, it is common to pay just the interest and renew it. Many
authors have been successful in acquiring money by leaving the
manuscript at home and asking for a vacation loan instead.

You may need collateral, perhaps a second
mortgage. If you have enough real and personal property, you will
be able to get the money on your signature alone. Don’t think
small; large amounts are often easier to borrow. An SBA loan
guarantee can substitute for some of your collateral
requirements.

All banks are not the same; shop around not
only for loans, but also for checking account charges. Banks are
not doing you any favors; you’re doing them a favor by storing your
money with them and paying interest on any loan. Stop by several
banks and pick up pamphlets on their checking account and loan
policies. Take the brochures home—compare them. Do they pay
interest on personal or business checking accounts, and, if so,
what is the minimum required balance? What are their fees for check
printing, stop payments, etc.? Is overdraft protection available in
some form? Don’t just think of your present needs; think of the
future.

When choosing a loan, don’t pay interest
rates comparable to credit-card interest. Shop for mortgage-level
rates.

You may be better off working at your new
publishing company part-time initially. Then if it fails, at least
you are not out of a job too.

CHANGING YOUR W-4 FORM by decreasing
the amount of your income tax “withholding” is advocated by some
people as a way to have the IRS lend your with-holding back to you.
If you have a regular job, and a lot of money is being withheld
from each paycheck, you can change the exemption from withholding
by making out a new W-4 form with your employer early in the year.
If you are in the 30% tax bracket, this is like getting a 50%
raise. Of course, you must be serious about starting your business,
keep good records and take full deductions. Done correctly, you
should be able to spend and deduct as a business expense the
formerly withheld money and zero out at tax time. Once you are
working for yourself full-time, you will file estimated tax forms
rather than W-4s.

PREPUBLICATION OFFERS are often used
to raise money. As the book goes to press, send out an email
announcement to all who might be interested in the book and offer
to pay the postage for a prepublication order and/or auto-graph the
copies (but never offer to discount a brand-new book). Emphasize
that the manuscript is complete and that the book is on the press.
Tell them you won’t cash their check or process their credit-card
number until the book is shipped. Mention a shipping date, but give
yourself an extra month or two. Make a different special offer to
dealers. Prepublication sales sometimes bring in enough money to
pay the printing bill.

#

THINKING AHEAD

 


Alan Gadney and Carolyn Porter made far more
in advance than just their printing costs. They started promoting
their first book, a unique reference directory, a year before it
was printed. They offered free shipping on advance orders,
periodically notified all purchasers of the book’s progress, and by
the time it came off the press they had collected more than $10,000
in advance orders. And nobody ever asked for their check back...
they all wanted the book hot off the press.

#

FAMILY AND FRIENDS will often lend on
a book. They have faith in you and want to see your name on a book
as much as you do. But if you do borrow from friends or relatives,
make the same presentation to them that you would to a bank. Talk
figures and do not get emotional. Then write a loan contract and
pay them the same interest that you would pay the bank. Put the
loan on a business basis and keep the good relationships, or things
may get testy later when you attend a social gathering.

GRANTS are available from many
foundations for worthwhile publishing projects. Check your state
arts agency and the National Endowment for the Arts at
http://www.arts.gov/grants/apply/index.html. Additional listings
may be found in Literary Market Place. There are several
magazines for fund-raisers. Ask your reference librarian. Make a
search for grants and awards on the Web. Many large cities
and educational institutions have grant centers (such as the
Grantmanship Center in Los Angeles and The Foundation Center in New
York and elsewhere), all stocked with excellent information.

Most grants and fellowships are for fiction
and poetry. If your book qualifies, it can mean a large amount of
money, but there will be a lot of paperwork to go along with it. If
your book project deals with a special subject, you might look for
grants available in your subject area rather than general writing
grants open to all. You might also bundle your book with related
product(s) and apply for a grant covering both.

WRITERS’ COLONIES often supply free
room and board to support budding authors. Some have rigid rules
limiting the length and number of stays. For a list, see
Writer’s Market, Writer’s Digest and The
Writer magazine.

OTHER POSSIBILITIES include credit
unions, retirement plans, the Veterans Administration (if
appropriate) and the Farm Home Loan Association, which may consider
some applicants as fitting its definition of a “farm
community.”

More information can be found in Document
626, Raising Money to Publish Books, at
http://parapublishing.com/sites/para/resources/allproducts.cfm. All
these suggestions for funding assume you have a good, salable book
to begin with.

 


HOW MUCH DOES IT COST TO PUBLISH?

Asking this question is like asking how much
a car costs. All books are different. If you are planning to print
3,000 copies of a 144-page, 5.5'' x 8.5'' softcover book with a few
photo-graphs, black ink on white paper with a four-color cover, the
printing will cost less than $1.50 per book, so your printing bill
will run around $4,500.Then there is typesetting ($1,000–$1,300),
book cover design ($1,800 for softcover, a hardcover dust jacket
will be more because of the larger size), professional editing
($1,000–$3,000 depending on the length of the book and the quality
of the writing), other prepress expenses and trucking from the
printer. Printing 3,000 hardcover books of the same dimensions with
a dust jacket might cost about $3 each.

After the book is printed, it has to be
promoted with book reviews, news releases, flyer mailings, co-op
marketing and some email advertising. Money will not be coming in
right away. There is a lot of lead time for writing, printing and
promotion, and bookstores are notorious for paying slowly. For a
book like the one described here, you should budget about $10,000
to get started (cover and page production, printing and initial
marketing and promotion). If you print 500 according to the New
Book Model, you should budget about $6,000 for production, printing
and initial marketing.

A book with fewer photos, fewer pages and a
one-color cover could run much less. However, without a
good-looking book and some promotion money, the book is not likely
to sell. For details, see Chapters 6 and 7 on pricing and
promotion.

On your first venture, the printer will
probably want payment in installments: one-third to start,
one-third when the plates are made and one-third on the completion
of the printing. After a book or two, they will no doubt give you
normal 30-day terms and want their money a month after they deliver
the books to you. If they want installments, agree, but request a
2% discount for cash (2% of $6,000 is $120).

LEAN AND MEAN: Run a streamlined,
efficient operation. Do everything yourself and buy only those
services you cannot perform. Avoid employees initially; they cost
you management time, money and paperwork. Print in small quantities
to keep the inventory low. Once you have learned the business by
doing every part of it yourself, farm out the repetitive and least
enjoyable tasks. When contracting for services, remember that
although most businesses are ethical, everyone is in business for
himself or herself first; you come second. Some of the
subcontractors you hire may try to sell you more than you need.
They don’t care about your business as much as you do, because they
have less to lose. Be careful taking advice from someone who is
trying to sell you something.

Keep on top of costs. If you can save $1,000
per year by streamlining procedures and your net profit is normally
3%, the effect is the same as if you increased sales by
$30,000.

Don’t waste anything. For example, save the
unusual stamps from the incoming mail. Stamp collecting is big
business, and years from now you may be able to sell them to stamp
companies. Check the Yellow Pages and call several local
stamp dealers for prices. Recycle your shipping supplies, sell used
printer cartridges to refillers (you can get $10 or more for some
models), reuse scrap paper and cardboard and price-shop the
Web.

 


EQUIPMENT YOU’LL NEED

As your publishing company grows, look for
labor-saving machinery to multiply your efforts. Personal
computers, photocopy machines, color printers, cordless telephones
and package scales will save you time. They are much better buys
than an employee, and you will find that with depreciation,
machines are not very expensive. As machinery accumulates, you will
begin to understand the advantages of owning your own business.

For more information, see Document 624,
How to Set Up & Run a Successful Book Publishing
Business, at
http://parapublishing.com/sites/para/resources/allproducts.cfm.

#

Fortune assists the bold.

—Virgil (70-19 B.C.E.), Roman poet

 


* * * * *

 



4 PRODUCING YOUR BOOK

Designing books, typesetting, layout, book
printing materials, the printing process

 


Now we’ll go into what you can expect when
your book enters the production stage. This explanation of the
design, typesetting, layout, materials and printing process is
meant to be brief and yet provide you with enough information to
turn your words into an attractive product. Also see my book
Writing Nonfiction for a prepress system (composition,
layout, editing and design) and the Special Report Buying Book
Printing, in Appendix 2 or at http://ParaPublishing.com.

Book production is entering its third
evolutionary change in modern times. The first was the migration
from hot-lead type to offset printing in the late 1960s.The second
was the increasing availability of computer typesetting in the
1980s. The third was the entry of digital printing in the 1990s.
All the evolutions saved a great deal of money and speeded the
process. Also in the ’90s, the Internet provided an alternative to
the public library, and Web sites were replacing the brochure.

 


INFORMATION PACKAGING

Don’t think of yourself as just a book
author or book publisher. You are an information provider.
People want your information but may not have the time or desire to
read a book. They will gladly pay more to get the same information
presented in a form that’s most convenient to them. That’s why you
see the exact same information sold as a $20 printed book, a $10
eBook, a $60 audio series, a $100 non-credit course, a $150 video
set, a $200-a-year newsletter, a $300-an-hour consultation or a
$600 seminar. Each client learns best in different ways. Some
people need to read, some prefer to listen, some require a
classroom setting, and so on.

The information in each edition is the same;
only the for-mat is different. You’ll provide your core information
in any form your customer wants and needs. Wring maximum value out
of your information. Let’s start with printed books.

 


PRODUCTION AND PRINTING TIME

For a 144-page book, the final typesetting
and layout should take a couple of days if you do it yourself on a
computer, and about three to five weeks (depending on the
complexity of the book’s design) if you give the work to a
typesetter. Copyediting may take a week and proofreading will take
a few days. I recommend that you write in a layout format, and then
turn the ultimate look of your book over to a professional
typesetter. More on this as the chapter progresses.

#

Proofread. It is less expensive to put ink on
paper than to take it off.

#

You can figure on about five weeks to offset
print, bind and deliver softcover books to your location (slightly
longer for hardcover books because of the binding process), but the
work may take longer if your printer can’t do all the work in-house
and has to farm some of it out. Digital printing usually takes a
couple of weeks. Softcover reprints usually take about three weeks.
Trucking may take two to six days in the U.S. depending on the
destination. Overseas color printing and shipping to the U.S. can
take up to 10 weeks.

 


BOOK DESIGN

Go to a bookstore to search for a book that
you can use as a model. Look for books in your category. If
you can’t find a book in your subject area that you like, try other
subject areas that would appeal to your intended audience.

You’ll find that most books in each category
have a similar look and feel. Give your customers what they want,
expect and deserve. If this is a business book, it should be in
hard-cover with a dust jacket. If it’s a professional reference
book for doctors, lawyers or accountants, it should be in hardcover
without a dust jacket. If it’s a children’s book, it should be
oversized, in four-color, hardcover and have a dust jacket.

Consider paper, binding,
layout—everything. Buy that model book and place it above
your desk. You’ll use it as a guide for typesetting, layout,
printing and binding.

#

If you want your book to sell like a book, it
has to look like a book.

#

BOOK DESIGNERS will plan, typeset and
lay out the interior of your book and the cover. Unless you’re
operating on an extremely tight budget, you’ll want to hand the
final design of your book over to one of these professionals. For a
list of book designers, see Book Designers & Cover Artists in
Appendix 2.

Often designers will provide design samples
of their work for book interiors and covers on their Web site. See
if you can find a designer whose style matches the feeling of your
manuscript. If a designer you like does not have layout samples on
his or her Web site, ask him or her to mail or email you samples
for projects similar to the one you’re working on.

In addition to considering his or her past
work, see how you feel interacting with the designer during your
initial contacts. Is this someone you’ll want to keep working with
as you develop your book? You want someone who is responsive to
your questions and requests, and who can translate the idea behind
your book into an appealing visual image.

 


BOOK FORMAT

Now let’s consider various elements of book
interiors that you’ll want to know to proceed intelligently. For a
more in-depth discussion of book design—both interior and the
cover—see the guide Book Design and Production by Pete
Masterson, which is available from Amazon.com. Masterson covers the
basics beyond what is here, and he walks you through all the steps
while explaining why they’re done.

Note that the first page of each chapter of
a book ordinarily begins on a right-hand page. If this leaves a
blank on the left, the space can be filled with a photograph, chart
or quotation. Each page should be used for something, even if it is
just for a page number. The only exceptions might be your front and
back matter.

Type can be set to wrap around
illustrations, but it’s simpler and cheaper to make a break in the
text and insert the photo or drawing full width, from margin to
margin.

RUNNING HEADS or “headers” are lines
of type that appear across the top of the book page. Usually the
title of the book appears on the left-hand page, and the chapter
title is on the right.

FOLIOS are page numbers. Folios may
be placed at the top outside corner (or somewhere else in the
header), page bottom in the middle or even on the side of the page.
However, the folio is usually part of the running head.
Traditionally, pages received Roman numerals in the front matter
and Arabic numbers in the text, because the text was set
separately, and then the front matter was expanded or contracted to
use up leftover pages in the printing signatures.

Today, many publishers take a tip from the
magazine companies and start the count (though not the printed
numbering) from the initial page. This makes the final page count
higher and makes the reader feel he or she is getting more for the
money. The argument goes, “I paid (the printer) for those pages, so
I’m going to count them.” See this book, for example.
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STANDARDIZE AND SAVE MONEY: Generally
I recommend going with a traditional book format. If you move away
from the norm, your creativity may cost you sales. Occasionally,
however, variations can be justified and the book will still be
successful. For example, the photograph is of a die-cut, circular
book on Frisbee play that comes nestled and shrink-wrapped in a
custom 119 Frisbee disk. The unusual design feature contributed
greatly to the sales of the book.

Remember that libraries and bookstores have
standardized shelving. You want your book to fit. Most books are
5.5'' x 8.5'', perfect bound (glued spine) paperbacks, with or
without photos and drawings, on a 50- or 60-pound paper stock. The
cover is four-color on a 10-point C1S (coated one side) cover
stock. Beyond this basic specification, a number of variations are
possible.

TRIM SIZE: There are many standard
book page trim sizes, and you want to give your customers what they
expect. If it’s a cookbook or computer book that is usually in a
wide format so it will open and lie flat, you must provide the same
wide format for your customers.

The conventional 5.5'' x 8.5'' size is
suitable for both hardcover and softcover. It’s one of the most
economical, fits a library shelf well and by far has become the
most popular. A book with 144 (5.5'' x 8.5'') pages has a much
nicer feel than 77 larger (8.5'' x 11'') pages. The only good
reason to go oversized is if you have too much material or if your
sort of book demands a larger size (children’s, art and
coffee-table books). If you have a few large illustrations such as
charts, consider foldout pages. The printer can insert them between
signatures; specify where you want the foldouts.

Some digital and web presses will not yield
a full measurement. Instead of 5.5'' x 8.5'', the finished trim
will be 5.375'' x 8.375''. If you require a full trim size, specify
it in your Request for Quotation (RFQ) for printing.

Whatever size you select, make all the books
you publish measure the same to standardize your inventory of
shipping bags and cartons. Nonetheless, if some books were 5.5'' x
8.5'' and others were 8.5'' x 11'', they would still stack well
together. On the other hand, if some were 6'' x 9'', you would have
packaging challenges.

NUMBER OF PAGES: Your book will be
printed on several very large sheets of paper that will be folded
down into signatures. (Originally, the person who sewed the
pages together signed the work.) The number of book pages in
each signature will depend on the size of your printer’s press. The
sheet-fed press usually works in multiples of 32; 16 pages are
printed on the top side of the sheet (16 up) and 16 are put on the
underside (16 down). Web presses usually work in multiples of
48.

To visualize a signature, take a sheet of
paper and fold it in half four times. The folding results in
16 panels on each side of the sheet (16 up and 16 down), for a
grand total of 32 pages in the signature. You will save money using
the faster web press with 48-page signatures.

Aim for 144 to 288 total interior pages to
be economical. A book of just 96 pages (2 x 48) will not command
the price you want. A book of 720 pages (15 x 48) will be very
expensive to produce because of the cost of paper.

More than 100 pages is psychologically good
and will help to justify your price; so if you have just 90 pages,
set the book in larger type, widen the margins, put more leading
(space) between the lines, expand the Appendix or add some
illustrations.

Aim for even signatures or even signatures
with a single half signature of 24. The last signature will be shot
twice and run side by side, but the press will be stopped at half
the count.

In order to finally “page out” your book,
you’ll need to select a printer and know if the book will be
printed on a press using 32- or 48-page signatures or some other
page combination. You can then construct your final page count in
full, half and even quarter-signatures (groups of 32, 16 and 8
pages or groups of 48, 24 and 12 pages).

Include all pages in your total count and
move any leftover blank pages elsewhere in the book so they don’t
gang together at the end. Leaving blank pages at the back is bad
book design. Instead, move them forward and fill them with
quotations or illustrations; you might turn them into section
dividers. You can also expand or condense the back matter and index
to compensate for a couple too many or too few extra pages.

LAYOUT: In the layout stage, your
word-processing file will be poured into a page layout program such
as PageMaker, InDesign, QuarkXpress or Ventura Publisher. Next, the
text file will be converted into a PDF image file to send to your
printer.

MANUSCRIPT FORMAT: Many authors like
to write their books in book layout format. The advantages to a
book format are that the text looks like a book, you always know
approximately how many pages you have and the book is closer to
typeset.

To make your manuscript look like a book
page, set your margins so that the text block will be about 4.2''
wide and about 7'' tall.

To set your margins in Microsoft Word, click
File\Page Setup and change the Margins tab to top to
1.8'', bottom to 2.3'', left to 2.5'', right
to 1.9'' and on the Layout tab, the header to 1.3''.

To make a header with the book title and
page number at the top of the page, click View\Header and
Footer. Type in the tentative title for your book, then insert
and place your page number using the header and footer box. Then
set this in a sans serif font such as Tahoma or Arial, bold,
12-point type.

For your text, select a nice serif type font
such as New Century Schoolbook (also Century or Schoolbook). Click
Format\Paragraph and set the line spacing for Single.
Set the type size to 12 pt. Serif fonts feature decorative lines at
the ends of character strokes. (See Century examples below.)

With your manuscript laid out as it might
look in the book, you will see how many pages you have. Now you can
adjust the margins, type size, etc., and add or subtract resources
in the Appendix to achieve the desired number of pages. You have
some typographic control and your design will be more
economical.

TYPE FONTS: Here are some examples of
various type fonts (that is, typefaces and their various
styles—i.e., regular, bold, italic and bold italic), their
characteristics and how they can radically change the inside look
of your book.

Read each of the following paragraphs. They
not only show what the various type fonts look like; they are also
a continuation of the text of this book.
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TYPE FONTS are many and varied. Your
word-processing or page layout program will have a selection. Pick
a serif type font such as Century for the body copy and a
sans serif font such as Tahoma for headlines. Serif type
fonts have little “feet” on the vertical parts, and they are easier
to read than sans serif fonts.

Four type factors affect legibility: font
type such as serif or sans serif, type size (make it large
enough), leading (rhymes with “heading” and is the space
between the lines) and the column width (the human eye has
been trained to read narrow news-paper columns).

To give your book some type style variation,
you can use italics, boldface, bold italic, small
caps and larger sizes for chapter heads, captions, subheads and for
lending emphasis.

Here are some more type terms. Point
size is the height of a capital letter (and its mount), as in
“10-point type.” There are 72 points to the inch. A pica is
the printer’s standard measurement for the length of a line and the
depth of a page. There are 12 points to a pica and six picas to the
inch. Therefore, 24 picas means a 4''-wide column. Leading
or slug is the space between the lines. Printers used to use
a strip of lead, hence the name. If you have ten points of type
plus two points of leading, the specification would be written out
as “10/12.”

Nine on eleven leading is about as small as
you should go for a legible book. Ten on twelve is very common,
though children and older people with failing eyesight prefer 12 on
14. Most page layout programs will set your leading automatically
at single spaced unless you specify what you want.

Some type fonts, such as Goudy, are
“condensed.” They allow you to get more words on a page. On the
other hand, if you want to fill up more pages, use an expanded font
such as Bookman.

For a successful book, don’t venture too far
from the common type fonts, such as Times Roman, Palatino,
Baskerville, Caledonia, Bookman and New Century Schoolbook.

Character heights are measured in points.
There are 72 points to the inch.

HEADLINES, such as chapter titles,
are usually set in a larger type, often in a sans serif
typeface.

ILLUSTRATIONS will augment the text,
enhance the appearance of the book and foster the salability of
your words. Don’t be cheap with illustrations. If a photo or
drawing will make the book more attractive, readable or useful to
the buyer, include it. Also consider charts, graphs, tables and
sample forms to make your book as user-friendly and as valuable as
possible.
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LINE ART may consist of sketches,
charts or type. Line art differs from photographs that must be
screened. See halftones, below.

CLIP ART is often a type of line art
that may be inserted into your book. Sometimes called “click art”
today, it may consist of line drawings, cartoons, woodcut, icons
and even stock photos. See http://www.ClipArt.com.

HALFTONES must be made of any
artwork, such as a photograph, which is not solid black and white,
but instead has “gray scale” (shades of gray). To make a halftone,
the original photo is converted to dots by your computer. The eye
blends the dots together into a continuous tone.

Screens come in several values and are
measured in dots per linear inch (dpi). The more dots, the crisper
the printed halftone. Newspapers commonly use a 65- or 85-line
screen (85 dots per inch), and books are commonly printed with
120-, 133- or even 150-line screens.

Photos taken from magazines and other books
have already been screened. Reshooting or rescreening usually makes
them muddier, or they will pick up a moiré (ripple or wavy)
pattern.

With both photos and drawings, reductions
are prefer-able to enlargements. Reductions become sharper, but
enlargements only magnify flaws, causing a loss of clarity. Start
with larger illustrations. Reduce and scan them into your
manuscript so you can size and crop them to fit.

For photographs, a digital camera could be
used, and the images easily inserted into your manuscript. Images
can be imported into the word-processing file or linked (a
technical approach used by professional typesetters). If linked, it
will be easier to extract the photo for making adjustments such as
to the light/dark level. The printer will screen the photo when
going to film or plate. Using digital photo files will make the
whole process faster, easier and cheaper.

 


COLOR PRINTING

Four-color printing should be used on covers
but is normally too expensive for inside pages. For most color
printing, the paper is run through the press four times, for each
of the primary colors and black. Naturally, four-color printing is
more expensive because of the additional camera work and press
time. Even digital color—which is a different process—is still
prohibitively expensive, except perhaps for a very short run of up
to 10 sample books (say for children’s books).

With very few exceptions, covers today must
be four-color. We live in a color world. Our magazines, television
and newspapers are in color. Buyers for both chain and independent
bookstores are looking for books with good package design that will
inspire a purchase.

Some publishers have found considerable
savings on color processes outside the U.S. They have color
separations made in Singapore, printing done in Hong Kong, etc. If
you have a lot of inside color work for a children’s book or coffee
table book, get prices from the Far East. For more information on
foreign color printing, see Buying Book Printing under
Special Reports in Appendix 2 or at http://ParaPublishing.com.

#

Anyone who says you can’t judge a book by its
cover has never met the buyer from Barnes & Noble.

—Terri Lonier, Working Solo

#

 


PRINTING MATERIALS

PAPER choices can be confusing, and
although you should know what to look for, you will need the
guidance of your printer to make a final choice. Book printers
typically stock 6 to 10 types of paper. They can provide these
papers at a good price because they purchase them in huge
quantities. If you want a paper they don’t stock, they have to make
a special small order and the cost will be considerably higher.

Basically, you have four general paper
choices:

* Newsprint: inexpensive, but it looks
cheap, it yellows quickly and the photo reproduction is poor.

* Uncoated book stock: looks good,
photos OK. Most common.

* Coated book stock (matte or gloss):
looks great, photos great, more expensive.

* Fancy textured papers: may be hard
to print, especially photos. Expensive. Unless you’re doing an art
book, an uncoated book stock is what you need. A printer would
probably suggest a 50-pound or 60-pound “white offset book.” Paper
comes by the sheet (for the sheet-fed press) or the roll (cut into
sheets after printing on the web press). You must consider many
criteria when selecting paper:

 


* Weight is expressed in pounds per
500 sheets, but the measurements of the sheet vary according to the
category to which the paper belongs. For example: 16-lb. bond
office paper = 40-lb. book paper; 20-lb. bond (common photocopy
paper) = 50-lb. book; 24-lb. bond = 60 lb. book; and 28-lb. bond =
70-lb. book. Cover stock is rated in point sizes, with 10-point
(10/1000 thick—similar to the thickness of a business card) being
very common. However, 12-point cover stock will provide a slightly
more substantial cover. Dust jackets for hardbound books are
usually 80- or 100-pound gloss enamel.
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Most books are printed on 50-, 55- or
60-pound stock. Generally, heavier paper is more expensive,
although some of the newer lightweight papers (developed to combat
postal rates) are even higher in price. If the paper is too thin,
the book will look and feel cheap; if it is too heavy, the pages
may be too stiff as you turn them. In either case, you’ve wasted
your money.

In the metric system used by overseas
printers, the weighing technique is easier; paper is simply weighed
in grams per square meter (gsm) of paper. There are no his-toric
categories.

* Texture: Some highly textured
porous paper does not accept ink well; the ink diffuses into the
paper. This spreading of the ink lowers the quality of halftones.
Use a smooth paper such as 50-lb. white offset book.

* Color or shade: Most informational
books are printed on white stock. However, if you want a warm
feeling for your fiction book, you might consider an off-white
stock (called cream, antique or natural). Some of these papers are
higher bulk and will add thickness to your book.

* Opacity: You don’t want the type on
the other side of the page to show through. Lightweight paper can
be very opaque, especially when coated. You can test opacity by
placing a printed sheet under the sample sheet to see how much type
shows through.

* Bulking factor is expressed in
pages per inch (ppi). A 45-pound paper may have a bulking factor of
640 pages per inch, while a 55-pound higher-bulk stock might be 370
ppi and a firm 60-pound stock might bulk at 444 ppi. Thus, heavier
weight does not always mean thicker paper. Bulking depends on the
fiber content of the paper and the milling process used. Whipping
air into the paper during manufacture, which produces a thicker
paper without increasing weight, can also produce a high bulk.
However, this fluffed-up paper allows ink to diffuse more, so
halftones are not as crisp. PPI is measured by the even inch. Once
you know the bulking factor of the paper you plan to use, you can
calculate the width of the spine for your finished cover.

*

Spine Width Calculator

 


FORMULA FOR DETERMINING SPINE WIDTHS

 


To determine the spine width, you must know
the final page count and the pages per inch (PPI), or thickness, of
the text stock being used. Paper is a fluctuating commodity
constantly changing. PPIs used are averages for house brands
currently used.

The formula for figuring your spine width is
as follows: Divide the page count by the PPI, and then add .03
(1/32 of an inch) to allow for the cover stock and the glue and air
between the signatures.

Example: 176 (page count) / 400 (PPI) = .44 +
.03 = .47

 


Decimal equivalents of fractions

1/32=.03125

1/6=.0625

3/32=.09375

1/8=.125

5/32=.15625

3/16=.1875

7/32=.21875

1/4=.25

9/32=.28125

5/16=.3125

11/32=.34375

3/8=.375

13/32=.40625

7/16=.4375

15/32=.46875

1/2=.5

17/32=.53125

9/16=.5625

19/32=.59375

5/8=.625

21/32=.65625

11/16=.6875

23/32=.78125

13/16=.8125

27/32=.84375

7/8=.875

29/32=.90625

15/16=.9375

31/32=.96875

1=1.0

 


Courtesy of Central Plains Book
Manufacturing

*

* Grain in paper is similar to the
grain in wood—it has a direction. Grain affects the way the text
and cover lie. If the grain of the text is not parallel to the
spine, the book will want to snap shut. Grain is also important if
you plan to fold the paper for a foldout page, since it will fold
cleaner with the grain. Printing presses are grain specific. The
press used for 5.5'' x 8.5'' books should not be used for 8.5'' x
11'' books because the grain will be 90 degrees off.

If the cover grain is perpendicular to the
spine, the cover will tend to pop up. Sometimes the cover will even
crack on the spine folds. The challenge is that some automated book
machinery trims the books cleaner when the grain is perpendicular
to the spine than when it is parallel. But when the grain is
parallel, the trimmer may make small tears in the cover stock where
it folds around the spine of the book. With such machinery, the
choice is between cover curl and cover tear. See the discussion of
cover coatings and lay-flat laminate later in this chapter.

* Grade refers to the type of paper,
be it writing grade, book, cover stock, envelope, gummed, blotting,
chipboard, etc.

* Coating is done with a clay-like
material and produces a smooth, shiny finish. On clay-coated stock,
the ink dries on the clay surface, rather than down in the fibers
of the paper, so the printed pages look crisper and cleaner. Coated
stock, while more expensive, makes halftones look much better; it
is essential for art books. Smooth finishes can also be produced by
drawing the paper over a blade edge, or through calendering (a heat
and pressure-roller process).The result will be a duller finish
that is easier on the eyes.

* Acid-free paper lasts longer and
should be used for books of long-term interest. Sixty percent of
the university presses (which sell primarily to libraries) and 21%
of other publishers produce their hardcover books on acid-free
paper. You may wish to specify acid-free paper.

* Recycled paper is becoming
increasingly popular, but the price is still higher than for new
paper. The price is expected to drop as more publishers use it.

 


PURCHASING PAPER: If you attend one
of the many publishing seminars, you may be advised to purchase
your own paper and “save about 15%.” This makes about as much sense
as taking your own oil to the gas station when you want it changed.
Printers aren’t happy about losing their markup and sometimes
charge you a handling fee if you bring your own paper. Or they may
raise your price later, claiming the job was “hard to print.”

If you buy your own paper, you will have to
pay for it sooner, will be faced with storage and transportation
charges and might lose it all if the printer botches a press run.
It’s far safer to obtain several quotations on the finished product
and let the printer worry about the materials. After all, what you
want is the least hassle and best price.

Incidentally, printers and paper salespeople
continually use the same pressure tactic, claiming there will soon
be a paper shortage. Expect it. For more information on paper, see
the Special Report Buying Book Printing in Appendix 2 or at
http://ParaPublishing.com and the book Pocket Pal: A Graphic
Arts Production Handbook by Michael Bruno, available on
Amazon.com.

INK comes in a lot of colors and
types, but both you and your printer will probably want black. If
you’re doing something special, ask to see the printer’s ink color
sample books and run some tests. Remember that inks are
trans-parent. If you print a drawing in blue and then overprint
part in red, that part will become purple. Similarly, if you print
blue ink on yellow paper, the print will be green. Unless you are
doing a special art-type book, you should stick to the traditional
black ink on white paper. Using more than one color of ink inside
your book can increase the printing cost considerably. The job has
to be run through the press separately for each color, and there
may be additional wash-up (press-cleaning) costs. One different
color ink (such as navy blue or dark brown) will also require
additional press-cleaning expenses.

 


HARDCOVER OR SOFTCOVER

Traditionally, publishers printed in
hardcover at a higher price and waited until sales dropped
to come out with a cheaper softcover version. They might
also publish a library edition with a supposedly reinforced
hard cover or maybe an extra-fancy deluxe edition on special
paper with gold-stamped leather covers, with the books numbered and
autographed. Then, finally, there would be the inexpensive
mass-market paperback edition. Today, more and more books
are being published in a softcover edition only. Softcover books
are printed on the same quality paper as the hardcover version. The
differences are that the softcover edition is not normally sewn,
has a thinner cover and usually does not have a jacket. Today your
choice of covers is usually narrowed to a hardcover or a
softcover.

#

Catalog copy [is] designed for the people who
will sell the book and the flap copy for those who will buy it.

—Hugh Rawson

#

HARDCOVER BOOKS are somewhat more
expensive to produce and must carry a higher cover (list)
price—libraries used to prefer them. Today, however, libraries know
how many times books can be lent out (about 18 for softcover)
before they fall apart. If the price difference between the two is
too great, it becomes less expensive to purchase copies of the
softcover edition and replace them more often.

Some people and a few reviewers still don’t
take softcover books seriously; they do not consider a title to be
a real book unless it is published in hardcover. Some also assume a
softcover book is not new and that the reviewer just missed the
hardcover version.

It’s usually less expensive to publish all
the books in either hardcover or softcover than to split the run.
Hardcover will cost about $1 more per book to print than softcover,
and you can usually charge an extra $5 or more for the book. Give
your customers what they expect. If this is a business book, they
expect hardcover with a jacket. Most people still think hardcover
books are fresher, newer and more important. If your major mission
is to use your book as a “business card,” an introduction to your
consulting, speaking or other work, consider hardcover. Hardcovers
do make a more impressive presentation than a softcover edition,
which can be especially important if you’re trying to impress a
large corporation to hire you as a high-paid consultant.

COATING SOFTCOVER BOOKS: The covers
of softcover books must be coated. Traditionally, the cover made
another pass through the press filled with varnish instead of ink.
Today, ultraviolet-set plastics and plastic laminates are more
popular. The extra treatment on the cover protects it against
scuffing during shipment and provides a shiny glossy finish
or wet look. An alternative is the same plastic film with a duller
matte finish. The slight additional cost is easily
justified, because fewer books are returned scuffed.

The plastic laminate used to be polyester or
polypropylene, which was moisture proof. Since humidity could not
enter the plastic-coated (out) side, the cover would curl as the
underside expanded. Now there is a lay-flat laminate made of
nylon film that has very tiny holes for admitting humidity. Always
specify lay-flat laminate.

 


THE BOOK COVER

The cover of your book has two purposes: (1)
to protect the contents and (2) to sell the text. And book covers
do sell books, just like packaging sells other products. In the
U.S., companies spend over $50 billion on design and packaging.
That huge sum is not for the products themselves or for the
wrapper—but just for the design of the wrapper. Good
packaging sells soap, breakfast food, computer games—and
books. A good spine, front cover and title say, “Pick me up.”
Good back-cover sales copy says, “Buy this book.”

#

A book cover should stop browsers cold in
their tracks at 10 feet and suck them in like a magnet.

#

According to The Wall Street Journal,
the average bookstore browser who picks up a book spends four
seconds looking at the front cover and 14 seconds reading the back.
And this assumes the spine stood out enough to catch their
attention, enticing them to pick up the book in the first place.
Every word on the outside of your book must be used to sell what is
inside. In mass-market (small-size, high-volume) fiction
paperbacks, this hype consists of about 12 words on the front cover
and 75 on the back. The blurbs use words such as “stunning,”
“dazzling,” “moving” and “tumultuous.”

#

STARTING WITH THE OUTSIDE

 


Alan Gadney commissioned covers for three
computer books he planned to write. He had the covers printed in
four colors and made into dummy books for display at the ABA Book
Fair in Dallas. His books were the talk of the show and he took a
number of large orders. Covers must be important—he had not yet
written one word on the subject.

#

FRONT COVER: The front cover should
include the title, subtitle (helps identify the subject), name of
the author and a related photograph or drawing with impact. The
print shouldn’t be so fancy that it’s hard to read at a glance. It
is said that red attracts and sells best, and many cover designers
like to use it. Visit a bookstore and check the section where your
book will be shelved. Consider what colors are there and pick
something contrasting and bright that will stand out. For an action
sport, an eye-catching color photo will sell more books than
straight lines of type.

Your front cover is the “sales poster” for
your book. It must be bold, distinctive and intriguing enough to
catch the eye and sell; it must stand out from the thousands of
books around it. For later editions, a gold stick-on medallion with
black-and-white type announcing that the book won an award has been
known to boost sales exponentially. Other important new
information, such as a quotation from a prestigious book review,
can be printed on a later edition to interest book buyers.

The design and production of a good
softbound book cover will cost about $1,800 for the complete
mechanical (front, spine and back) ready for the printer. That may
sound like a major portion of your book-production budget, but it’s
worth it, because book packaging affects the sale of the book. A
good cover designer will read through the text to get the feeling
of the manuscript into the cover. For a list of book cover
designers, see Book Designers & Cover Artists in Appendix 2.
Also see the Suppliers listing at http://ParaPublishing.com .

#

The cover outside should reflect the text
inside.

#

SPINE: The spine usually has the
title, the name of the author, and an eye-catching symbol. If this
is a dog book, for instance, it might include the outline of a dog.
The symbol may attract a buyer more readily than the printed word.
Traditionally, the name of the publisher is included on the spine.
If you’re a new publisher and no one has heard of your company yet,
you may not want to include this reference to your publishing
firm.

Beware of too much spine clutter, such as
trying to include a lengthy subtitle. Your book will probably end
up on the bookstore shelf with only the spine showing. Make the
spine an eye-grabber.

Stacking the title on the spine (see this
book) will make it legible on the shelf from a distance.

BACK COVER layout is covered in
Chapter 2. Many back covers have a photo and biographical sketch of
the author. If you are a well-known person, put your photograph
there; if you are not immediately recognizable, do not waste this
valuable selling space with your picture. Instead, put your
photograph inside in the back matter with your extended About the
Author blurb. Sometimes the back cover is used to promote other
books by the author, but I recommend that you only list relevant
ones in a brief author sketch that shows your expertise. Use only
words that will sell the book in that valuable back cover
territory. Make every word count on the front cover, spine and back
cover.

COVER OVERRUNS: Ask your printer to
send you 200 extra covers (trimmed to proper size), plus the
over-run, which will come off the print line before the
covers are scored, folded and installed on the texts. These covers
are beautiful and look very nice framed. You might like to send
flat covers to those who provided you with a lot of help, such as
the cover designer. Commissioned sales representatives carry covers
to the bookstores and wholesalers rather than heavy books, so your
book trade distributor and library distributor may each need 20 to
30 covers.

 


THE BINDING

Binding is your book packaging—the final
touch. There are many binding choices; here are the most common
types.

 


[image: tmp_e6be7eaf679aa2a371bebc6e92d788b4_LlEPju_html_m5e30cf5d.png]

 


* Perfect binding is the standard
glued-on cover you see on most softcover books. The pages are
folded into signatures, often of 48 pages each, stacked and
roughened on the edge, and then the cover is wrapped around and
glued on the spine. The greatest advantage, besides cost, is that
perfect binding presents a squared-off spine on which the book
title and name of the author can be printed. A text of at least 50
pages is required for a square spine; you might have to use a
high-bulk paper to achieve a sufficient thickness.

* Lay-flat binding: If it’s important
that your perfect-bound book open to lie flat, such as with a
cookbook or exercise manual, specify Otabind or a similar lay-flat
binding. This system leaves the cover stock free of the spine as it
goes around to the back of the book, so the book flexes better when
opened and will easily lie flat. Multiple scoring is another way to
help the perfect-bound book to open and lie flat. Lay-flat binding
is much better than comb or spiral binding because the title of the
book can be printed on the spine. Another benefit is that narrower
gutter (inside) margins are possible with lay-flat, which means you
can get more type on a page. Lay-flat, however, is not durable
enough for thick books—those over 400 pages. Get and test samples
from your printer.

* Cloth binding (case binding or hard
binding) usually consists of Smyth sewing, or side
stitching, individual signatures together. Then they are
installed (and glued) between two hard paperboards. Some hardcover
books today are manufactured with just an adhesive rather than
sewing and hold up quite well. A glue-only hard binding (called
perfect bound case bound) can also have the glued area of
the spine scored with notches (notch-binding) so that the
glue can run down into the notches for more glue coverage and
strength.

* Wire stitches are staples and can
be used in binding thin paperback booklets. Wire stitches can be
saddle stitched (the staple is on the fold) or side
stitched (the staple is driven through from front to back
cover). Saddle stitching will handle 80 pages (20 full sheets) or
fewer, depending on the thickness of the stock, because of the
amount of paper “lost” in wrapping around the spine. On the other
hand, side stitching can be used to bind even several hundred
pages. Side-stitched books won’t open to lie flat, so this method
shouldn’t be used in manuals. The stitches come from a roll of wire
and are adjustable in length. Wire-stitched booklets do not have a
spine for printing the title and they have a low perceived value,
so I do not recommend this method.

* Spiral wire binding will allow
books (such as automotive manuals and cookbooks) to open and lie
flat, but spiral looks cheap. Spiral-bound books rarely sell well
in bookstores because the spine cannot be printed with the title,
and libraries don’t care for them because the pages are easy to
remove. It’s possible to spiral bind pages inside a heavy cover
stock that wraps over the spiral (called concealed spiral
binding) so that the spine can be printed. Some computer
manuals are bound this way. But spiral still costs more. A better
alternative is lay-flat binding (see above).

* Plastic comb binding allows the
book to open and lie flat and is often used for mail-order books
directed at professionals, short-run academic texts and industry
manuals. This system may be used on books up to 1.5 inches thick.
Comb binding is relatively expensive, and the plastic spine can be
imprinted. However, it still looks cheap, the pages tear out and
comb-bound books don’t stack well, making shipping a chore. Again,
a better alternative is lay-flat binding.

* Velo-Bind is similar to side wire
stitches but uses melted plastic rivets. This method is very strong
and can be used to install either special Velo-Bind hardcovers or
soft document covers. The books will not lie flat when opened.

* Notebooks or binders are sometimes
used for very expensive manuals directed toward professionals,
especially as a mail-order product. They have the usual advantages
of a binder—pages can be removed and added, for instance. However,
the binders are expensive, hard to ship and their pages tear out
easily. It’s better to choose between hardcover and softcover.

 


PRINTING BOOKS

YOUR CHOICES FOR PRINTED BOOKS
(pBooks): Putting a lot of ink on paper with a large print run
is now just an option, and it’s a good one if there is large
prepublication demand such as advanced sales to bookstores and/or a
sale to a book club. Today, with digital (toner) printing, there is
no longer a requirement to print 3,000 or more copies of your book
“on spec.” Here are your choices.

 


A. Print-On-Demand (POD) Publishers

Print-on-demand is a way of doing business,
not a method of printing. POD means receiving an order (and
payment), manufacturing the book and then delivering the book. Most
POD books are produced with digital printing, but they could be
produced with other methods.

Hundreds of years ago, those monks in the
abbeys were POD publishers. They received an order, manufactured
one book and delivered it. The only difference from today’s POD
publishers was that the monks hand-lettered the pages.

POD publishers supply some extra services
for their relatively low price. They may take care of the cover,
editing, ISBN, Library of Congress number, etc. However, the cover
may be pedestrian, the editing may be minimal or absent and the
customer service may be close to nonexistent. You get what you pay
for.

Most POD publishers sell more books to their
authors than to the public. If you take the number of books
published and divide by the number of titles, you will find that
fewer than 100 books for each title are sold.

Deal with a POD publisher when you need just
a few copies of a book. For example, if you have written a family
history, have a very limited budget and need up to 30 copies for
your relatives, the deal offered by most POD publishers is hard to
beat.

The cost per copy may be $5 to $10 depending
upon the number of pages and the trim size. POD publishers offer an
economical service when you want only one to 50 copies of the
book.

POD publishers are relatively new, so their
businesses are evolving. See their Web sites for information on how
they conduct business. For example, some require an exclusive right
to use your material and some will not put your ISBN on the back
cover.

See the list of POD publishers in Appendix
2.

 


B. Print-On-Demand (POD) Printers

POD printers, like all printers, are in the
book manufacturing business and don’t invest in the product.

The cost may be $5 to $10 per book copy
depending upon the number of pages and the trim size.

A POD printer is a good option when a book
has run its course, your inventory is exhausted and you still
receive orders for a couple of copies a month. Rather than invest
in inventory, you can have books made one at a time as needed. And
you don’t lose money on an additional print run.

Some of our books are produced by Lightning
Source, a POD printer. See Writing Nonfiction in LARGE PRINT
at
http://www.amazon.com/exec/obidos/tg/detail/-/1568601166/ref=lpr_g_
and http://www.amazon.com/exec/obidos/tg/detail/-/1568601158/.

The Large Print Edition is being produced
one at a time on-demand for Amazon orders. But the edition is being
promoted by sending the regular-print version to writing and
publishing magazines, etc. There’s no need to send them the Large
Print Edition.

POD printers offer an economical service
when you only need one copy of the book. POD printers don’t own an
exclusive on your book or supply the ISBN; they just supply a
printing service. The best known are Lightning Source (LSI), a
division of Ingram (the largest wholesaler), and Replica Books,
part of Baker & Taylor.

See the list of POD printers in Appendix
2.

 


C. Digital Printers—Print Quantity Needed
(PQN)

The digital process is cost-effective for
quantities from 100 to 2,500 copies. It uses laser printing with
toner.

THE QUALITY of the toner-based
printing is very good. There are no light and dark pages as in
ink-on-paper printing. The softcover or hardcover books look just
like traditional books. Excellent, crisp color covers are usually
done with the same toner process.

AUTHORS may send printed copies to
agents and publishers. If an agent or publisher responds, you can
entertain the offer. If not, no matter, the book is launched and
you’re on your way. If you send a finished book to agents and
publishers, they will treat you like an author. If you send a
manuscript, you will be treated like a writer.

PUBLISHERS may send copies of the
book to major reviewers, distributors, catalogs, specialty stores,
associations, book clubs, premium prospects, foreign publishers
suggesting translations and various opinion-molders. After two to
three months, you will go back to press for more books. At that
point, you will be able to make an educated decision on the
print run based on the sales rate of the book. Therefore, PQN
digital printing is a great way to start the publishing of a
book.

HARDCOVER: Most books are
manufactured with soft covers, called perfect binding. In
offset (ink) printing, hard or “case” binding runs about $1
extra per book. That includes the hard covers and the dust jackets.
However, for PQN/digital production, the cost for case
binding is $2 to $4 each, depending on the page count (thickness)
of the book. Case binding requires a lot of setup time. Therefore,
it rarely pays to put hard covers on a short run of books.

TIME: Delivery for PQN digitally
printed books is normally five days from press proofs, and reprints
take three to four days. With your disk on file, reprints can be
initiated with an email message, and the books may be shipped
directly to your buyer. The press proof is usually a single
softcover book printed on the same paper stock you propose for the
finished book.

THE SIGNATURES of a digitally printed
book are just two pages because the print engines print cut sheets,
two pages (both sides) at a time instead of 32 or 48. Now you don’t
have to design your book’s page count in large signature
increments.

MASS CUSTOMIZATION: Since the print
engines are computer-driven and your books can be printed two pages
at a time, you may customize your book for your customer. If you
make a premium sale to a company, it will cost just pennies to bind
in a letter from the CEO or to add the company logo to the cover.
You can send the insert or logo to your printer as an email
attachment to save time and money.

Digital printers offer an economical service
when you want a small inventory of books.

See the list of digital printers in Appendix
2.

 


D. Offset Printers

Deal with an offset printer when you need
2,500 books or more. This process uses ink printing with plates.
For offset printing, the cost is around $1.25 per copy for 3,000
books (this is for a softcover [perfect-bound] 144-page 5.375 x
8.375 book with black text and a four-color cover). Offset printers
offer an economical service when you want a larger inventory of
books. See the list of offset printers in Appendix 2.

 


HOW MANY BOOKS TO PRINT?

You must consider both your purpose for
writing the book and how many you can expect to sell. Do you want
just a few books for family and friends? Will it be a high-priced,
mail-order book with a small target audience? Or will it be a
popular book, with a wide audience, that should sell well in
bookstores? How many books will be used for review copies, gifts
and other freebies? Make a list.

INITIAL PRESS RUNS should normally be
limited to no more than the number of books you can reasonably
estimate will be sold in the first year. Unless you have a
substantial number of prepublication sales (such as to a book club
or large corporation), it’s a good idea to limit the first printing
even further to 500 books. No matter how diligently you proofread,
some errors will not surface until they appear in ink. Also, once
you see the book in its final state, you will wish you had done
some things differently—especially on a first book. By printing a
smaller number, you can use several weeks to catch your errors and
make some design changes before a larger print run.

So set the first press run conservatively.
It’s better to sell out and have to go back to press quickly than
to find your-self with a garage full of unsold books. You’ll be
spending a lot of money on promotion, so it’s best to hedge your
bets by tying up less money in the book—even though you have to pay
a premium in printing costs to do so.

PRINTING & ECONOMY OF SCALE:
Printing is a quantity game: the more you print, the lower the
per-unit cost.

You’ve probably heard this statement before.
But with printing, economy of scale is only true up to a point,
since the price differences become smaller and smaller as the press
runs increase. Each run of the next thousand books does become
cheaper. Then the price breaks fail to maintain significance after
about 9,000 copies. Normally, between 9,000 and 10,000 copies you
save so little that printing more isn’t worth the storage space or
the price of borrowing money. Therefore, you don’t want to print
more than 9,000 unless you have some books presold and are certain
that number will move out within the year.

Depending on the size of the book, number of
pages and so on, you could receive comparative printing/binding
quotes such as these (using the appropriate method for the size of
each print run).
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In general, it’s to your advantage to order
as many books as you can sell in order to get the best unit price.
And you want the best price, as long as you are fairly sure you can
sell the higher number.

Remember that printers make money on
printing. Don’t let them talk you into more books than you need.
There is some economy in scale, but there are no savings in paying
for books you can’t turn into cash. Consider the total printing
bill as well.

PRINT RUNS ARE NEVER EXACT: Usually a
print run is prepped for a certain number of signatures and a
cover. The printers always run a few extra pages, expecting some to
be spoiled. When all the sheets are gathered, there are some that
must be thrown away. Accordingly, it’s customary in the trade to
have overruns and underruns, and your bill may be adjusted higher
or lower—up to 10%. A print run of 3,000 will wind up anywhere
between 2,700 and 3,300.

 


ESTIMATING SALES

Projecting sales that first year will be
difficult with your initial book, because you won’t have personal
sales experience in its category. Still, you may be able to find
out how similar books have done by calling their publishers.

Or for comparative sales figures,
call Ingram’s automated stock sales system at 615-213-6803. Just
punch in the ISBNs (found on the back covers) to check the rate of
sale for the various books you’ve located on your subject. The
automated voice will tell you how many books are stocked in each of
the Ingram warehouses, how many copies Ingram sold last year and
how many they have sold so far this year. These numbers are not
total sales figures; however, since Ingram handles more than half
of the books in the U.S., the figures will give you an idea of the
rate of sale of that category of book and are good for
comparison.

Also, log on to an online store such as
Amazon.com. Search for your category of book and chart the books
that are close to your project.

Amazon provides the sales ranks, and they
also tell you how the books are selling against each other. Write
down the numbers. For historical Amazon sales data, go to
http://www.titlez.com/welcome.aspx.

In addition, get a copy of Financial
Feasibility in Book Publishing by Robert Follet. It contains
guidelines, worksheets and rules of thumb for estimating sales.
Find it listed by title under Para Publishing Special Reports in
Appendix 2 or order it from http://ParaPublishing.com.

Do some market research. How many
associations, magazines and conventions are there participating in
this activity? How many people care about this subject?

With proper promotion, any reasonably good
nonfiction book, aimed at all but the tiniest markets, should sell
2,500 copies in its first year (plus require up to 500 promotional
copies).

 


REPRINTS

Reprints should be well timed. If you order
a reprint too early, you may tie up more money before the first run
is paid for, and many of those books from the earlier run could be
sitting on the shelves in the stores—unsold. It’s a good idea to
make some telephone calls to assess dealer inventories. On the
other hand, if you wait too long to reprint, you run the risk of
being out of stock and losing the all-important sales momentum the
book is enjoying. Reprints from offset printers take two to five
weeks. Coordinate with your printer so you can get a fast reprint
if necessary. It’s much better to be out of books for a few weeks
than to have the truck arrive with 5,000 more as bookstores are
returning copies.

REVISION VS. REPRINT: A “reprint”
means there are no changes; a “revision” means you have made
updating content corrections. As the publisher, you decide how many
changes are necessary for the book to qualify as a revision. Books
may be “revised” or “completely revised.”

Always include a new ISBN when you publish a
revision so the book industry will treat the book as new. Your
distributor will put it back in the front of the catalog (“front
list”) as a new book. The book trade is new-product driven. Make a
legitimate revision, assign a new ISBN and bar code and keep your
book new.

 


SIZE OF INVENTORY

The demand for some books continues on and
on; others have a definite life. The trick is to know when the
sales cycle is over. It’s nice to run out of stock just before the
demand curve ends in a cliff. Watch your sales and don’t reorder
until the last minute.

PRINT-ON-DEMAND (POD): If your sales
are down to three or four per month, you don’t want to invest the
money and inventory space in 3,000 copies. With POD, you can print
one book at a time, but the cost per unit is much higher.

THE BEST AND SAFEST ANSWER in this
situation is to print a small quantity of books. You’re more likely
to hear a publisher complain he or she printed too many books
rather than too few. See
http://parapub.com/sites/para/resources/newbook.cfm. And listen at
http://www.jackstreet.com/jackstreet/RR.Newbookmodel.cfm. (Wait for
the sound to load.)

RUN THE NUMBERS/DO THE MATH: Select
the method of printing that best fits your situation. Remember that
publishing involves printing, and printing is to a large degree a
quantity game. The more you print, the lower the per-unit cost.

 


SELECTING A BOOK PRINTER

Each printer is set up differently. Some
specialize in case binding (hardcover), and some in perfect binding
(softcover). Some are equipped for very short runs (under 500),
short runs (3,000 to 5,000), long runs (100,000) and on up. Any
item in your specifications varying from their system will drive up
their costs and your quotation. When they have to take a book off
the assembly line to shift it to the other side of the factory or
send it out to a binder, costs go up.

As a publisher, you don’t have to learn
printer capabilities and printing equipment. Just send out a
Request for Quotation (RFQ) describing your book to the book
printers listed in Appendix 2. Then accept the lowest bid. If your
next book has similar specifications, you will probably deal with
the same printer. Once you establish a relationship with the
printer, your costs will probably go down further because you will
require less hand-holding, and the printer may extend you complete
credit. But also send out RFQs to other printers from time to time
to make sure your printer is still giving you a good price.

Beware of “job printers” soliciting book
printing. Many printers are looking for new territory and are
attracted to books—a big-ticket item.

For the best quality, lowest price and
on-time service, stick with printers who print nothing but books.
How can you tell? Just ask what they print. For lists of book
printers, see Appendix 2.

REQUEST FOR QUOTATION (RFQ): To
calculate book production costs, send an RFQ to all the book
digital and/or offset printers. See examples in the following
RFQs.

*

Sample Requests for Quotation

 


REQUEST FOR QUOTATION—DIGITAL PRINTING

 


Please quote your best price and delivery in
printing and binding the following book:

Identification

Title of book:

Author:

Specifications

Quantity: 500

Number of pages including front matter:
144

Trim size: 5.5 x 8.5 - Full

Method of printing: Digital

Copy: Customer to provide PDF file

Illustrations: 7 JPG images, no bleeds

Cover: Print sides 1 and 4 only. Customer to
supply file.

Paper

Text: 60# white offset book. Printed Right
Grain.

Cover: 10 pt. C1S with lay-flat film
lamination

Ink/toner

Text: Black throughout

Cover: Four colors

Binding: Perfect

Proofs: Yes

Packaging: Shrink-wrapped in stacks
of six. Cartons shall be tightly packed and sealed and shall weigh
no more than 40 lbs. each.

Terms: Net 30 days. Credit references
available on request.

Your Quote

Price for 500: $___

Price for 1,000: $___

Delivery charges: $___

Discount for prompt payment: ___

Delivery time: ___

Other miscellaneous charges: ___

Remarks: ___

Signed: ___

For: ___

Date: ___

Quote valid for: ___

Are there any minor specification changes
that will result in a lower price? Please explain.

Any item in this RFQ takes precedence over
any industry convention.

*

REQUEST FOR QUOTATION—OFFSET PRINTING

 


Please quote your best price and delivery in
printing and binding the following book:

Identification

Title of book:

Author:

Specifications

Quantity: 3,000 and 5,000

Number of pages including front matter:
144

Trim size: 5.5 x 8.5 - Full

Method of printing: Offset web press

Copy: Customer to provide PDF file

Illustrations: 7 JPG images, no bleeds

Cover: Print sides 1 and 4 only. Customer to
supply file.

Paper

Text: 60# white offset book. Printed Right
Grain.

Cover: 10 pt. C1S with lay-flat film
lamination

Ink/toner

Text: Black throughout

Cover: Four colors

Binding: Perfect

Proofs: Yes

Packaging: Shrink-wrapped in stacks
of six. Cartons shall be tightly packed and sealed and shall weigh
no more than 40 lbs. each.

 


Terms: Net 30 days. Credit references
available on request.

Your Quote

Price for 3,000: $___

*Overruns: $___

*Reprint of 3,000: $___

 


Price for 5,000: $___

*Overruns: $___

*Reprint of 5,000: $___

 


Delivery charges: $___

Discount for prompt payment: ___

Delivery time: ___

Other miscellaneous charges: ___

Remarks: ___

Signed: ___

For: ___

Date: ___

Quote valid for: ___

Are there any minor specification changes
that will result in a lower price? Please explain.

Any item in this RFQ takes precedence over
any industry convention.

*

Hardcover and dust jacket: If you want a
hardcover book, 3,000 is a practical minimum because of the time
required to set up the case-binding machinery. Alter the RFQ for
offset to something similar to:

#

Binding: Case plus dust jacket.
Three-piece cover consisting of four-colored marbleized paper front
and back (approx 4.375'' wide) and cloth along spine. One-hit
imitation gold foil stamping of the title on spine. Customer to
furnish file. Printer to furnish dies. 80# colored end sheets.
Adhesive, notch bound. .085 pasted boards. Round back and
head-bands to match.

 


Jacket: 80# enamel with 3.5'' flaps
and lay-flat film lamination. Printer to wrap dust jackets.

#

Simply make up an RFQ similar to one of the
examples and send it to all the printers on the list. See Appendix
2 for their email addresses. Send the email to yourself and type
all the printers’ addresses into the bcc box in your email
program.

Don’t send your RFQ to just a few printers;
the inquiry will not result in enough comparative data. The only
way you will know you’re getting the best price is if you get
quotations from all the listed printers. Don’t worry about their
reception of an emailed RFQ; printers are used to making
competitive quotes.

When the RFQs are returned to you, spread
them out for comparison and interpretation. Examine any items that
you didn’t request, and add up all the miscellaneous prices. Some
printers will follow your RFQ, but others will use their own form.
Make sure the quotes are “FOB destination”—that is, that trucking
to you is figured in. You may find that the distant printers quote
much lower prices even with the trucking costs. Asking for
estimates for both printing and trucking levels the quotation
playing field. Compare the delivered prices.

Also send the RFQ to a couple of local print
shops for comparison. Don’t be concerned about hurting the feelings
of your local printers. If their bids are not the lowest, show them
the other bids. This is your excuse for not giving them the work.
They’ll be interested in what the competition is quoting and will
appreciate your openness.

SHRINK-WRAPPING: Have the printer
shrink-wrap your books in stacks of two or more to a maximum depth
of 5''; the cost is about 20¢ per shrink. Shrink-wrapping will
protect your book by providing a moisture/dust barrier and will
also prevent scuffing. However, if you shrink-wrap the books
individually, the stores usually will not break the wrap. Then the
customer can’t look inside, and that usually results in a lost
sale. If you wrap the books in larger increments, you may have to
break the wrap for small orders.

PROOF COPIES: Always insist on proofs
prior to printing. This is your last chance to check the printer’s
work prior to the book going on the press. Proofs used to be called
“bluelines”; today, they are one-off laser copies of the book with
a perfect-bound blank cover.

At the “bluelines” stage, you’re checking
that all pages are straight and in sequential order, photos and
graphs are placed and reproduced correctly and there are no dirt
spots or negative scratches on the pages. You should not start
extensively editing or rewriting (AA or Author Alteration) your
book at bluelines as the printer will charge you for each page you
replace that is not a printer mistake (PE or Printer Error).

GET IT IN WRITING: Get
everything in writing. You’re new to publishing, and what
you assume may not be the same as what your printer
assumes. Good faith, trust and friendship are fine until the
books arrive. Many printers do not read or retain written
documents. Cover yourself. Never rely on oral directions.

Ask for samples and show the printer what
you like, what you expect. Get estimates explaining exactly what
each part of the job will cost. Then if you have two more pages
than you planned or want to make minor author– alterations, you and
the printer will arrive at the same added figure. Submit detailed
printing instructions along with your page and cover files.

Make sure your RFQ includes a clause that
states, “Any item in this RFQ takes precedence over any industry
convention.” You aren’t familiar with the printing industry and
aren’t interested in how business is normally done. You simply want
an attractive book and you want to know what it will cost.

KEEP YOUR ARTWORK: Put all the
artwork, photos, drawings, etc., into a large envelope. If you need
them again (and you do hope for many happy reprintings), you don’t
want to have to regenerate lost material. You want to be able to
find them easily if you contract for a translation or other foreign
edition. Keep the disks of all promotional material, such as
brochures and order forms.

The art and disk for the book are the
publisher’s property. Many job printers will tell you that
the large, thin metal printing plates and even your disk belong to
them, because they are the product of the printer’s craftsmanship.
Printers who argue this point simply want to ensure that you return
to them for reprints, whereas in fact the plates are difficult to
store and printers usually throw them out.

Fortunately, most book printers do
not want to keep your flats and will even charge you for storage if
they have not been reused or returned within three years.

WHEN THE BOOKS ARRIVE from the
printer, count the cartons. Books sometimes disappear in transit.
Compare the carton count with the number on the bill of lading.
Your cartons should be shipped together to each destination, or, if
a large quantity, the boxes should be strapped on wooden pallets
and covered with plastic sheeting.

Open random cartons and check for damage. If
the books were loose in the carton, the top ones will be scuffed.
You may also find your extra covers that were inadvertently packed
in a book box.

For more information on printing, see
Document 603, Book Printing at the Best Price and/or the
Special Report Book Printing at
http://ParaPublishing.com.

 


OTHER EDITIONS

To serve those people who cannot read your
printed book due to disability or lifestyle, you’ll produce
additional formats. This is wringing more value out of your
Work.

LARGE PRINT BOOKS (lpBooks) appeal to
the visually impaired and the reading challenged. Once your type is
set for a 5.5'' x 8.5'' book and converted to a PDF file, you will
reset the Adobe Acrobat settings to produce a PDF file con-forming
to 8.5'' x 11''.

Rather than inventory a large stock, you may
send the file to a POD printer who will post the description with
Amazon.com and other online booksellers. Books will be manufactured
only after being ordered and paid for. Your up-front costs will be
minimal.

The Self-Publishing Manual and
Writing Nonfiction are available in large print from
Amazon.com and other online booksellers.

See Document 642, Large Print Books,
at http://parapub.com/sites/para/resources/allproducts.cfm.

ELECTRONIC BOOKS (eBooks) appeal to
travelers who don’t have room in their luggage for printed
books.

The electronic edition of your book can have
even more features and benefits than the print version; it may have
color, sound, video and hyperlinks. Your e-edition will take up
less shelf space, be even less expensive to produce and will
provide a richer experience to your reader.

You’ll send your Word (DOC) file for
conversion into the four basic eBook formats: LIT (for Microsoft
Reader), PDF, MobiPocket (popular in Europe) and Palm. Palm is the
largest reseller of eBooks.

Then you’ll send the files to Lightning
Source, Inc. (a division of Ingram, the largest book wholesaler)
and your eBook will be offered for sale from Amazon.com and more
than a dozen eBook retailers.

The Self-Publishing Manual, Writing
Nonfiction and Successful Nonfiction are available for
electronic download from Amazon.com and other online booksellers.
Now you can have a fully searchable edition of these best-sellers.
Visit the sites and see how eBooks are sold.

See Document 615, Electronic Books,
at http://parapub.com/sites/para/resources/allproducts.cfm.

AUDIOBOOKS (aBooks) appeal to people
behind the steering wheel—long-haul truckers, sales reps and
commuters. Audio allows people to get where they have to go and
consume your book at the same time.

#

Spoken-word audio turns your car into a
university.

—Judith Kay Sinclair

#

Once your book is printed, it becomes a
script for your audiobook. You may read it aloud yourself or hire a
voice talent. Writing Nonfiction is available in audio from
Amazon.com and other online booksellers.

See Document 635, AudioBooks: Turning
Books & Speeches into Spoken-Word Tape & Disc Products
at http://parapub.com/sites/para/resources/allproducts.cfm.

#

Be accurate with facts. You will be repeated.
When you write a book, you are committing history.

#

Para Publishing is a unique book
business. It doesn’t operate like a big traditional publisher, and
it doesn’t lose money. Here are some tips for making your
publishing firm successful:

* Publish your own material. Don’t waste
your time on, or split the money with, other authors.

* Perform every publishing and business
function yourself. After your first book, farm out those tasks you
do not wish to perform.

* Operate as a sole proprietorship, not a
corporation, and keep your books on a (modified) cash basis.

* Don’t mimic the large traditional New York
publishers. Many are not making a sufficient return on their
investment. Some of their procedures exist for a good reason, while
others are just convention (also known as a rut). The trick is to
know the difference.

* If you cannot find a need and fill it,
then create a need and fill it. Decide on your market before you
write the book, and write to that market.

* Market your books like breakfast food—not
like a film. Nonfiction is not one-shot entertainment; go after a
market share and keep selling that book year after year.

* You’ll have to spend more time selling
than you will writing. Concentrate on marketing rather than
editorial functions.

* Produce valuable information, aimed at a
small target audience, and charge a fair price.

* Stay in a single field and produce more
information for it.

#

A book should not be just something to read,
it should be something to possess.

—Lee Collins

 


* * * * *

 



5 ANNOUNCING YOUR BOOK

Telling the book world you’re a publisher and
an author

 


Before you run off to promote your book to
potential readers, you should announce it to the book industry and
register it with government offices. Make your book and your
company easy to find. Some of these announcements must be made
before you go to press. For a clear understanding of when each of
the following should be done, see Appendix 1, “Your Book’s
Calendar.”

As you use this chapter, remember that if
the people at some registration offices and directories reject your
application, you shouldn’t give up. Try to figure a way around
their objection and file a new form. It’s very doubtful that they
will remember rejecting your initial application.

Since these people may not have a lot of
confidence in publishers with a single title (who may never publish
again), it’s best to represent yourself as being larger. After all,
this will not be your only book. Use different names when you refer
to your company, publisher and author, rather than repeating the
same name in each. Talking about Sam Horn Publishing, Sam Horn the
publisher and a book by Sam Horn is a sure tip-off that you’re a
small and new publisher.

Names and phone numbers change as people and
offices move. For a free, current list of contacts see Document
112, Poynter’s Secret List, at
http://parapublishing.com/sites/para/resources/allproducts.cfm.

 


INTERNATIONAL STANDARD BOOK NUMBER
(ISBN)

The ISBN is a worldwide identification
system that has been in use since the late sixties. There is a
different ISBN for each edition and each binding of every book so
the number’s use avoids errors in identifying the books ordered,
shipped, received, etc.

You may purchase ISBN blocks of 10, 100,
1,000 and so on. Since you’ll be publishing in print, audio, eBook
format, etc., a block of 10 won’t last very long. The charge for
blocks of ISBNs varies depending on how many numbers you want. For
the latest information and prices, see http://www.bowker.com/
and/or http://www.ISBN.org. Once you get your ISBN block, you’ll
assign an ISBN to each edition of each book you publish.

You don’t have to start at the beginning of
the numbers. If you use the first number on the logbook sheet, the
“0” at the end of the string will tip off those in the industry
that this is a first book.

ISBN changes: There was a need to
increase the number of ISBNs available around the world. So
starting on January 1, 2007, new ISBN numbers were assigned that
are 13 digits long to replace the 10-digit numbers previously in
use. As of January 1, 2007, the numbers issued by all ISBN agencies
now have the new 13-digit structure; but as blocks of ISBN-13s
built on existing ISBN-10s are exhausted, new blocks will be
prefixed with 979 instead of the current 978. See
http://www.isbn-13.info/index.html and
http://www.bisg.org/docs/BISG_Special_Session_09-23-04.pdf.

 


BAR CODES

The bar code on a book identifies the ISBN,
which in turn identifies the publisher, title, author and edition
(hard-cover, etc.). The wholesalers, chains and other bookstores
will not accept your book or audiobook without a bar code. If your
book arrives at a wholesaler without a bar code, they will sticker
one on and charge you for it. Further, since most books have bar
codes, your book will look odd in the marketplace without one, and
will not be taken seriously.

The bar code you want is the “Bookland
EAN/13 with add on,” and it should be printed on the lower half of
“cover 4” (the back cover) on hardcover and softcover books.
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The UPC bar code is used on smaller
mass-market paperbacks (usually sold in drugstores and grocery
stores) and other forms of merchandise. The cost of the UPC bar
code starts at $300. See http://www.gs1us.org/gs1us.html. However,
it’s very unlikely you will need a UPC bar code.

See Machine-Readable Coding Guidelines
for the U.S. Book Industry from The Book Industry Study Group,
http://www.bisg.org/isbn-13/barcoding.html.

Bar code/ISBN files cost $10 to $30. For a
current list of bar code suppliers, see
http://parapublishing.com/sites/para/resources/allproducts.cfm.

Assign an ISBN to your book, order a bar
code file and give the file to your cover artist for incorporation
into your back-cover design. If the book is already printed, order
bar codes on self-adhesive labels.

 


OTHER IMPORTANT FILINGS

Standard Address Number (SAN): The
SAN identifies each separate address of every firm in the book
publishing industry—from publishers, to wholesalers, to libraries,
to bookstores. SANs sort out the billing and shipping addresses and
help to determine which “Book Nook” will receive an order.

Since you probably have just one address for
editorial, shipping and returns, and because Bowker is now charging
for SANs, you can forget about this number. See
http://www.bowkerlink.com if you want more info.

Advance Book Information (ABI) is
another Bowker service. By adding your new titles to the database,
your book will be listed in Books in Print and several other
specialized directories. Books in Print is published in
October of each year and is a most important directory. See
http://www.bowkerlink.com/corrections/Common/LearnMore.asp#vautitles.

Use BowkerLink.com to submit forthcoming
title information to Books in Print 180 days before
publication and inform them of updates as soon as they occur. Once
enrolled in the ISBN system, you can go online and update or change
your listings.

Library of Congress Control Numbers (LCCN or
PCN): The LCCN or Library of Congress Control Number is known as
the PCN or Preassigned Control Number when it is assigned prior to
publication of a book. The PCN appears on the copyright page of
each book, and it is also included in lists and reviews appearing
in the leading journals of the book trade. The PCN differs from the
ISBN in that one ISBN is assigned to each different edition
of a work (hard-cover, softcover, etc.); the PCN number is assigned
to the work itself, no matter how many different editions of the
books are printed or bound. Use of the number enables sub-scribers
to the Library of Congress’s Catalog Card Service to order
bibliographic data by number and thus eliminate the searching fee.
PCN numbers have been important for selling to libraries. The PCN
must be requested prior to the publication of the book so that the
number may be printed on the copyright page.

Control numbers are preassigned only to
books that the Library of Congress assumes will be added to library
collections or for which they anticipate substantial demand for PCN
bibliographic data. The types of material that the Library collects
only in a very limited way and for which PCN numbers are generally
not available include: calendars, laboratory manuals, booklets of
fewer than 50 pages, brochures, advertisements, bank publications
designed for customers, blueprints, certain kinds of light fiction,
privately printed books of poems, religious materials for students
in Bible schools, catechisms, instructions in devotions, individual
sermons and prayers, question-and-answer books, most elementary and
secondary school textbooks, tests except for standard examinations,
teachers’ manuals, correspondence school lessons, translations from
English into foreign languages, picture books, comic strip and
coloring books, diaries, log and appointment books, prospectuses
and preliminary editions, workbooks and vanity press publications.
Since the people at the Library of Congress sometimes confuse
self-publishing with vanity publishing, it is best to fill out the
forms using different names for the author, the publisher, etc.

New publishers should contact the Copyright
Office via http://www.LOC.gov or http://www.Copyright.gov.

You must complete the Application to
Participate and obtain an account number and password. Then you can
apply for a PCN. The Library of Congress will send you your number.
See http://pcn.loc.gov/pcn/pcn007.html and
http://ecip.loc.gov/pls/ecip/pub_signon?system=pcn.

The first two digits of the PCN do not
indicate the year of publication, but the year in which the card
number is preassigned. If you register after January 1, your book
will appear to be a year newer.

The PCN Office must be advised of all
subsequent changes in titles, authors, etc., and cancellations.
This notification is important as it prevents duplication of
numbers. A new number is not necessary when changes are made.
Changes will not be acknowledged unless requested by the
publisher.

There’s no charge for the preassignment of a
card number. An advance complimentary copy of each publication must
be sent to the CIP Office, Library of Congress, Washington, DC
20540. This copy is used for final cataloging before the book is
released. The CIP Office provides postage-free mailing labels for
use in sending these advance publications.

Cataloging in Publication (CIP) is a
separate Library of Congress service that supplies additional
cataloging numbers that may be printed on the copyright page of the
book. These numbers help libraries to shelve your book in the
correct category. Having the data block also makes the smaller and
newer publisher appear to be established. During 1990 and 1996, the
CIP office ran out of funds and stopped accepting new publishers
into the program for several months. This may happen again.

*

Typical CIP Data Block

 


1. Library of Congress
Cataloging-in-Publication Data

2. Poynter, Dan.

3. Dan Poynter’s self-publishing manual :
how to write, print, and sell your own book / by Dan Poynter. --
15th ed., completely rev.

p. cm.

Rev. ed. of: Self-publishing manual.
c2003.

Includes bibliographical references and
index.

4. ISBN-13: 978-1-56860-134-2 (trade pbk. :
alk. paper)

5. 1. Self-publishing--United States. I.
Poynter, Dan. Self-publishing manual. II. Title. III. Title:
Self-publishing manual.

6. Z285.5.P69 2006

070.5’93--dc22

 


2006010649

*

Once you have published three books, you’re
eligible to participate in the CIP program and receive
library-cataloging data for printing on your copyright page. The
Cataloging in Publication Office supplies postpaid mailing labels
once you have been admitted to the CIP program. See
http://www.loc.gov; http://cip.loc.gov/cip/.

Publisher’s Cataloging in Publication
(PCIP): Now Quality Books, the library supplier, is filling in
for the Library of Congress with Publisher’s Cataloging in
Publication (PCIP) data blocks. A staff librarian will catalog
your forthcoming title and will send you a data block ready to be
inserted into your copyright page.

Contact Quality Books for an application:
http://www.Quality-Books.com.

The Copyright Office is operationally
separate from the CIP Office. But the CIP and LCCN/PCN offices are
the same. Control numbers (PCNs) may be applied for per the above
or when applying for Cataloging in Publication Data.

A Copyright may be registered before
your manuscript is published, but most publishers wait for books to
come off the press. Your work is automatically copyright
protected under Common Law because you created it; it just
isn’t copyright registered yet.

To register your copyright, follow these
three steps:

1. Print the copyright notice on the
copyright page. The notice takes the following form: “© 2006 by
Dan Poynter.” You may use the word “copyright,” but the “©” says
the same thing and it’s necessary for international protection.
Also add “all rights reserved” and expand on this if you like.
Check the wording in this and other books. The copyright notice
must appear in all copies of the book to protect you, so
double-check it and all the numbers on the copyright page every
time you proof copy. The copyright should be in the name of the
owner. The owner may be the author, the publishing company or
whoever created or paid for the work.

2. Publish the book. Check for the
copyright notice before any of the books are distributed.

3. Register your claim with the Copyright
Office within three months of the book coming off the press. To
do this, send a completed Form TX, two copies of the “best edition”
of the book and a fee of $30. The “best edition” would be the
hardcover if both the hard-bound and softcover came from the
printer at the same time. However, since the hardbound edition
often takes longer to produce, the softcover may be the “best
edition at the time of initial publication.” If you enclose
softcover copies with the Form TX, be sure to note that they were
produced first. For forms, see
http://www.loc.gov/copyright/forms/.

The Copyright Office will add a registration
number and date to the form and will send you a photocopy
containing a seal and the Registrar’s signature.

The time it takes the Copyright Office to
process your application varies. Nine months is not unusual.
Sending your application by UPS or FedEx will be much faster than
via the Postal Service. Due to the anthrax scare, all Postal mail
is diverted to Florida for (slow) decontamination. The office
receives more than 600,000 applications each year!

 


DIRECTORIES TO LIST YOUR BOOK IN

You have many opportunities to list your
book in directories and with associations that are referred to by
thousands of people. The following pages include the most important
of the directories and associations. I suggest you list your book
in as many of them as possible.

The ABA Book Buyer’s
Handbook is used by bookstores to find your shipping, discount,
STOP and returns policies. To be listed, your company must be at
least a year old and you must have published at least three titles.
Contact the American Booksellers Association for an application.
See http://handbook.bookweb.org/.

NACS: The Book Buyer’s
Manual is published by the National Association of College
Stores.

The manual is a listing of publishers,
distributors and wholesalers who serve the college and university
bookstore industry. This listing will include each firm’s ordering
policies, discounts and returns schedules and is a critical
resource for buyers to utilize in their ordering of both
faculty-requested course materials and general books.

For an application, see
http://www.nacscorp.com, http://www.NACS.org and
http://www.NACS.org/forms/bookbuyers/.

The Book Dealers
Dropship Directory will list your book for individual drop-ship
sales. Contact Al Galasso at marketbooks@juno.com.

Book Trade in Canada is
the Literary Market Place of the Canadian book publishing
industry. If you are located in Canada, contact Quill &
Quire magazine, http://www.quillandquire.com.

Canadian Books in Print
is the Books in Print of the Canadian book publishing
industry. If your book is being printed in Canada, contact Marian
Butler, University of Toronto Press, 10 St.Mary’s St.#700, Toronto,
ON M4Y 2W8, Canada; Tel: 416-978-2239.

The Canadian
Publishers Directory: If you’re located in Canada,
request an application from Quill and Quire,
http://www.quillandquire.com.

Directories in Print will
accept your book listing if it has an extensive Appendix. Request a
form from the Gale Group, http://www.galegroup.com.

The Directory of Mail
Order Catalogs and the Directory of
Business-to-Business Catalogs: If you have several books and
offer them in your own brochure or catalog, see
http://www.greyhouse.com.

The International
Directory of Little Magazines and Small Presses is another
place you’ll want to list your new firm. For an application, see
http://www.dustbooks.com/.

The Small Press Record
of Boos in Print is a special Books in Print for smaller
publishers. For an application, see http://www.dustbooks.com/.

Law Books in Print: If
you’re publishing books for the legal profession, get a listing in
Law Books in Print. See http://www.oceanalaw.com.

Literary Market Place
(LMP) is one of the most important reference books in the
publishing industry. It lists every major publisher, publicity
outlet and supplier. An inclusion here will help your customers and
suppliers find you. See
http://www.literarymarketplace.com/lmp/us/index_us.asp.

The National Directory
of Catalogs: If you have several books and offer them in your
own brochure or catalog, send for an application form for this
directory. See http://www.mediafinder.com/.

Online bookstores: Some of the
following online bookstores allow you to register your book.
Contact them online regarding information for publishers. Annotate
your listings by sending cover art, the table of contents,
back-cover copy, etc.

http://www.amazon.com: Go to the bottom of
the page and click “Sell Items.”

http://www.bn.com: Go to the bottom of the
page and click “Publisher and Author Guidelines.” And see
http://www.barnesandnoble.com/help/pub_confirmation_form.asp.
http://www.borders.com: Go to the bottom of the page and click
“Sell Items.”

http://www.booksamillion.com/ncom/books/: o
to the bottom of the page and click “For Publishers.”

The Para Publishing Web site: My site
offers a free listing. Once your book is published, you may list it
on the Para Publishing Web site at no charge. Just click Success
Stories and fill in the form. Include your email address and
URL so that interested surfers can click directly back to you. See
http://parapublishing.com/sites/para/resources/success_list.cfm.

Publishers Directory is
another publication in which you may have a free listing. See
http://www.galegroup.com.

The Publishers Marketing Association
(PMA) is an international association of more than 3,000
publishers who band together to promote their books in a
cooperative manner. PMA holds educational seminars, does
cooperative mailings and operates booths at major book fairs. Local
affiliates of PMA are located all over North America. Their annual
directory lists member publishers. Contact PMA for a sample
newsletter and a membership application:
http://www.pma-online.org.

Quill & Quire Spring and
Fall Announcements: If your books are being produced in Canada,
request an application from Quill & Quire,
http://www.quillandquire.com.

The Small Press Record
of Books in Print is a special Books in Print for
smaller publishers. For an application, see
http://www.dustbooks.com/.

Writer’s Market: A
listing here means you want manuscript submissions from authors.
For an application, write Writer’s Market, Writer’s Digest
Books, 1507 Dana Ave., Cincinnati, OH 45207. (Phone 800-289-0963 or
513-531-2222; Fax: 513-531-4744) See
http://www.writersdigest.com.

Ulrich’s International
Periodicals Directory: If you have a magazine or newsletter,
see http://www.ulrichsweb.com/ulrichsweb/default.asp#.

The Oxbridge Directory
of Newsletters: If you publish a newsletter, see
http://www.mediafinder.com/.

An important way to become noticed as a
publisher is by getting reviews for your books. For details on
sending review copies and making galleys, read our Special Report,
Book Reviews. See
http://parapublishing.com/sites/para/information/promote.cfm#bkrev.

For information on book promotion, see
Chapter 7.

#

If you want a response, you have to ask for
it.

—John Huenefeld

#

Writing a book is an adventure. To begin
with, it is a toy and an amusement. Then it becomes a mistress,
then it becomes a master, then it becomes a tyrant. The last phase
is that just as you are about to be reconciled to your servitude,
you kill the monster and fling him to the public.

—Winston Churchill

 


* * * * *

 



6 WHAT IS YOUR BOOK WORTH?

Prices, discounts, terms, collections and
returns

 


Book pricing is a complicated affair that
strikes a compromise between a price high enough for the publisher
to stay in business and low enough to overcome customer
price-resistance. The first book is often for recognition and, once
that is out of your system, the second is for money. Consequently,
the author is likely to underprice the first book, but work with a
very sharp pencil on the price of the next.

#

The higher the price, the more mistakes you
can afford.

#

THE LIST PRICE

Many first-time author–publishers ask
themselves whether they want maximum financial return or maximum
distribution, feeling they can’t have both. Usually they wind up
with a price on the cover that’s too low. As a result, many small
publishers have a garage full of books that they cannot afford to
market effectively. Without a high enough price, there will not be
enough money for promotion, and without letting people know about
the book, it will not sell.

In addition, the price printed on the cover
is not what you will receive for the book. Dealers require a
percentage for their selling efforts. Everyone in the book-selling
process takes a cut—distributors, wholesalers, bookstores and other
sales outlets.

Your promotion costs—expenditures related to
letting people know the book exists—are likely to be much higher
than you originally anticipated—around 25% of the list price. Some
10% to 20% of the books may be shipped out as review copies, as
only one factor. Advertising might be another cost. Some books may
come back from bookstores damaged and unsalable. Returns take a big
chunk out of the list price.

Depending upon the subject matter and the
size of the potential audience, I often send out more than 500
review copies to appropriate magazines, newsletters, newspaper
columns, news syndicates and opinion-molders. Reviews are the most
effective and least expensive promotion you can do for your
book.

In a how-to book, you’re selling exclusive
information. Your book is unique—like you, it’s one of a kind. It’s
true that customers will not pay more than what they figure is a
fair price. However, if your book is a good one and they want it
badly enough, they will pay what you ask. The selling price is not
nearly so frightening to the buyer as it is to the author.

#

Books are becoming increasingly more
expensive to buy. Visit a bookstore and compare prices.

#

Underpricing a book to increase sales is a
big mistake. In fact, it may even undermine the credibility of the
book. And remember, price can have a reverse impact when a book is
purchased as a gift.

Also, keep in mind the gender factor, which
can be a reason to keep prices reasonable. According to
Publishers Weekly, women are more resistant to book prices
than men. Women buy most of the books on cooking, health, diet and
gardening, as well as fiction. In fact, women buy 68% of all trade
books.

ALWAYS CHARGE $_.95: It may seem old
and silly, but $19.95 still seems a lot cheaper to the subconscious
mind than $20, and there is no good argument for a mid-price like
$19.50.

 


THE PRICING FORMULA

Here’s a procedure for pricing your book.
You must look at price from both the bottom up and from the top
down.

BOTTOM UP: Books you intend to sell
through bookstores and mail order should be priced at a minimum of
eight times production cost, textbooks at five times. Production
costs include printing and trucking in. I am not counting
typesetting and other prepress costs as I assume the book will go
through several revisions—spreading out those costs over many
books.

#

BOTTOM-UP PRICING—If it costs you $2 to print
and truck, and you have to mark it up times 8, the result would
be...$15.95.

#

The “eight times formula” does not fit every
case; there may be a few exceptions. Consider your audience and the
cost of reaching them. If you write a pictorial history of your
town, and the chamber of commerce is buying all the books to give
to tourists, your promotion and distribution costs will be much
lower. For nonfiction aimed at a small target audience that
continuously sells, you may be able to justify seven times. If
eight times seems like a lot, you should know that audiovisual
materials are often marked up 11 times.

Direct Mail: If you plan to sell your
book through direct mail advertising, you will get the full price
of the book by avoiding book trade discounts. However, your list
price will have to be higher, not lower, because direct mail is so
expensive. A direct mail offer will cost more than 50¢ each for
bulk rate postage, envelope, cover letter, mailing house stuffing,
etc. Your expected response may be 2% or less. Conventional
direct-mail industry wisdom says you can’t profitably sell a book
through direct-mail advertising unless it is priced over $35. Savvy
publishers avoid direct mail and use their Web site to market to
buyers.

Pricing the book any lower than 8X is
courting financial disaster. If the projected list price seems too
high, consider cutting out some of the copy or photographs, or
selecting a smaller type size and narrower leading (space between
the lines) to get more text on each page and reduce the total
number of pages. If your book has a huge number of pages, you might
consider dividing it into two volumes. Check with your printer for
other ways to reduce costs. Now, if the customer still won’t pay
that much, you picked the wrong subject to write about.

#

There’s really no formula for pricing
books...You must go to the bookstore or marketplace, and study the
prices of the competing titles.

#

TOP DOWN: The price you put on your
back cover, embed in your bar code, put on the order blank on the
last page of your book and list in all your promotion should be
as much as the traffic will bear. Visit a bookstore, look on
the shelf where your book will be and check other books like yours.
Look for other books on the same subject that would be purchased by
the same type of person.

#

WHO’S YOUR REAL TARGET CUSTOMER?

 


Yes, I know, you think your book is for
everyone. Look, I publish books on skydiving. I want everyone to
jump—to have fun, to skydive safely and to come back, make more
jumps, join the club, buy equipment and (hopefully) buy more books.
But I’m realistic. I know skydiving is not for everyone.

Just because you spent the last year pouring
your heart, soul and credit limit into your tome does not mean
everyone is interested enough to buy and read it. Now, that said,
what is the profile of the typical potential purchaser for your
book?

#

You want to find out what your potential
buyer is willing to spend. If you’re selling to teenagers, your
price will have to be low and the book printed in softcover. If
yours is a business book, a price of $34.95 and a hardcover with a
dust jacket might be right. If this is a professional book aimed at
doctors or lawyers, a hardcover book without a jacket at $90 would
not be out of line.

#

Before you can sell a person anything, you
have to make him or her want it more than the money it costs.

#

Look at the range of prices in your category
on a bookstore shelf; the price for your book must be right in the
middle. Also, look at the formats of other books like
yours—hardcover, softcover, size, shape, color printing and so on.
And remember, books with old copyright dates will many times have
inordinately low prices, as their prices have not increased along
with normal inflation.

#

Retail price should depend more upon the
value the buyer places on the product than the cost to the
producer.

—Leonard Shatzkin, In Cold Type

#

If you poll bookstore managers on pricing,
remember their perspective is that lower prices will sell more
books. As a result, they will often advise a price that may be too
low.

#

Book buyers are less influenced by price
differentials than almost any category of customer.

—John Huenefeld, Huenefeld’s Guide to
Book Publishing

#

COMPARE UP AND DOWN: Now,
hopefully, your bottom-up price (8X) is lower than your top-down
price. If there is an overlap, you’ll have to reformulate your
book, because there’s no room to make a profit. If so, see how
you could cut back on your production costs—trimming the number of
pages, for example.

#

If your cover price is too high, you will
price your book out of the market. If it is too low, the book will
not be credible; potential buyers will think there is something
wrong with it.

#

REVISED EDITIONS: You can price
revised editions a bit higher. When updating a book and going back
to press, there is an advantage: your book has been out there
working for you. A revised edition is a new book—with a track
record. It has a reputation and can command more attention and more
money. Price the revision toward the top of the range of the books
on its shelf.

 


OTHER PRICING CONSIDERATIONS

RAISING THE PRICE: If you do raise
the price with a revision, remember to change your ads, brochures,
Web site, etc., and send off a news release about the reprint to
Publishers Weekly. (Every little mention helps.)

To ease the blow to your better dealers,
those who have listed your book in their catalogs, consider
offering them a one-time buy on the new edition at the old price to
protect their catalog listing. This offer will also generate quick
cash to help you pay your printing bill.

#

The book How to Beat Inflation has
just gone from $14.95 to $19.95.

#

REVISE THE ABI FORM: If you have
already filled out Bowker’s ABI (Advance Book Information) form,
don’t worry. Just go to the Bowker Books in Print Web site
at http://www.bowkerlink.com. Once you have your username and
password, you can update your listing (and submit new-title ABI
forms online) anytime.

PRICE GOES ON THE BOOK: Your book
must have a price on it—and it should for three reasons.

1. If you don’t print your price on
the back cover of a softcover book or on the jacket front flap of a
hard-cover book, the distributor or the bookstores will sticker it.
If the book comes back, you won’t be able to remove the sticker, so
you have to destroy the book or replace the jacket.

2. The price is reflected in the
price extension of the bar code on the back cover, and savvy buyers
can decipher the code.

3. Your book should have an order
blank on the last page—facing out. To use the form, customers will
need to refer to a price. We sell more books each week on these
order blanks than on any other promotion we do.

So, if you are pricing your book on the
order blank and/or on the back cover in the bar code, why not also
print the price on the back cover in Arabic numerals?

The price should be printed at the bottom of
the back cover on a softcover book. Don’t place the price at the
top of the back cover where it may turn off potential buyers before
they read down through the sales copy.

 


DISCOUNTS

Discounts must be set down in a definite
policy right from the beginning. Discount structures have to be
clear to both you and your customers to avoid any
misunderstanding.

END-USER CONSUMERS placing individual
orders usually pay the full retail price (they don’t get a
discount), and they send cash with their order (CWO). When an order
is received without a check, it’s best to return the order with a
short note requesting payment in advance. Direct the customer to
your Web site for details. Some people order asking to be billed,
because they don’t know what the full price will be. By asking for
payment in advance you’ll lose a few orders, but it will stop
credit losses and cut billing costs. Also, avoid COD shipments.
They require too much paperwork for a small sale, and the
collection charges often upset the customer.

Retail your books for full list price. Don’t
compete with your dealers or cheapen your product.

BOOK-TRADE DISCOUNTS: The terms
publishers extend to booksellers vary so much from firm to firm
that the American Booksellers Association publishes a loose-leaf
handbook that tries to list them all. Discounts are supposed to be
based on the theory that there’s a savings in bulk shipments.
However, book-selling tradition bases the discount rate on the
category of the wholesale customer, arguing that certain
intermediaries need a greater discount because they’re buying in
quantity, providing a service and passing on part of the
discount.

* National Distributors usually take
25% to 30% of the net (what they collect from the stores and
wholesalers). That may work out to be around 67% off the list
(cover) price. That 67% may sound like a lot, and it is. But
distributors have sales reps who visit the stores and chain buyers
to take orders. It’s virtually impossible to get books into stores
without a personal visit to the appropriate buyer.

Distributors want an exclusive, but most
just serve the book trade (wholesalers and bookstores). You can
turn that portion of the business over to them, forget about the
stores and go on to the nontraditional markets, which are easier,
more lucrative and more fun. You’ll pay the freight to your
distributor (FOB destination), but you’ll usually ship to them
directly from your printer. See the distributor discussion in
Chapter 8.

* Wholesalers get 50% to 60% off the
list (cover) price on the theory that they purchase large
quantities for resale to retailers and libraries. Often they are
regional suppliers providing stores with both one-stop shopping and
a short supply line for quick and easy restocking. Wholesalers, in
turn, usually allow bookstores 40% to 45% off the list price,
depending on the size of the order. Stores are allowed to mix
titles in an order to get a larger discount. Wholesalers usually
extend discounts of 20% to 33% to libraries. Wholesalers sometimes
pay the shipping (FOB origin) when purchasing from the
publisher.

The largest wholesaler in the country is the
Ingram Book Company. Based in Nashville, Ingram works through
regional warehouses. They have a warehouse within one-day UPS
service of 92% of the bookstores in the U.S.

* Retail bookstores: Discounts to
individual bookstores start at 40% for single-title orders. This
comes as a shock to many new publishers, but one has to consider
the high overhead of retail outlets for rent, taxes, salaries,
utilities, insurance, etc. They need at least 40% to stay in
business. Incidentally, bookstores enjoy a smaller markup than
gift, sporting goods and many other stores, which often get a 50%
discount or more. The publishing industry has been able to justify
the lower discount by making the books returnable if they aren’t
sold. Fortunately, books are uniform in size, easy to store, simple
to ship and unbreakable. Shipping charges are paid by the bookstore
(FOB origin).

* College bookstores get 20% to 25%
off list price on (text)books to be sold to students. The quantity
is often large, and any books not sold after the school term begins
are returned. There is very little risk to the store, because it’s
only acting as an order taker. The “short discount” results in a
lower price to the consuming student.

* Online bookstores: Contact each of
the online bookstores (see the listing in Appendix 2) for their
information for publishers. Some have special pro-grams requiring a
higher discount such as the Amazon Advantage at 55%.

* Libraries: Some publishers give
libraries a 20% discount, but most libraries don’t expect a
discount and many orders will arrive with a check made out for the
full list price. Libraries are only ordering one book for an
end-user, so there is no justification for a discount. Most small
publishers charge libraries full list price.

#

Most publishers publish a universal discount
schedule; however, they extend 40% to bookstores, 55% to
wholesalers and 67% to distributors regardless of the number
ordered.

#

Your distributor will order by the carton,
usually 1,000 to 4,000 books. The wholesaler will in turn order 10
to 50 books from the distributor, and the bookstores will usually
take one to three books from the wholesaler.

*

A universal discount schedule for the Book
Trade

 


Resale Prices for Books & Tapes on Book
Writing and Book Publishing

Dealer Bulletin—January 1, 2006

 


Featuring new and better discounts as well
as a greater selection. See our Web site for descriptions and list
prices. Please order using full title and/or ISBN for
identification.

Terms are 30 days from date of
invoice. A finance charge of 1.5% per month will be added to all
balances over 30 days.

Discounts

1 book: No discount

2-4 books: 20% off

5-9 books: 30% off

10-24 books : 40% off

25-49 books: 42% off

50-74 books: 44% off

100-199 books: 48% off

200 or more books: 50% off

 


Credit: Orders over $50 must be
prepaid or send bank and three trade references.

Shipping: Books are best shipped via
UPS or USPS Priority Mail. We can ship via truck or Federal
Express, but do not recommend them for long distances because the
rates are considerably higher. Shipping is FOB Santa Barbara.

We dislike drop-shipping individual
books but will do it at list, less 40% plus $4.

STOP Orders are accepted for
individual books at list, less 40% plus $4.

Shortages or nonreceipt must be
reported to us within 15 days of the ship date.

Resale Numbers: California dealers
must mention their resale number with their order.

Promotional Materials: We can supply
photographic files of all our publications for your catalog work.
See the press room on our Web site.

Book Trade: Our books are available
from major wholesalers such as Baker & Taylor, Ingram and
others. Our distributor to the book trade is Publishers Group
West.

Orders may be sent to the address
below. Telephone orders may be made to 800-PARAPUB, 9:00 AM to 5:00
PM, Monday through Friday, Pacific Time (or to the answering
machine after hours). Purchase orders may be faxed to 805-968-1379
or emailed to orders@ParaPublishing.com at any time.

*

FEDERAL TRADE COMMISSION RULES: The
FTC requires that the discounts you offer one dealer be offered to
all dealers who are purchasing the same quantity on the same terms.
You are not required to extend credit, but if dealers are paying
cash and want the same quantity, you must sell at the same
discount. Search for “price discrimination” and the
“Robinson-Patman Act” at http://www.ftc.gov/.

DISCOUNTS OUTSIDE THE BOOK TRADE are
dictated by that individual industry. Sporting goods dealers, baby
shops and auto-supply stores may expect larger discounts and may
purchase in specific increments. They are not served by the book
trade distributors; they have their own system.

Your discounts and terms should be printed
in your dealer bulletins, on your Web site, in the ABA’s Book
Buyer’s Handbook (http://www.bookweb.org) and where requested
in other listing forms.

By the way, don’t confuse “discount” with
“markup.” A discount of 50% from $2 to $1 is the same as a 100%
markup from $1 to $2.

When figuring your discounts, total the
order and then subtract the discount. You will come out with a
slightly higher figure than if you figure the discount per book and
then extend it out. For example, 200 $5.95 books at 50% off =
$595.00 but $5.95 - 50% = $2.97 x 200 = $594.00, a $1
difference.

Once you have published your prices and
terms, stick to them. Besides the need to obey the FTC rules, it
just is not profitable to deviate from those figures that took you
so long to calculate. Some dealers will be asking for a better
deal, and some publishers feel that any sale above their cost is a
good one. But it’s not fair to give one customer a better deal than
another. You have to draw the line somewhere.

CONSIGNMENTS are when the dealer
takes delivery of the books but doesn’t pay the publisher until
they are sold. Most distributors operate on consignment inventory
and pay 90 to 120 days after they sell the books to the bookstore
or wholesaler. While publishers should avoid selling to small
accounts on consignment, there are good arguments for these terms
with major distributors. Part of your inventory might just as well
sit in another warehouse as well as your own.

SHIPPING CHARGES are usually charged
in addition to the price of the book for wholesale accounts as well
as retail sales to individual customers (FOB origin). FOB means
Free on Board. The receiver pays the shipping if it’s FOB
origin.

HANDLING CHARGES upset many customers
because they feel that handling is a cost of business. If
you charge for postage and it’s not the same as the amount
on the package, you will also hear about it—especially from
bookstores. So if you do plan to tack on a little extra to pay for
the invoice and shipping supplies, call the “postage and handling”
charge “shipping.”

Those dealers who object to any figures
higher than the actual postage on the carton usually just scratch
it off the invoice when paying the bill. Invoice altering becomes
more frequent after each postal-rate hike.

STOP (Single Title Order Plan): Like
the SCOP (Single Copy Order Plan), “Stop” is an easy method for
bookstores to order single books for their customers. A “stop
order” consists of a special multipart order form that arrives with
a check. Because the store is paying in advance, they assume a
discount of 20% to 40%. The check may be filled in or blank and
restricted to a certain maximum amount. Sometimes the order asks
that the book be shipped directly to the customer and other times
to the store. Part of the order form may be used as a shipping
label.

Many publishers agree to accept STOP orders
based on the list price less a 40% discount, plus $4 for shipping.
Terms of sale for individual publishers are listed in the ABA’s
Book Buyer’s Handbook. See the American Booksellers Association
for details: http://www.bookweb.org.

 


TERMS OF SALE

Terms and credit are different in the book
trade. Most wholesalers and bookstores routinely take 60 days to
pay, many take 90 and some get around to mailing out checks in six
or eight months. This forces the publisher into a frustrating
banking situation. There are very few small publishers who can
afford to finance the inventories of their dealers.

#

The publisher is financing the author on one
end and the bookstore’s inventory at the other. We are in a
consignment business that pretends it is not.

—Sol Stein, president, Stein and
Day

#

The customary terms for the book industry
are that invoices should be paid within 30 days of an
end-of-the-month statement (30 EOM). This is up to 30 days longer
than “net 30-day” terms. Some publishers, eyeing other industries,
offer “2% 10-day” terms, but the dealer usually pays late and still
takes the 2%. Many of the newer small publishers don’t subscribe to
the 30 EOM terms or discounts for fast pay; they quote strictly
“net 30 days.”

“Advance dating” of invoices is sometimes
done for seasonal businesses and catalog houses. The invoice is
dated a couple of months after the books are shipped. This provides
the dealer with the opportunity to get the books into stock in
advance before the rush—important where timing is critical and
sales are not immediate.

Ship your invoices separately via
first-class mail or email them; don’t just enclose them in the
carton with the books, as invoices can be misplaced at the
receiving dock. The longer it takes the invoice to reach the
accounting department, the longer accounting will take to pay
it!

CREDIT: It’s only practical to extend
credit and ship quickly to new accounts. You will receive all sorts
of small orders from distant stores, and it is not worth the time
and effort to run a credit check on each one. It may cost $50 or
more to run a credit check, even if you do it all yourself by
telephone, and it will take a lot of time. On one- and two-book
orders, credit checks are not worth the effort for the occasional
bad pay or bankruptcy.

If a large order out of nowhere (such as
Nigeria) seems too good to be true, it probably is. A few people
have ordered large quantities of books (200 of a title) from small
publishers without ever intending to pay for them. They turn around
and sell the books to stores and remainder houses at a great
discount.

#

RIP-OFF ARTIST

 


In 1982, I suffered a serious accident just
prior to the ABA book fair. I was in the hospital for five weeks
and could not work for almost six months. While in the hospital, I
received a very large order from someone who pretended to be a big
wholesaler in Michigan. The buyer even had the nerve to write
across the bottom of the purchase order: “Missed you at the ABA.
Get well soon.” It took several years to put him out of
business, and at last report even his bankruptcy trustee couldn’t
collect from him.

#

Set a limit of, say, $50 for any dealer
order coming in on a letterhead or purchase order. Enclose your
brochure, statement of terms and return policy with the invoice.
You could even slip in a form letter welcoming their account,
explaining that you are happy to extend credit, and that prompt
payment of this invoice will raise their limit to $100. Beyond
that, you will require trade and bank references. Those who do not
stand your test, or who are awaiting a credit check for a large
purchase, can be urged to pay in advance via a pro forma
invoice (you make out a complete invoice to include shipping
charges, but you don’t ship the books until the invoice is paid).
Another clever trick is to ask for 50% of a large invoice in
advance—then ship just 50% of the order.

Schools, libraries and state and federal
governments are good pay but often pay slowly. Just make sure their
request comes on their purchase order. Too often someone in the
parks department will write to you on city letterhead asking for a
book, with no mention of money. This may well be an unauthorized
order.

Sometimes schools or government agencies
will telephone or fax an order and then follow this with a written
purchase order. If you’re lucky, they will mark the second message
“Confirming order—do not duplicate.” Otherwise, you might wind up
shipping twice.

Join publishing electronic mailing lists and
meet some of the people in other book firms. If you question an
account, often one of your contemporaries will provide the credit
information you seek. See the list of mailing list servers in
Appendix 2.

#

“SURE-FIRE” CREDIT GIMMICK
BACKFIRES

 


Recently a business publisher used a
“sure-fire” credit gimmick to increase his mail-order sales. He
offered an expensive business materials kit to large businesses on
a “free trial” basis. They could use the materials for 14 days at
“no risk,” then either pay for them and receive a free bonus disk,
or return them. He figured most large businesses would buy the
materials once they started using them. The orders came in and he
shipped hundreds of kits... (you finish the story)...

Hint: Since the businesses had already
received the kits, hardly any were paid for or sent back.

#

Foreign orders can be treated in the same
way as domestic ones. There will be a difference in shipping
charges, sometimes higher and sometimes lower. Unless they pay in
dollars drawn on a U.S. bank, there may be a check-cashing
(currency-conversion) charge. Foreigners have about the same
payment history as U.S. customers. The simplest way to avoid extra
bank charges is to specify that all orders are payable in U.S.
funds drawn on a U.S. bank.

Some publishers place a surcharge on foreign
orders, and it might be appropriate to add a small paperwork fee to
very large orders requiring customs forms. However, since most
foreign orders do not require much more work than domestic
shipments, a surcharge can simply discourage foreign sales and
insult foreign customers.

STATEMENTS: Wholesalers and
bookstores are accustomed to receiving end-of-the-month statements
of their accounts; they want a recapitulation of the many small
orders they have placed. Statements are not a requirement, but they
may speed payment. Your accounting program can generate statements
or you can photocopy the invoices and mail them.

 


COLLECTIONS

When the money does not come in on time, you
have to exercise your collection process.

When addressing these and other invoices,
always include the name of the person signing the book order. This
focuses your claim on a specific individual, where it will have
more impact than if you simply send invoices and statements to the
company. Now pen a nice personal note to this particular person on
the bottom of the statement.

Your collection message might include:

* Is there any reason why this past due bill
has not been paid?

* If you are unable to pay the whole bill,
won’t you evidence your good faith by sending us a partial
payment?

* We subscribe to Dun & Bradstreet’s
Commercial Collection service.

* If payment is not received within 10 days,
we will be forced to turn this matter over to our attorney for
collection.

Enclose brochures on new books with the
statements. You might as well fill up the envelope to its full
postage limit.

If the account goes another month without a
response, pen a stronger note on the bottom of the statement. Then
wait two weeks and make a telephone call. If they don’t pay in 90
days, cut them off. You don’t need customers like them. In most
other industries, 30 days would be the limit; the book industry is
much slower in paying.

After this, there are a couple of options.
You can arrange with your attorney to send a standard collection
letter. The charge might be $20 each for a quantity of collections.
You might also consider a collection agency. Your local agency (see
the Yellow Pages under “Collection Agencies”) will have
affiliates all over North America, or you might contact a large
firm with many offices, such as Dun & Bradstreet.

Collection agencies usually take one-third
as their collection fee, and they prefer the easy cases. They have
little power and usually get their money through a personal visit,
which embarrasses the bookseller. They will threaten legal action
and will turn the case over to a local attorney if they fail to
collect. Generally, the older the debt, the harder it is to
collect.

SKO-Brenner-American is a collection agency
that specializes in the book trade. They publish a monthly
confidential list of delinquent bookstores and wholesalers. They
will also handle collections. For information on their services and
a subscription to their newsletter, see
http://www.skobrenner.com/.

The telephone is a powerful collection
instrument and a good supplement to dunning notices. Many callers
use scripts to make sure they get their complete message across
quickly.

Also, remember, it’s better to have the
books returned unsold than to have the books sold and not get
paid.

If a customer has been bouncing large
checks, put the next one in “for collection.” Your bank will send
it to the customer’s bank with instructions to hold the check until
there is enough money in the account to pay it.

To collect a large bill from a foreign
customer, try calling the cultural attaché at the nearest embassy
or consulate. Often the attaché will relay your message, and this
puts pressure on the foreign debtor.

Whatever collection system you select, make
it automatic, so that you can be objective and will not allow
deadbeats to negotiate delays. Let customers know you mean
business. See Business Letters for Publishers in the Para
Publishing Special Reports in Appendix 2 or at
http://parapub.com/sites/para/resources/allproducts.cfm for some
suggested collection letters.

 


ACCOUNTS RECEIVABLE

This is one of the most pleasant operations,
because it’s fun to count your money. As the checks arrive, match
them with the invoices.

Checks will be made out to the publishing
company, the author or the name of the book. List them all on your
check deposit rubber-stamp. Pay a little extra for a self-inking
stamp; it will save you a lot of time.

Bank deposits can be made up every few days.
If you don’t use a computerized bookkeeping system, add the checks
up and submit your adding machine tape with your deposit slip. If
your bank wants you to list each check individually on the deposit
slip, threaten to go to another bank. Big corporations do not have
to do this, and you won’t either if you are assertive. Keep it
simple!

 


RETURNS

Returned books are one of the biggest
controversies in the publishing business, amounting to more than $7
billion annually. Distributors, wholesalers and bookstores expect
to be able to return all books they do not sell. Bookstores return
more than 18% of the books they order to the distributor, but the
distributor returns just 2% to the publisher and they are
shelf-worn. If this still sounds like a lot, then consider that the
returns are so high for mass-market paperbacks that the dealers
save shipping costs by “stripping” the books and sending back only
the covers for credit! That’s why mass-market paperbacks have their
ISBN printed on the inside front cover.

The returns system almost amounts to
consignment, and you are caught in a bind. Unfortunately, if
the booksellers did not have the return privilege, they would be
far less likely to carry your books. You want your books displayed
and so you have to take the chance of having several of them come
back. Returns result in zero profit transactions (ZPTs). The books
went out with costly paperwork and came back with paperwork;
everyone was busy, but nothing was sold.

From time to time, people in the book
industry suggest changes to the system of returns. One popular
recommendation is to eliminate the returns and pass the savings on
to the bookstore in the form of higher discounts. Because we
operate in a free-market economy with a lot of competition, none of
these suggestions have ever caught on.

Make up a return policy and post it on your
Web site. Baker & Taylor and some of the other wholesalers will
probably ask for your return policy when they first open an account
with you. Also call attention to the policy when a bookstore or
wholesaler requests permission to return some books.

Most publishers will allow returns between
90 days and one year of the invoice date. They specify 90 days
because they want to make sure the books were given a fair trial on
the shelves, but one year because they don’t want the books sitting
around too long—the title may go into a revised printing.

Many publishers require the bookseller to
request permission for returns and specific shipping instructions
first, but few stores do this. They just ship the books back.

The paperwork that comes with the return
should identify the original invoice number under which the books
were purchased. You want to credit or reimburse the bookseller with
the correct amount. You also want to make sure the books came
directly from you. If the books were purchased from a wholesaler,
they should be returned to the wholesaler.

Books must arrive back at the publisher in
good, unblemished, resalable condition so that they may be returned
to stock. This is the biggest failing of the bookstores. They
almost never pack the books properly. They just throw them in a
carton, often without cushioning material, and send them back.
During the long trip, the books chafe against each other and the
carton and consequently arrive in a scuffed, unsalable
condition.

If the return is from a yet-to-be-paid-for
order, the bookstore should be credited against their original
invoice. If it is against a paid-for order and you are a small
publisher with a limited number of titles, you could issue a refund
check. Most bookstores buy on a net 30-day basis, but that doesn’t
mean you’ll see your money in 30 days. Usually they pay within
three to four months. Large publishing firms with many titles
usually don’t send refunds on returns from bookstores. They issue
credits because they’re dealing with the bookstore on a
continuing basis.

#

Long-term planning does not deal with future
decisions, but with the future of present decisions.

—Peter F. Drucker, management
consultant

*

Sample returns policy statement

 


BOOK RETURN AUTHORIZATION

 


1. OUR BOOKS ARE RETURNABLE. If a
title isn’t moving in your market, we want to get it back before a
new edition makes it obsolete. Thank you for giving it a chance on
your valuable shelf space. Our return period is normally between 90
DAYS AND ONE YEAR of the publisher’s invoice date; however, we will
accept the book for return after one year as long as the edition is
still in print. To keep our products current, we update our titles
every one and a half to two years.

2. RETURN PERMISSION MUST BE
REQUESTED so that we can issue detailed packing and shipping
instructions. This is your authorization and the instructions are
below.

3. NOTICE OF SHORTAGE OR NONRECEIPT
must be made within 15 days of the shipping/invoice date for
domestic shipments, 60 days for foreign.

4. BOOKS DAMAGED IN TRANSIT are not
the responsibility of the publisher. Please make claim to the
carrier.

5. Returns must be accompanied by
your packing slip listing QUANTITY, TITLE, AUTHOR, ORIGINAL INVOICE
NUMBER and INVOICE DATE. Books returned with this information will
be credited with 100% of the invoice price minus shipping.
Otherwise, it will be assumed that the original discount was 60%.
Some books have been returned to us when they should have been
directed to one of our wholesalers; books should be returned to
their source.

6. ROUTING: Ship books via parcel
post (book rate) prepaid or UPS prepaid to Para Publishing, Attn:
D. Poynter, 530 Ellwood Ridge, Santa Barbara, CA 93117-1047. Note:
This is not the same as our order address.

7. To qualify for a refund, returned
books must arrive here in good RESALABLE CONDITION. If they are not
now resalable, please don’t bother to return them. If you are not
willing to package them properly for the return trip, please don’t
waste your time and postage.

To package the books so that they will
survive the trip, we suggest you wrap them the same way they were
sent to you. There are two important steps in successful book
packaging: Keep them clean and immobilize them. Place the stacked
books in a plastic bag. This will separate the dirty newsprint and
greasy “peanuts” from the book edges and will prevent grit from
creeping between the covers. To keep the books from shifting (which
causes scuffing), cut a shipping carton to the right size and stuff
it tightly with padding.

Since it has been our experience that books
shipped loose in oversize Jiffy bags always arrive scuffed, it is
now our policy to simply REFUSE them at the post office so that
they will be returned to the bookstore. DO NOT USE JIFFY BAGS!

8. A credit memo will be issued
toward future purchases.

9. The industry tells us that it now
costs more than $8 to write a letter. Correspondence, packaging and
postage cost us all a great deal in money and time (and time
is money). Years ago, when postage was cheap, it made sense
to return slow-moving books. Today, however, many bookstores are
finding it is far more cost-effective to simply mark down the books
and move them out.

#

Dan Poynter preaches what he practices.

—Don Paulin, author and speaker

 


* * * * *

 



7 PROMOTING YOUR BOOK

Making the public aware of your book without
spending for advertising

 


A major way authors measure their success is
with money. And to make a profit, you’ll need good promotion. This
chapter covers those promotional methods that require some time and
effort—but no big advertising dollars. Of course, there will be a
certain amount of overlap with these areas.

#

It doesn’t matter if you go with a publisher
or publish yourself; the author must do the promotion.

#

Your most important reference book will be
the Literary Market Place (LMP). Although you can use the
copy in your local library, this book will be used so often that
you should buy one for use at your desk or get an online
subscription to it. Visit
http://www.literarymarketplace.com/lmp/us/index_us.asp.

The two basic secrets to book sales are: (1)
to produce a good product that has a market and (2) to let people
know about it. Many small publishers receive very little publicity
for their books. This lack of attention is not because of any great
conspiracy between the big (New York) publishers and the media;
it’s simply because the neophytes do not ask for coverage. Many
small publishers are good at publishing, but haven’t any experience
in promoting. They seem to have little interest in their books
beyond the editorial work and production. They don’t want to
promote; they just want to create. Some beginning publishers feel
the market-ing end of publishing is too “commercial,” and this
becomes their excuse for neglecting the most important part of any
business—informing the buying public of their wares. However, if
you don’t sell your product, eventually you won’t be able to afford
to produce more of it.

#

Being an author is 5% writing and 95%
promotion.

—Russ Marano, Hi-Tek Newsletter

#

Twenty-five percent of the population
consists of introverts, and many writers fall into this category.
It’s hard for them to promote their books on radio, on TV or in
stores. The good news for this type of writer is that most of the
things I suggest for promoting books can be done from home—almost
anonymously.

 


THE COST OF ADVERTISING

Selling books through space advertising is
expensive, because books are a “low ticket” (low selling-price)
item. If you were selling airplanes, one sale would pay for a lot
of ad space, and if you were selling something less expensive such
as candy, you would sell so much to so many people that the ads
might pay. It’s tougher to break even when advertising a low-priced
product to a small and scattered group of people. For example, a
half-page ad in a national book-oriented magazine might cost
$1,850. Using round numbers and assuming you printed the book for
$2 and are selling it for $20, you would have to sell 102 books at
retail, or 308 books at wholesale, just to break even on the ad.
Experience tells us you’d be lucky to get five orders.

#

Do not spend money on advertising until you
have exhausted all the free publicity.

#

 


ADVERTISING VS. PUBLICITY

The major differences between advertising
and publicity are cost and control. Publicity is free, but
advertising is not. On the other hand, you can control your
advertising, but your news release (publicity) might be rewritten
by an editor, drastically changed or not run at all.

#

Just as a parent’s responsibilities do not
end with giving birth, an author’s do not end with publication.
The child must be raised and the book must be
promoted.

#

 


EDITORIAL COPY VS. ADVERTISING COPY

Generally, book promotion is less expensive
and more successful when you use book reviews, articles and news
releases.

Book reviews are “editorial copy” that is
far less expensive and far more credible than space advertising.
For many nonfiction books, there are hundreds of appropriate
magazines and newspaper columns that receive and review books, and
the number of review sources is growing with the proliferation of
online reviewers. For a list of more than 90 categories of
magazines, see
http://parapub.com/sites/para/resources/maillist.cfm.

On the average, people spend seven minutes
with each of their magazines. Obviously, they see very few of the
ads. Of those ads they do see, they read very few. Of those ads
they read, they believe very few. Of those ads they believe, they
act on very few. People are skeptical of advertisements. On the
other hand, readers tend to believe editorial copy. Now ask
yourself: How much advertising space can I buy for $1,500? Not
much—and it won’t sell many books anyway. For the same amount, you
can send out 500 review copies, many of which will result in
editorial copy (articles and reviews) that people will believe. The
public is usually more receptive to publicity because editorial
copy is viewed as news and advertising is perceived as
self-serving. An industry rule of thumb is that editorial coverage
is seven times as valuable as paid coverage.

However, competition for free space is a
tough proposition. More than 500 new titles are published each day,
and with the growth of purely electronic books the daily out-put
may be considerably higher. More books are published in the fall
than the spring. You have to compete for attention in a crowded
field and against much larger, more knowledgeable firms. But you
will be surprised at how successful you can be when you jump into
the fray, exploiting the media through news releases, review
copies, radio and TV appearances, feature stories, interviews and
presentations—especially when you target specific audiences.

Large publishers are lucky if 40% of their
titles make money, and remember that they have whole departments of
experts to launch their promotions. They also have built up
thousands of key media contacts during their many years in the
business. You have only one book, your first, and therefore you
have only one chance to make it. But look at the brighter side. The
big firms often work by routine and without imagination, spending
only a short time promoting a book before moving on to the next one
in line. You’ll probably know more about the subject mat-ter of
your book and the groups of people who care about this particular
subject.

And your overhead is much lower. You cut out
the intermediaries by publishing yourself. You will do a more
effective job of promotion because you have a greater interest in
your book than a publisher who is looking after several titles (or
several hundred titles) at one time. There’s a lot of room for the
very small independent publisher with imagination, initiative and a
well-defined target market.

By doing the promotion yourself, you avoid
the most common problem in author–publisher relationships—
differing on the amount of effort that should be invested in each
area of promotion and advertising. The author cannot be objective
about his or her product and is convinced that the book would sell
better if only the publisher would spend money to promote it. The
publisher, on the other hand, needs more sales to convince him or
her that it is worth investing more dollars in promotion. As both
author and publisher, you see both perspectives and make the final
decisions.

#

Many, many times, I have said, “This is too
hard. I am getting out of this business,” but then something good
will happen and my enthusiasm is replenished.

#

BOOK PROMOTION TAKES TIME: Writing
the book is the easy part—the tip of the iceberg. The real work
begins when you switch hats to expend time and money on promoting
the book.

Book reviews can take three months or longer
to appear, because magazines and sometimes even daily newspapers
have long lead times. Don’t get discouraged. The easiest mistake is
to send out books for review, email news releases on your book or
post an email offer, and then sit back and wait for the results.
The secret of savvy book promotion is to keep up the pressure—keep
sending out the packets and continue making the telephone
calls.

 


BEGINNING THE PROMOTION

FIRST ANALYZE THE MARKET by
determining who might purchase your book, and then figure out the
best way to reach them. Your buyers must be identifiable and
locatable. Ask yourself what stores they frequent, what
magazines they read, what associations they join, what conventions
or events they attend, what channels they watch, what emailing
lists they join and so on. Where can you find a high concentration
of people interested in your book’s subject matter?

#

Analyze carefully the type of person who is a
prospective purchaser of your book. This is perhaps the single most
important thing to consider.

#

If your book is on auto repair for the car
owner, one prospect is car enthusiasts. What do they read? You’ll
want to send news releases, review copies and articles to auto
magazines. Where do car enthusiasts congregate? Auto supply stores,
car rallies, auto shows? Think about how you can get exposure in
these places. If this repair manual covers one type of car, you may
be able to find a highly targeted mailing list of owners of that
type of car. Also, check the Internet for emailing lists and chat
groups for auto repair. The trick is to think about who the buyer
might be and then think about where this type of person can be
found. Rarely is the answer bookstores or libraries.

Show me a publisher who says you can never
tell which book will make it and I will show you a publisher who
evaluates manuscripts without considering the market.

#

One reason the demand for books is constant
is that the book-buying public is not static. It’s constantly
changing. New readers are entering the bookshops all the time,
while old readers are going to that big library in the sky.

—Max Alth

#

As you read through the next few chapters,
think about your book and its market. Make a list of, or underline,
those ideas mentioned that best fit your book. Then go back and
work out a promotional schedule, by the week, for several months.
Set a schedule so you won’t lose sight of it later when you are
busy keyboarding orders and stuffing cartons.

#

If your book fails to sell, you don’t know
your market.

#
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ASSEMBLE A BINDER: Organize your
promotion thoughts and record your work by setting up a binder for
your book. Use a 2'' or 3'' three-ring binder with dividers for
five sections. Slant-ring binders with inside pockets are best. Now
set up each section as follows:

* Section 1 is where you record your
promotional plan. Type up your initial plan and check off
the items when completed. Whenever you have a new idea, turn to
another page of Section 1 and make a note. Use the balance of this
section to store every news release you write, every emailing you
make and every brochure you design. Date each promotional piece and
record the results. In the back of Section 1, store copies of the
publishing forms you file. You may have to subdivide Section 1 as
the amount of your promotion increases so that you can easily file
and locate your materials in each marketing category.

* Section 2 is for all your
costing information. Store copies of all printing, artist,
trucking, etc., bills as well as all the printing quotations. With
this information all in one place, even after six printings you’ll
know exactly how many books have been printed and what each edition
cost.

* Section 3 is where you store the
reviews, testimonials and other publicity you have
generated. All the good things that have been said about your book
will be kept in one place; that way, when you want to make a list
of testimonials and quotes from reviews, they will be easy to
find.

* Section 4 is for any important
correspondence. Here you will store some of the more
interesting letters that don’t fit in the other sections.

* Section 5 is the revision
section. As you come across new material or think of something
that should be included in the next edition, make a note and store
it here.

You’ll appreciate the promotion binders even
more after you publish several books. All your costing, promotion,
review and revision information will be easy to find.

 


KEEP TRACK OF CORRECTIONS

Also take one copy of the book, mark it
“Correction Copy” and keep it near your desk. Cut off a corner of
the front cover so that it won’t walk out of your office or find
its way back into stock. As you find small errors or want to make
changes, mark this book. Then when it comes time to return to
press, all your revision information will be in the correction copy
and the fifth section of your binder.

 


PATTERN OF SALES

You can expect your sales to take on an
airfoil shape if your promotion is well-organized. For most books,
sales will climb rapidly, level out, taper off and become steady.
Thereafter, you will notice bumps in response to seasonal changes
or when your promotional work is successful. The big initial jump
is due to your prepublication publicity.
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The large New York publishers promote books
in the same way Hollywood publicizes a motion picture: they throw
it out on the market with some publicity to see if anyone likes it.
If it gets a response, they dump in more promotional money. Then
they may push it for a couple of months. When the interest cools,
they bring out another product and start the process all over. As a
small publisher, it makes more sense to market your book like
breakfast food or soap. Develop your product, pour on the
promotion, establish a niche in the market and then continue to
sell at the same level for years. This can be done with a
nonfiction book that is revised and kept fresh at each
printing.

 


BEST-SELLERS

“Best-sellers” for books are only a name, a
myth. This is not like a gold record in the music industry or
another service to the trade run by Bowker. National best-seller
lists (there are several, and they don’t often agree) are assembled
from certain bookstore and other sales reports. Even if you move a
million books via mail-order distribution you won’t make a
best-seller list, because the list may only track bookstore sales.
On the other hand, you may calculate that your book is the
best-selling book in its field, and there is no reason you can’t
mention this in your promotion. For example, Parachuting Manual
with Log is the best-selling skydiving book of all time. For
more information on the various best-seller lists, advice on how to
make them and scores of great promotional ideas, see Document 612,
Best-Sellers, at
http://parapub.com/sites/para/resources/allproducts.cfm.

 


PROMOTION IS UP TO THE AUTHOR

Large publishers do not effectively promote
books. One of the biggest misconceptions in traditional publishing
is that the publisher will take care of all the promotion.
Publishers actually do little promoting, and by the time the author
figures this out the book is not new, making any further
promotional efforts too late. The media is geared toward reporting
about the latest current releases (front list titles), they rarely
pay attention to older books.

#

PROMISES, PROMISES

 


A self-publisher had his book acquired by a
major publisher at a recent BEA convention. He was promised a
20-city author tour and much specialized promotion. The
reality?—the book had a limited print run, was dumped into the
bookstores, there was no special promotion to his target market and
he was allowed one day of promotion in three cities. On top of all
this, he had to share expenses for the mini author tour.

#

Bookstores make your book available, but do
minimal if any promotion for it. These outlets provide
availability, but you must encourage people to go into the stores
to buy your title. Authors create the demand. If your book becomes
a hot seller, many bookstores will want to carry it.

Authors need to be assertive and take
control of their book’s promotion. Start by gathering media contact
lists and drafting news releases. There’s a lot to learn from this
chapter even if you aren’t self-publishing.

 


KEY MEDIA CONTACTS

Key media contacts are those people who can
help you move the greatest volume of books with the least
expenditure of time and money. These contacts must be developed if
you’re going to promote your book properly. The only difference
between you and a professional book publicist is that the
professional already has media contacts. There are many
wholesalers, TV people and subsidiary rights buyers who are just
waiting to discover you and your book. Even though most are very
busy, they want you; that is what their job is all about. You’ll
meet a great number of nice, helpful people, but only a few key
contacts will do you a great amount of good. What you have to do is
locate them and then carefully cultivate them. Some of the people
will be listed in Literary Market Place and other
directories available at your library. (See “Selecting Review
Periodicals” later in this chapter.) Online sources of media
outlets include www.mediapost.com, www.gebbieinc.com and www.bacons.com. Keep in mind that often a smart
promotional strategy is to start locally.

For contacts of particular people who are
current, you may have to call selected companies and ask for the
name of the buyer or acquisitions person, for example. Tell the
company operator (or even better, someone in the special division
you are targeting) who you are and ask who you should properly
correspond with. Email or call this contact and field your sales
pitch; establish a rapport, but also be brief, as these people are
usually very busy. Maintain credibility, and remember that they are
everyone else’s key contact too. Do not expect them to return
calls. Send review copies of your book and follow up in a few days
with a telephone call asking, “Have you received it?”

Start files on these key contacts and fill
the folders with letters and notes of your telephone conversations.
Track them with a contact-management software program such as ACT!,
Goldmine, TELEMagic or Maximizer. Note the personal likes and
dislikes of your contacts so you can bring them up in future
conversations. Treat contacts well and with intelligence, and they
will be there to help you with your next book too.

 


PROMOTIONAL MATERIALS

Spend most of your time and money on your
Web site; it replaces brochures and mailings. Your business card
and email signature should drive eyeballs to your site. Make your
company Websitecentric; all your promotional materials should start
there.

BUSINESS CARDS are less expensive
than brochures and are more likely to be kept by the recipient. The
mission of your card should be to send people to your Web site; the
Web site is your brochure. Let the card do the telling and the site
do the selling.

Include a photo of you as well as the front
cover of the book on your business card. Show people who you are
and remind them of the book.

Some author–publishers use a folded business
card to include more information. They list the benefits of the
book or what can be found on their Web site.

Business card printing is relatively
inexpensive. Most of the cost is in the setup; when you purchase
over 500 cards, they are nearly free. Print lots of cards and
distribute them everywhere.

EMAIL SIGNATURES are the lines of
type at the end of an email message. If you have a business card,
you need a signature. If you’re in business, you must let people
know. You want people to know who you are, what you do and where to
find you.

*

A .sig or email signature

 


___

Para Publishing. Dan Poynter: Author (100+
books), Publisher (since 1969), Speaker (CSP).

Information Products on Book
Writing/Publishing/Promoting, Parachutes/ Skydiving, Expert Witness
& Aging Cats. PO Box 8206, Santa Barbara, CA 93118 USA. Tel:
+1-805-968-7277; Fax: +1-805-968-1379; Cell: +1-805-448-9009.
DanPoynter@ParaPublishing.com. More than 500 pages
of helpful information: http://ParaPublishing.com. Showing people
how to write, publish and promote their books—one presentation at a
time. http://parapub.com/speaking. F-R-E-E
Writing-Publishing-Promoting InfoKits:
http://parapub.com/getpage.cfm?file=/infokit.html

*

Setting up your .sig takes just a few
minutes and is free. Go to your email program (Outlook, AOL, etc.),
click Help and type in signature. Follow the instructions.
Your .sig does not have to be perfect. In a week or two, you will
improve it.

Each time you send an email, your .sig will
be automatically appended to it. You don’t have to retype it and
you don’t have to proof it. It’s always inserted and it’s always
the same.

PROFESSIONAL BOOK PUBLICITY/MARKETING
SERVICES are available if you don’t have the time or desire to
organize your own promotion.

More and more frequently, authors who are
published by large New York publishers are hiring their own PR
firms to promote their books. Why? Because they know that the
publishers will do little to promote their titles.

#

Hiring a publicist isn’t a vanity; it’s a
realistic commercial decision.

—Paul Cowan, Mixed Blessings

#

Book publicists primarily write and place
news releases, organize autograph parties and place authors on TV
and radio. They usually work on a retainer basis, some on a
per-placement basis, and rarely do they work by the hour. The
average monthly retainer is between $2,000 and $4,000. Publicity
takes time; you must hire the publicist for several months. Many
ask for a six-month contract.

Marketing services, on the other hand,
specialize in securing distribution; promoting to libraries and
special-sales sources; sending out galleys and review books;
organizing co-op marketing, Internet promotion, exhibits and
advertising; and creating promotional materials and sales
brochures. A few target new sales outlets, including specialty
stores, and sell foreign and sub-rights.

Some publicists/marketers will have an
expertise in specific markets—cookbooks, computer books, fiction,
Christian, Spanish-language, etc.

If you decide to hire a professional
publicist or marketing service, start early. Don’t wait until your
publication date.

#

Books do not sell themselves. People sell
books.

#

Publishers Weekly estimates that
there are close to 200 independent book publicists. Some are listed
in Appendix 2 under Publicists/Marketing, and more may be found in
Literary Market Place under Public Relations Services.

Publicists are very expensive. Most
self-publishers are better advised to follow this book and promote
the book themselves.

TESTIMONIALS AND ENDORSEMENTS:
Testimonials sell books because many people feel that there is no
greater credibility than a recommendation from a satisfied
customer. Testimonials and endorsements will be used in three
places— on the back cover of the book, on the pages before the
title page and on your Web site.

Endorsements for your Back Cover may
be gathered from “peer reviewers” who read and comment on your
completed manuscript or individual chapters. Initially, you want
their comments as peer reviewers to double-check your work, and
then you want to quote their praise. Therefore, they must be
“opinion-molders.” This means that you want people known in the
book’s field or known to the general public. They should be people
with recognizable names or recognizable titles, who are connected
to well-known companies or organizations, or who have professional
credentials (doctor, lawyer, professor, author, politician,
etc.).

#

RELEVANT ENDORSEMENTS

 


You might ask me to endorse your book if
it’s on writing, publishing or skydiving. My endorsement on other
subjects would not be appropriate or valuable since I’m not known
outside these fields.

#

You’ll want to add testimonials, along with
excerpts from your reviews, to all your sales literature and to
your Web site, as well as to your “Review & Testimonial sheet.”
The Review & Testimonial Sheet is an important part of your
publicity package, because it indicates that other people like your
book. This sheet should be assembled from incoming reviews and sent
to later reviewers, prospective dealers and anyone else you’re
trying to convince that the book is liked and respected in the
marketplace.

You may need endorsements on a particular
point, or you may need a variety of endorsements. You don’t want
all the blurbs to say the same thing or to be very general, such as
“It is a great book.” After someone has peer-reviewed your
manuscript, approach him or her again. Write out an endorsement
making a particular point (relating your book to his or her
audience), and ask the peer-reviewer to look it over and edit it.
Say that you need a quotation in this area. Editing is much easier
than creating, and most people will accept the prompting quickly or
just go with your version of the endorsement.

The best way to collect testimonials is to
ask for them. It’s easier than you think, because people like to
see their name in print. As long as your book is good, experts in
the field will jump at the chance to be mentioned. If they sell
products or consulting, the exposure is valuable to them. Whether
due to vanity or possible financial gain, high-profile people want
to have their names in print. Stephen King seems to endorse (and
get his name on) every book he can. Don’t pay for endorsements;
quotations cannot be considered valid if payments are involved.

Shoot high. Solicit testimonials from the
most important and most recognizable people in your industry or
activity. You can find just about anyone with an online search.

Unsolicited testimonials will arrive after
the book is published. They should be acknowledged, added to your
Review & Testimonial Sheet and filed for future use. For more
detailed information, see Document 609, Blurbs for Your Books:
Testimonials, Endorsements and Quotations,at
http://parapub.com/sites/para/resources/allproducts.cfm.

 


PUBLICATION DATE

The publication date is a place in the
future, well after your books are off the press, when your books
will be available in the stores and your promotion will be working.
The publication date is a means of focusing attention. The idea is
to have the product accessible when public attention peaks in
response to your promotion. You want to time book reviews, TV
appearances, autograph parties, etc., to hit after your book is in
the bookstores and readily obtainable.

The publication date has nothing to do with
the date your book is published (the day it comes off the press and
you have finished books in hand). It’s the date you list on the ABI
(Advance Book Information) form, but it is not the day of
publication you list on the copyright form. The publication
date is a fiction for the benefit of a few big important
prepublication review magazines such as Publishers Weekly.
There is nothing to stop you from selling or shipping books before
the “pub date.” Sometimes entire print runs are sold-out prior to
the publication date.

After your publication date has passed,
remove mention of it from your review slip, news releases, etc.
There’s no need to remind the media that your book is no longer
new. Let them focus on the content of the book.

The big, important prepublication reviewers
need three to four months of lead time. Publishers Weekly
and the other wholesale trade review magazines need this time to
select your book, assign it to a reviewer, write the review and get
it into print for the benefit of the stores. Monthly and bimonthly
magazines such as Kirkus Reviews need even more lead time
(five months). The stores, in turn, need time to order the book and
receive it into stock so it will be available to the public on or
before your publication date (known in the bookstore as your
“in-store” date). When planning your publication date, remember
that Media Mail shipping can take three weeks from coast to
coast.

Production is always subject to delay, so
it’s recommended that for your first book, and until you learn the
challenges exacted by the printing trade, you wait until the book
is off the press before you set your publication date.

If you have achieved sufficient
prepublication momentum, you should make a significant amount of
sales before the printing bill arrives. It is a matter of planning,
scheduling, timing and work. The big publishers expend 90% of their
promotional effort before the publication date. You, of course,
will keep up the pressure.

The best publication dates are probably in
the first quarter of the year. Most of the big publishers aim for
October and November to take advantage of the Christmas gift-buying
season. Avoiding the last quarter of the year will decrease your
competition for publicity. But get your book to market; never hold
it back for a better release date. Sell fresh information.

Some publishers tie their publication date
to a significant date to hitch onto publicity naturally occurring
on that date. For example, if you have a book on an aspect of World
War II, you might tie in to D-Day. People will be thinking about
the war on this date, so your book will benefit from the memorial
publicity. For tie-in dates, see Chase’s Annual Events,
Kremer’s Celebrate Today and Beam’s Directory of
International Tourist Events.

It’s always smart to take advantage of a
prime selling season. A book on a summer sport should come out in
early spring, when people are making plans for the summer—not in
the summer, when they are outside and not reading. A book on skiing
should come out in the fall.

For a fuller explanation and a chart, see
Document 608, Your Publication Date, at
http://parapub.com/sites/para/resources/allproducts.cfm.

The ship date is the month your book
arrives from the printer and will be available to your distributor
and dealers. It’s preferably four to five months prior to the
publication date.

 


BOOK REVIEWS

Reviews sell books. They’re the least
expensive and most effective promotion you can possibly do for your
book. Considering the cost of producing the book, promotional
materials, mailing packaging and postage, each promotional package
usually costs less than $4.50 as it goes out the door. That means
you can send review copies to over 300 magazines for around $1,350.
If you’re writing on a subject of interest to businesspeople, your
book should be of interest to 820 business-oriented magazines,
newsletters and newspaper columns around the world. Most large New
York publishers are very cheap with review copies—sending out less
than 50. Reviews cost you very little in time and money.

#

Because nonfiction books are news, we get our
products reviewed free.

#

There are two major types of book review
media: (1) “prepublication date” or wholesale reviews and (2)
“post-publication date” or retail reviews. They cater to separate
markets, and the approach to each is different. In addition, there
are early reviews and continuing reviews. The book review order and
breakdown look like this:

* Prepublication date reviews aimed
at the whole sale book market (stores)

* Early reviews, copyright and
directory listings

* Postpublication date reviews aimed
at the retail market. These include:

** sure bets: those periodicals that
will probably review the book

** the rest: those periodicals that
might possibly review the book

* Continuing review program

PREPUBLICATION REVIEWS are directed
toward the book industry. Certain magazines will review your book
prior to publication so that the bookstores and libraries will have
the opportunity to stock it before patrons start asking for it.
Since more than 500 new titles are published each day, there is no
way a store can stock every book. In fact, booksellers can’t even
spend time to evaluate them all. Consequently, many book dealers
and librarians depend on the summaries in industry review magazines
when making their purchasing choices. Prepublication reviews are
directed at the trade and should not be confused with the regular
book reviews aimed at the consumer/reader. Good reviews in the
prepublication review magazines will bring you more good reviews in
other publications later, because many reviewers want to review
books that are already starting to get recognition and have been
pre-selected by others.

#

There is no way anything you send to PW can
be too early.

—John Baker, editorial director,
Publishers Weekly

#

Prepublication reviewers expect to receive
bound galleys. Galleys can be the same as the laser output you sent
to your book printer (each book page centered in the middle of an
8.5 x 11 sheet of paper), but you stand a much better chance of
review if the pages are trimmed to the final size and perfect bound
with a plain typeset cover.

On the other hand, if you send a completed
book with a finished cover to a prepublication reviewer it will not
be reviewed, because it is obviously not “prepublication.” For
instructions on preparing galleys or Cranes, see Book
Reviews in Para Publishing Special Reports in Appendix 2 or at
http://ParaPublishing.com.

#

F&Gs are the Folded and Gathered
signatures of the printed book ready for binding. F&Gs formerly
were sent to the publisher for final approval prior to binding the
print run. Bound galleys are F&Gs with a generic perfect-bound
cover added.

#

Four to five months prior to your
publication date, send bound galleys with a cover letter and a news
release to the following prepublication reviewers. You never know
what might happen. Then send a follow-up copy of the finished book
one to two months after sending the galley. But you must
send the galley first.

Publishers Weekly,
Forecasts, 360 Park Avenue South, 13th Floor, New York, NY
10010-1710. Tel: 646-746-6758; Fax:646-746-6631. PW is
directed at the book trade (bookstores, wholesalers, libraries and
publishers). A good review here will result in many bookstore
orders; most will come through wholesalers. PW gives
priority to books with broad general appeal. They review new books
only, no reprints, reissues or new editions. Send two galleys
between 12 and 16 weeks before your publication date. Circulation:
38,000. Contact PW for their “Forecast Submission
Guidelines” and see the first page of the Forecasts section for
recent submission details. See
http://publishersweekly.reviewsnews.com/index.asp?layout=submissions.

Library Journal, Book
Review Editor, Library Journal, 360 Park Avenue South, New
York, New York 10010. Tel: 888-800-5473 or 212-463-6818; Fax:
212-463-6734; Email: bkrev@lj.cahners.com. LJ is a magazine
directed to general public librarians. They review 4,500 books each
year, from the 30,000 received, specifically to assess their value
to the library market. For many nonfiction books, a good review in
LJ will sell over 1,000 copies. A rave review on a
high-demand topic may move 5,000. Most of these library orders will
come through a library wholesaler, and some 80% of these through
Baker & Taylor. Therefore, it’s important to let the
wholesalers know about your book too. LJ will review from
galleys or the finished book. Circulation: 28,000. See
http://libraryjournal.reviewsnews.com/index.asp?layout=forReviewersLJ.

Foreword Magazine, Alex
Moore, 129-1/2 East Front Street, Traverse City, MI 49684. Tel:
231-933-3699; Email: Reviews@ForewordMagazine.com; Fax: 231-933-3899.
Foreword receives more than 400 galleys and audiobooks each
month, and can review about 10 percent of them. The
controlled-circulation magazine is sent to 15,000 booksellers and
librarians as well as other trade professionals. See
http://www.forewordmagazine.com/reviews/revguidelines.aspx.

Kirkus Reviews, Library
Advance Information Service, 770 Broadway, NYC, NY 10003-9595. Tel:
646-654-4602; Fax: 646-654-4706; Email: kirkusrev@kirkusreviews.com. KR is a book
review magazine directed toward libraries and bookstores. They
review most any fiction and nonfiction except poetry, mass-market
paperbacks and children’s books for toddlers. KR likes to
see galleys three to four months prior to publication of the book.
Circulation: about 5,400. See
http://kirkusreviews.com/kirkusreviews/about_us/submission.jsp.

ALA Booklist, Up Front,
Advance Reviews, 50 E. Huron Street, Chicago, IL 60611. Tel:
800-545-2433 or 312-944-6780; Fax: 312-337-6787. Booklist
reviews books for small and medium-sized public libraries. They
review fiction, nonfiction, reference, young adult and children’s
books. This does not include textbooks, workbooks, pamphlets or
coloring materials. Send galleys or finished books. Circulation:
31,500. See http://www.ala.org/booklist/submit.html.

The New York Times Book Review, Nancy
Martinez, 229 W. 43rd Street, New York, NY 10036. Tel:
212-556-1234; Fax: 212-556-7088. The New York Times is one
of the most prestigious of review publications. Times
reviews are also syndicated, so a review there may appear in papers
throughout the country. The Times does not review very
technical, specialized titles or juvenile books. Send galleys and
then send books when printed. Circulation: 1,600,000. See
http://www.nytimes.com/books.

#

The primary review medium in the United
States for popular trade books is The New York
Times.

—Nat Bodian, The Joy of Publishing

#

The Los Angeles Times
Magazine, Times Mirror Square, Los Angeles, CA 90053. Tel:
213-237-7811; Fax: 213-237-4712; Email: LATMag@latimes.com. Times editors look for
books that are of general interest to their newspaper readers.
Circulation: 1,100,000 daily, 1,300,000 Sunday. See
http://www.latimes.com.

School Library Journal
(two copies), Attn: Trevelyn Jones, 360 Park Avenue South, New
York, NY 10010. Tel: 212-463-6759; Fax: 212-463-6689; Email:
tjones@cahners.com. SLJ prints 2,500 reviews
annually by school and public librarians of new books for children
and young adults. They will consider for review any book
appropriate for school library use. This monthly (except June and
July) has a circulation of 43,000. See http://www.slj.com.

BookPage reviews almost
every category of new books, including literary and popular
fiction, nonfiction, children’s books, audiobooks and gift books.
They rarely review poetry or scholarly books, and they don’t give
review consideration to self-published books, print-on-demand
titles or books from presses that lack major distribution (so make
yourself look mainstream).

To have your book considered for review in
BookPage, send an advance review copy at least three months
prior to a title’s publication date. Early receipt of a galley or
bound manuscript gives them adequate time to assess the quality of
a book and assign it to an appropriate reviewer. If no galleys are
available, send a finished book as soon as possible. They cannot
consider a book for review if they receive it after the publication
date.

Along with your galley, include a letter
with the name, phone number and email address of a publicity
contact for the book. The letter should also include the book’s
publication date, price, number of pages and ISBN number.

Send adult titles to: Lynn Green; send
children’s titles to: Julie Hale. Address: 2143 Belcourt Avenue,
Nashville, TN 37212. See http://www.bookpage.com/.

Quality Books, Inc., New Title
Acquisitions, 1003 W. Pines Road, Oregon, IL 61061. Tel:
800-323-4241 or 815-732-4450; Fax: 815-732-4499. Quality is not a
reviewer, but a distributor of small-press titles to libraries.
They want to know about your nonfiction books and tapes early, in
order to get a jump on distribution. See
http://www.quality-books.com.

Major and matching book clubs. Send
bound galleys to the major clubs, such as Book-of-the-Month and
Literary Guild and those specializing in the book’s field. See
Literary Market Place for a list of book clubs. See
http://reference.infotoday.com/lmp/us/servicesOrgList.asp?ID=27.

Giving presentation copies to
opinion-molders. The best way to get sales moving is to get the
book talked about by the right people. This group may amount to
just a very few people to hundreds. Sometimes the publisher uses
special bound galleys to get the public talking about the book.
Many people feel that receiving an advance bound galley is more
impressive than receiving the actual book. Some opinion-molders
should get bound galleys, but others should receive the finished
product.

EARLY REVIEWS, COPYRIGHT, LISTINGS,
ETC.: In anticipation of your new book coming off the press,
address shipping bags to selected places from the list below and
stuff the bags, as appropriate, with review slips (see sample later
in this chapter), a news release, your Review & Testimonial
Sheet, etc. Add brochures, copies of early reviews and other
materials to convince reviewers the book has been accepted by
others. Do not skimp here. Then when the truck arrives from the
printer, stuff the books into the bags and ship them off.

Note what is said about each of the
addressees below, because some may not be appropriate for your
book. If yours is an adult scientific text, do not bother sending
it to the Horn Book magazine, which reviews children’s
books, etc. But do get your review packages out; you want the world
to know about your new book.

American Book Review,
Rebecca Kaiser, Illinois State University, Campus Box 4241, Normal,
IL 61790. Tel: 309-438-3026; Fax: 309-438-3523. This bimonthly,
with a circulation of 15,000, reviews 240 books each year.

Baker & Taylor. B&T is a
wholesaler, not a reviewer. To establish a business relationship
with book wholesaler Baker & Taylor, contact Robin Bright,
Publishers Services, PO Box 6885, Bridgewater, NJ 08807. Tel:
908-541-7000; Email: brightr@btol.com. See http://www.btol.com.

Baker & Taylor, Academic Library
Services Selection Department, PO Box 6885, Bridgewater, NJ
08807. Tel: 908-704-1366. Would your book be appropriate for
Academic Libraries? Again, B&T is a wholesaler, not a reviewer.
Enclose a photocopy of the Advance Book Information (ABI) form. See
http://www.btol.com.

Booklist, American
Library Association, 50 E. Huron Street, Chicago, IL 60611. Tel:
800-545-2433 or 312-944-6780; Fax: 312-440-9374. You should have
sent bound galleys to ALA’s Booklist some months earlier.
This is a confirmation copy to show that the book has been
published. See http://www.ala.org/booklist.

Chicago Tribune Books,
Carolyn Alessio, 435 N. Michigan Avenue, Chicago, IL 60611. Tel:
312-222-3232. See
http://www.chicagotribune.com/features/booksmags/.

Choice, Editorial Dept.,
100 Riverview Center, Middletown, CT 06457. Tel: 860-347-6933; Fax:
860-704-0465; Email: choicemag@ala-choice.org. Choice is a
publication of the Association of College and Research Libraries, a
division of the American Library Association. Choice reviews
6,600 books annually for the $300-million academic library market:
high school, college and special libraries. Monthly except August.
Circulation: 4,800. See
http://www.ala.org/acrl/choice/index.html.

Gale Group, Attn: Contemporary
Authors, 27500 Drake Road, Farmington Hills, MI 48331. Tel:
800-877-GALE or 248-699-4253; Fax: 248-699-8070; Email: alan.hedblad@galegroup.com. Contemporary
Authors will not list you in their directory if they think your
books are self-published. See http://www.galegroup.com.

Heartland Reviews is a venture by
book veteran Bob Spear. See http://www.heartlandreviews.com and
contact him before sending books. Email: bobspear@lvnworth.com.

Horn Book magazine, Roger
Sutton, 56 Roland Street #200, Boston, MA 02129. Tel: 800-325-1170
or 617-628-0225; Fax: 617-628-0882. Horn Book reviews about
420 books each year for children and young adults. It’s published
bimonthly and has a circulation of 24,000. See
http://www.hbook.com.

#

There are only two phases to the promotion of
your book: the first 90 days and everything else.

—Joel Roberts, broadcast media
coach

#

Independent Publisher
magazine, Jenkins Group, 121 E. Front Street #401, Traverse City,
MI 49684. Tel: 800-706-4636 or 231-933-0445; Fax: 231-933-0448;
Email: jenkinsgroup@publishing.com. Bimonthly,
Independent Publisher reviews 75 to 100 titles every issue.
Circulation: 7,000. See http://www.independentpublisher.com/.

Ingram Book Company, Express Program,
PO Box 3006, La Vergne, TN 37086. The book must not be marked or
identified as a promotional copy. Enclose your brochure and
discount schedule (a higher discount on single orders will allow
them to give stores a discount that will increase sales). If you
have a distributor, let Ingram know that your books will be
available from that source. See
http://www.ingrambook.com/new/publishers.asp.

Kirkus Reviews,
770 Broadway, New York, NY
10003-9595.Tel:646-654-4602;Fax:646-654-4706;Email: kirkusrev@kirkusreviews.com. You should have sent
bound galleys to Kirkus some months earlier. This is a
confirmation copy to show the book has been published.

KLIATT Young Adult Paperback
Book Guide, Paula Rohrlick, 33 Bay State Road, Wellesley, MA
02481. Tel: 781-237-7577; Email: kliatt@aol.com.
KLIATT annually reviews some 1,600 softcover books for young
adults. The magazine is bimonthly and has a circulation of 2,300.
See http://hometown.aol.com/kliatt.

Library Journal, Barbara
Hoffert, 360 Park Avenue South, New York, NY 10010. Tel:
888-800-5473 or 212-463-6818; Fax: 212-463-6734. Again, you should
have sent bound galleys some months earlier. This is a confirmation
copy to show the book has been published.

Library of Congress Acquisitions and
Processing Division, Washington, DC 20540, along with your
brochure and dealer discount schedule. See http://www.loc.gov.

Library of Congress Cataloging, CIP
Office, Library of Congress, Washington, DC 20540, if you are
in the CIP program. Once you have published three books, you are
eligible to participate in the CIP program and receive
library-cataloging data for printing on your copyright page. See
Chapter 5. The Cataloging in Publication Office supplies
postpaid mailing labels (once you have been admitted to the CIP
program) for sending your books in. See http://www.loc.gov and
http://cip.loc.gov/cip/.

Library of Congress Copyright
Division (two copies), Library of Congress, Washington, DC
20559, for copyright registration, along with your check for $30
and copyright Form TX. See Chapter 5 and http://www.loc.gov.

The Los Angeles Times Book
Review, Times Mirror Square, Los Angeles, CA 90053. Tel:
800-LATIMES or 213-237-5000; Fax: 213-237-4712. See
http://www.latimes.com.

Midwest Book Review,
James A. Cox, 278 Orchard Drive, Oregon, WI 53575. Tel:
608-835-7937; Email: mwbookrevw@aol.com. Jim favors the small press and
will review your book sooner than most reviewers. His reviews are
also posted at Amazon.com, Barnes&Noble.com, Borders.com and
other sites. See http://www.midwestbookreview.com/.

Newsday, Estelle Miller,
Two Park Avenue, New York, NY 10016. Tel: 212-251-6623; Fax:
212-696-0590; Email: muchnick@newsday.com. Newsday reviews
general-interest books such as fiction, history, politics,
biographies and poetry. They don’t review how-to books. Send books
to the appropriate departmental editor. Circulation: 800,000 daily,
950,000 Sunday. See http://www.newsday.com/features/books/.

New York Review of Books,
1755 Broadway, Floor 5, New York, NY 10019. Tel: 212-757-8070; Fax:
212-333-5374; Email: nyrev@nybooks.com.
This biweekly (except January, July, August and September, when it
is monthly) magazine publishes reviews, prints excerpts and buys
serial rights. They review 400 books each year, and the circulation
is 130,000. See http://www.nybooks.com.

The New York Times, Daily
Book Review Section, 229 W. 43rd Street, New York, NY 10036. Tel:
212-556-1234; Fax: 212-556-7088. See
http://www.nytimes.com/books.

Dan Poynter, PO Box 8206-380, Santa
Barbara, CA 93118-8206, autographed. Yes, I receive 15 to 20 books
each week. That’s why The Self-Publishing Manual has been
called “the book that has launched thousands of books.” All books
are acknowledged. See http://ParaPublishing.com.

Publishers Weekly,
Attn:Weekly Record,360 Park Avenue South, 13th Floor, New York, NY
10010-1710. Tel: 646-746-6758; Fax: 646-746-6631. You should have
sent bound galleys to PW some months earlier. This is a
confirmation copy to show the book has been published.

Rainbo Electronic Reviews, Maggie
Ramirez, Senior Editor, 8 Duran Court, Pacifica, CA 94044-4231.
Tel: 650-359-0221 (9 to 5 Pacific time); Email: maggie@rainboreviews.com. Reviews 300 books a year
and posts them online on a monthly basis. See
http://www.rainboreviews.com for submission guidelines.

Reader’s Digest Condensed Books, John
Bohane, Editor in Chief, Pleasantville, NY 10570. Tel:
914-244-1000; Fax: 914-238-4559; Email: john.bohane@readersdigest.com. See
http://www.rd.com/.

Rebecca’s Reads, Rebecca Brown,
Editor, Big River Productions, PO Box 371 Clallam Bay, WA 98326.
Email: big.riv.prod@rebeccasreads.com. Books submitted for
review must be available for purchase on Amazon.com. They do not
review poetry, true crime, pulp romance or textbooks. Web site
provides a link to Amazon for purchasing. Initial inquiries should
be made via www.rebeccasreads.com.

Reference and Research Book
News, Jane Erskine, 5739 NE Sumner Street, Portland, OR 97218.
Tel: 503-281-9230; Fax: 503-287-4485; Email: booknews@booknews.com. This quarterly, with a
circulation of 1,700, reviews some 1,200 books per issue. See
http://www.booknews.com.

Romantic Times, Nancy
Collazo, 55 Bergen Street, Brooklyn, NY 11201. Tel: 718-237-1097;
Fax: 718-624-2526; Email: info@romantictimes.com. Rave Reviews folded
into Romantic Times. This monthly is aimed at consumers, and
it focuses on romance, historicals, mysteries with romance elements
and occasionally science fiction. They don’t review techno
thrillers, horror and men’s westerns. More than 150 reviews are
printed in each edition. See http://www.romantictimes.com.

Ruminator Review, Bart
Schneider, 1648 Grand Avenue, St. Paul, MN 55105. Tel:
651-699-2610; Fax: 651-699-0970. Ruminator Review, formerly
Hungry Mind Review, is a quarterly book review magazine
founded in 1986 and distributed free in more than 600 independent
bookstores around the country. Each print issue is built around a
particular theme and includes reviews and essays by some of
America’s finest writers. See http://www.Ruminator.com.

San Francisco Chronicle,
Attn: David Kipen, Book Editor, 901 Mission, San Francisco, CA
94103. Tel: 415-777-6232; Fax: 415-957-8737. Circulation: 570,000
daily, 715,000 Sunday. See http://www.sfgate.com/eguide/books/.

School Library Journal,
Attn: Trevelyn Jones, 360 Park Avenue South, New York, NY 10010.
Tel: 212-463-6759; Fax: 212-463-6689; Email: tjones@cahners.com. You should have sent bound
galleys to SLJ some months earlier. This is a confirmation
copy to show the book has been published. See
http://www.slj.com.

Small Press Review, Attn:
Len Fulton, PO Box 100, Paradise, CA 95967. Tel: 800-477-6110 or
530-877-6110; Fax: 530-877-0222; Email: dustbooks@dcsi.net. This monthly publication has a
circulation of 3,500 and specializes in fiction and poetry. See
http://www.dustbooks.com.

USA Today, Deirdre
Donahue, Book Editor, 1000 Wilson Boulevard, Arlington, VA 22229.
Tel: 703-276-3400 or 202-276-6580; Email: ddonahue@usatoday.com. This daily national
newspaper prints reviews every Friday and other times under special
subject areas such as sports, money, lifestyle or art and
entertainment. Circulation: 1.9 million. See
http://www.usatoday.com/life/enter/books/leb.htm.

Voice Literary
Supplement, Village Voice, Joy Press,
36 Cooper Square, New York, NY 10003. Tel: 212-475-3300; Fax:
212-475-8944; Email: editor@villagevoice.com. They review 500 books each
year in 10 issues. Circulation: 180,000. See
http://www.villagevoice.com/vls.

Washington Post, Marie
Arana, Book World, 1150 15th Street NW, Washington, DC 20071. Tel:
202-334-6000; Fax: 202-334-5059; Email: aranam@washpost.com. Circulation: 780,000 daily,
1,100,000 Sunday. The Post reviews about 2,000 general
fiction and nonfiction books each year. A favorable review in
The New York Times or the Washington Post tends to
stimulate good reviews in the book sections of smaller newspapers.
See http://www.washingtonpost.com/wp-srv/style/.

You should send one copy to each of the 8 to
10 major wholesalers. See Chapter 8 and Wholesalers in
Appendix 2.

Again, one copy goes to each of the 6 to 10
most important opinion-molders in your field. If these
people talk up your book, you’ll be off to a good start. Personally
autograph the books.

Time is of the essence. These early
review copies must be sent out as soon as the truck arrives from
the printer. Reviewers like new books. Books are copyright
dated so it’s easy to tell when they are not new. Equally
important, most of your initial sales will come from these reviews.
So if you don’t get moving with your review copy program, that
inventory will not move out. Meanwhile, the dated books are getting
older every day.

By the way, while most reviews are free,
they can take three months or more to appear. Just send the books
out and then go on to other promotion projects.

REVIEWS TO THE ULTIMATE CONSUMER: Now
that the prepublication and early review packages have been sent,
it’s time to get to the retail reviewers. These are the rest
of the book review magazines, newspapers with book review columns,
general interest magazines that review all types of books,
freelance book reviewers, radio and TV stations with talk shows and
book programs, other online reviewers and—last but not
least—special-interest periodicals that cater to the book’s
field(s).

It would be very expensive and terribly
inefficient to send review copies to every reviewer, yet some
publishers do this. Many of the larger publishers automate their
review-book process. The result of taking the human touch out of
the loop is that some reviewers get more than one package, while
others receive large numbers of books they do not review. Big
publishers often even ignore reviewers who request a specific
title, because the promotion people are by now concentrating on a
new line of books. Smaller publishers tend to be smart enough to
always send out a “requested title,” knowing there’s a very good
chance of its being reviewed.

Since book reviews are very effective and
review copies are very inexpensive, it makes sense to spend more
time and effort on reviews than on most other forms of promotion or
paid advertising. For most books, it’s not unusual to send out 300
to 500 review copies. This may seem like a lot, because many large
publishers circulate less than 50; however, they are a sound
investment. Several inches of review space in magazines, major and
minor, is extremely valuable. And this is editorial copy, far more
credible than advertising puffery. For example, 94% of the
librarians rely on reviews they read in Library Journal, but
only 35% believe the ads. The more reviews you receive, the more
likely librarians will see the reviews and buy your book. And, of
course, you will repeat the best reviews on all of your library
flyers.

If only 30% of the magazines you target
review your book, you are way ahead on your investment. Considering
that reviews return so much, it is wise to follow these two simple
rules:

1. Don’t be stingy with review
copies, but do not waste your money either.

2. When in doubt, ship it out.

UNDERSTANDING THE REVIEWER: There are
two basic types of reviews. A summary review relates the
contents of the work without issuing an opinion on its value. These
reviews help potential readers select books for their particular
needs. An evaluative review decides whether the author has
covered the topic and compares the book with similar works. It
usually ends with a favorable or unfavorable recommendation, and
may be brief or long.

Your book is a product of you. You poured
your time, heart and soul into it. But just because you were
interested enough to take the time to write it doesn’t mean a
reviewer will be interested enough to take the time to read it all.
A book critic will read your entire book, but a book reviewer will
probably only check the front matter. Some reviewers write reviews
on 10 to 15 books a week. Most of the reviewer’s comments will come
from your news release and other enclosures. Make them good. Also
consider this: if a reviewer elects to use large portions of your
superbly written news release in the review, then to some degree
you are actually controlling the content of the review.

It helps to understand the lot of the
editors and/or reviewers. Whether they are full-time or freelance,
they have one thing in common—they are extremely busy. Neither time
nor room is available to review all the books that come in. Even
the prestigious and prolific Sunday supplement of The New York
Times can only cover about 10% of the books received. All books
are not assigned, and most reviewers select the ones they want to
review. You can’t change the situation, so you might as well
understand and take advantage of it.

#

ON OVERLOAD

 


A few years ago, I was dropping off a batch
of books at the loading dock in back of the post office in Santa
Barbara. I saw a young man (not in a postal uniform) with a cart
full of packages near the dumpster, and my curiosity mounted. As I
watched, the man ripped open the cartons, took out what appeared to
be books, and placed them in a large carton. Then he threw the
wrappers in the trash. Unable to stand it any longer, I approached
the man and asked if these were lost-in-the-mail books.
Turns out the packages were for Los Angeles book critic Robert
Kirsch. This gigantic load of books was being received at his home
address (imagine what showed up at work), and he not only didn’t
have time to pick up the books himself, he didn’t have room for the
wrappers. There is a second lesson here too. Much of the material
you ship with review copies is likely to become separated from the
books.

#

Ruth Coughlin of the Detroit News
says, “I arrive at my office each Monday morning to find 200 books
in unopened mailing envelopes stacked outside my door.” Alice
Digilio of the Washington Post says, “We have somebody here
20 hours a week whose only job is to tear open book packages.”

If your book has special-area appeal, you
can greatly increase your chances for review by submitting your
book to the special publications reaching that particular group.
For example, if my book were on skydiving, I might send review
copies to all 68 parachute magazines and newsletters world-wide.
Then I could also consider every aviation, outdoor, sport,
recreation, do-it-yourself, teen, men’s, etc., magazines I could
find. There are some 60,000 magazines being printed in the U.S.
today (and a lot more foreign). There must be some reaching the
groups you want to target.

Be prepared for delays with publications
from the smaller associations. They may want to review your book,
but they have staff and budget limitations. Usually they rely on
out-side free help for book reviews. Typically, the editor will
only scan a book before sending it off to an appropriate expert
requesting him or her to review it. Often, the reviewer is very
busy too.

 


SELECTING REVIEW PERIODICALS

One way to expand your list of appropriate
media is to visit the reference desk of a large public library and
ask to see the periodical directories. There are at least two for
magazines, two for newsletters and several for newspaper columns.
(Stop by the bank first for a roll of coins for the copy machine.)
Copy just the pages you need and bring them home to enter the
addresses of the periodicals into your computer; you’ll use these
addresses over and over again.

A main public library in a large city will
have a larger budget for directories, and their books are more
likely to be newer. You can find many of the directories online,
but there is usually an expensive charge to access the
listings. Some of the directories you will consult follow. You
will also find directories of associations.

*

Standard Periodicals
Directory: Thousands of magazines. More than 56,000 magazines,
newsletters, etc. http://www.oxbridge.com/

Oxbridge Directory of
Newsletters http://www.oxbridge.com/

The National Directory of
Magazines http://www.oxbridge.com/

Ulrich’s International
Periodicals Directory: Many U.S. and foreign periodicals.
http://www.ulrichsweb.com/ulrichsweb/

Hudson’s Subscription
Newsletter Directory http://www.newsletter-clearinghse.com/

Gale’s Newsletters in
Print http://www.galegroup.com/

Literary Market Place
(LMP): Many good lists such as book review syndicates, book
review periodicals, book columnists, cable networks, radio and TV
stations with book programs, book clubs, news services and
newspapers with book sections. This resource is so valuable, you
may want to buy a copy of your own.
http://www.literarymarketplace.com/lmp/us/index_us.asp

Bacon’s Directories
http://www.Bacons.com

Gebbie’s All-in-One Media
Directory http://www.gebbieinc.com/

Editor and Publisher
International Yearbook: The key radio and TV personnel.
http://www.editorandpublisher.com/eandp/index.jsp

Directory of Literary
Magazines by the Council of Literary Magazines & Presses.
http://www.clmp.org/about/dir.html

Writer’s Market: Directed
at writers in search of magazine publishers.
http://www.writersmarket.com

Encyclopedia of
Associations directory: Lists 18,000 special-interest trade and
professional organizations. http://www.galegroup.com

National Trade and
Professional Associations: 7,600 associations, unions and
societies. http://www.columbiabooks.com/

A handy resource is The
Pocket Media Guide. It lists major trade, business and
general-interest magazines and newspapers in its 33 pages. Free
from Media Distribution Service (MDS).
http://www.prplace.com/mds_guide/

*

Address review books to a specific
person or your book may get ripped off by someone else on the
staff. When this happens, you not only waste a book, you lose out
on a potential review. Also address review books to the
position, not just the name, of the editor or reporter in
case he or she has moved on.

Depending on your subject, you may find 300
to 500 potential reviewers for your book. Don’t be surprised if you
come up with more. On the other hand, if the topic is very
specialized, you may find there are only a few dozen interested and
qualified potential reviewers. The best rule is to contact everyone
who might possibly review the book. Divide the periodicals into two
groups:

* The good bets: Those magazines you
have heard of; good matches that are published regularly and have a
large circulation. These periodicals probably will review
the book.

* The rest: Those you have not heard
of, the title does not sound as though the periodical matches your
book, it is published quarterly and/or the publication has a
circulation of 600. These periodicals might possibly review
the book.

Some magazines will be perfect matches for
your subject, and some, although more general, will have such a
large circulation that they cannot be ignored. Send books to the
group of good bets, but email the rest asking if they’re interested
in seeing the book. You are fishing at this point; you won’t hook a
fish with every cast, but you have narrowed your odds by asking
first.

Go through the directories and make up lists
of newspapers, weekly magazines, review journals and specialized
periodicals. Many smaller newspapers do not have reviewers on their
staffs; they use syndicated columns. Be sure to send review copies
to all syndicated reviewers.

ParaLists maintains lists of more
than 90 categories of magazines. If you don’t have time to go
through the exercise of compiling your own, they can be downloaded
in an Excel spreadsheet and maintained on your computer for
repeated use. You can update the lists yourself and print out
mailing labels at any time. Your mailing lists become a valuable
company asset. See
http://parapub.com/sites/para/resources/maillist.cfm.

ONLINE BOOKSTORE REVIEWS: Online
booksellers such as Amazon.com and BarnesAndNoble.com have grown to
be major forces in the industry. A good review at Amazon can move
books; a bad review can hurt sales. Encourage those who like your
books to post reviews on those sites.

#

REQUEST REVIEWS VIA PPM

 


Once your book is listed at Amazon, B&N
and other online booksellers, you may request reviews via my
spin-off newsletter Publishing Poynters Marketplace. See
http://parapub.com/sites/para/resources/newsletter.cfm. People with
an interest or expertise in your book’s category will read and post
a review on the Amazon and B&N Web sites.These comments can be
used else-where in your promotion as well, and you could also
request stories to use in the books you’re developing.

#

 


REVIEW PACKAGE

The package sent to reviewers should include
a book, review slip (see sample later in this chapter), a sample
review, news releases, reprints of other reviews and your business
card. Here are the details:

1. BOOK: Don’t send a damaged book or
selected second as some publishers do. You want to put your
best foot forward, hoping to get the attention of the reviewer.
Make sure the book looks new. Pack the book as you normally do so
that it will arrive in good condition.

Some reviewers still assume that in real
publishing the hardcover edition comes out several months prior to
the softcover. If they receive a paperback, they take for granted
the title is old. Today, with the increasing dominance of the
quality or trade paperback, this barrier is beginning
to be breached, and many books are being selected for review on
their own merits, rather than being sorted by their cover. If
you’re publishing in softcover only, make sure the point is clear
in your review package.

Use a rubber stamp to mark the review
copies. Rubber-stamp the edges of the pages (side of the
book) so that the marking is visible without lifting the cover. It
is embarrassing when a marked review copy finds its way back into
your for-sale stock.

*

Review book rubber stamp

WOW! A review copy

*

The rubber stamping will not stop the sale
of a review book, but it will ensure the book will not be returned
to you by a bookstore for credit.

#

DON’T GO THERE!

 


In mid-1979, the newspaper and book
industries were scandalized when 10 newspaper book reviewers were
accused of selling review books to the Strand bookstore in New
York. Apparently, several bookstores sent form letters to reviewers
soliciting books. The stores typically buy the books at 25% of list
price and resell them at 50% of list. One reviewer estimated that
he had received 30,000 review copies in seven years! Today, we’re
hearing a lot of complaints about the resale of review and
promotional copies on Amazon. Fortunately, many periodicals have a
policy of donating review copies philanthropically—to hospitals,
charitable book fairs, etc.

#

Certainly the ability to easily sell review
copies may promote more requesting of books without a real
intention of considering them for review. There’s nothing wrong
with a reviewer requesting a book if he or she plans to review it.
But it is wrong if he or she plans to sell the book without first
considering it for review. It has recently been noted that along
with the burgeoning growth of Web-based book reviewers, more and
more brand-new books are being offered for sale as “slightly used
books” on the Web—many times before their publication dates and at
inflated prices. So the practice of requesting review copies,
primarily to be sold, may be with us. Stay savvy when responding to
requests for review copies.

#

Review copies are the least expensive and
most effective way to promote your book.

*

Book Review Slip

 


Para Publishing Presents for Review

 


Title: The Self-Publishing
Manual

Author: Dan Poynter Edition: 15th,
completely revised. (A new book with a track record)

Number in print: More than
205,000

CIP/LCCN: 2006057841

ISBN: 1-56860-134-2

Pages: 472

Cover photo in ParaPub.com
Pressroom

Price: $24.95

Season: Spring 2006

Publication date: May 2006

Rights:

a. Book clubs: Writer’s Digest Book Club,
Independent Book Club, Small Press Book Club.

b. Condensations: Publishing Trade, Income
Opportunities.

 


A copy of your review to the address below
will be appreciated.

Para Publishing

Reviewer Relations Department

PO Box 8206

Santa Barbara, CA 93118-8206

USA

Tel: 805-968-7277; Fax: 805-968-1379

info@ParaPublishing.com

http://ParaPublishing.com

*

2. REVIEW SLIPS contain the basic
bibliographic data on the book. Most publishers slip the loose
sheets between the pages. However, pasting the book review slip
inside the cover with a spot of rubber cement or double-sided tape
will make sure it stays with the book. Alternatively, review slips
may also be made by computer-generating the information on mailing
labels and pasting them on the inside front cover or flyleaf of
each book.

3. SAMPLE REVIEW in the form of a
news release. This could be generated by you or by a copywriter you
hire. It highlights the features and strengths of a book, saving
the reviewer time. It’s an honest assessment, but by a
knowledgeable source that knows the book in and out. Many reviewers
find these sample reviews very helpful, and some publications will
run them verbatim. In fact, it won’t hurt to write up two samples,
a short one and a long one.

*

Sample review

 


Book review for Choices: A Teen Woman’s Journal for Self-awareness and
Personal Planning

by Mindy Bingham, Judy Edmondson and Sandy
Stryker.

For Immediate Release:

“As a little girl, did you ever wonder what
became of Snow White, Cinderella, and Sleeping Beauty after they
married their princes and retired to their respective castles?”

And so begins a revolutionary new book,
Choices: A Teen Woman’s Journal of Self-awareness and Personal
Planning by Mindy Bingham, Judy Edmondson and Sandy Stryker
(Advocacy Press). This refreshing book is a welcome change from the
traditional offerings for teenage girls. While the publishing
industry continues to produce more and more romance novels for
adolescent girls that reinforce the “they-lived-happily-ever-after”
Cinderella syndrome, Choices gives the message, at a critical time,
that the teenage girl has to take charge of her life—that she can’t
just drift and hope for some Prince Charming who will take all her
burdens away.

*

4. OTHER REVIEWS: Reviewers are more
apt to review your book if big-name reviewers have treated it
favorably in prepublication reviews. One way to convince them your
book is worthy of their attention is to include copies of other
reviews. Cut out or scan each review, and paste it on a piece of
plain paper. Then cut out or scan the masthead or title of the
magazine and paste it in for source and date identification.
Underline the best parts of the review to draw attention to them.
Make photocopies for your review kit.

Take advantage of a good review: Besides
being very good for the ego, it can be used to further stimulate
your promotion and sales program. You want your distributors and
wholesalers to know you are promoting the book, so send them a
copy. If a review appears in a local newspaper, send copies to the
local bookstores. Keep these pasted-up reviews on file in your
promotion binder and send them out with future review copies,
letters to foreign-rights buyers or for use anytime you need more
promotion. When you set up a booth at a bookfair, enlarge the
reviews as part of your booth dressing and counter display.

 




Visit: http://www.smashwords.com/books/view/14222
to purchase this book to continue reading. Show the author you
appreciate their work!
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Arial
TYPE FONTS are many and varied. Your word-
processing or page layout program will have a selec-
tion. Pick a serf type font such as Century for the body
copy and a sans serffont such as Tahoma for head-
lines. Serif type fonts have litle “feet” on the vertical
parts, and they are easier to read than sans serf fonts.

Garamond
Four cype factors affet legbilty: ons e such as serifor sans
stif, ype sie (make it large cnough), lading (shymes with
“heading” and s the space beween the lincs) and the column
widsh (ehe human eye has been eained to ead nartow news-
paper columns)

ies New Roman
To give your book some type style variation, you can use
italics, boldface, bold italic, ssiLL CAPs and larger sizes
for chapter heads, captions, subheads and for lending
emphasis.
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Bookman
Here are some more type terms. Point size is the
height of a capital letter (and its mount), as in
“10-point type." There are 72 points (o the inch
A picais the printer's standard measurement for
the length of a line and the depth of a page.
‘There are 12 points to a pica and six picas to the
inch. Therefore, 24 picas means a 4"-wide col-
umn, Leading or slug is the space between the
lines. Printers used to use a strip of lead, hence
the name. If you have ten points of type pius two
points of leading, the specification would be
written out as *10/12.7

2

ntury
Nine on eleven leading is about as small as you
should go for a legible book. Ten on twelve is very
common, though children and older people with
fuiling eyesight profer 12 on 14. Most page layout
programs wil set your leading automatically at
single spaced unloss you specify what you want.

Goudy
Some type fonts, sch as Gouly, are “condensed” They
llow you o et more words on a . On the other hand,
if you want o 6l up more pages, use an expanded font
such as Bookman. (Se above.)

courier
For a successtul book, don’t venture too
far from the comon type fonts, such as
‘Tines Roman, Palatino, Baskerville, Caledo-
nia, Bookman and New Century Schoolbook.
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If all publishers thought alike, all books might look alike.
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'TURY Regular ARIAL Regular

CENTURY Italic ARIAL ltalic
CENTURY Bold ARIAL Bold
CENTURY Bold Italic  ARIAL Bold ltalic

Century is a serif font; Arial is sans serif.
Notice that at the ends of character strokes,
serif fonts feature decorative lines.
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Para Publishing
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. 18 Arial
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Character heights are measured in points.
There are 72 points to the inch.

type

dy| e

Leading is the space.
between the lines of type.
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Line drawing  Extra lines were crowded into
this line drawing to give it
the appearance of shading.
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'One essential ingredient to our Chicken Soup success was consulting with
Dan Poynter in the early stages
Jack Canfield, co-author, Chicken Soup for the Soul series
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SELF-PUBLISHITG
MATUAL g

How to Write, Print and
Sell Your Own Book

16 revised editions & 20 printings in 28 years
The book that launched a million+ books
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No. of coples:| 500 1,000 3,000 5,000 7,000 9,000 10,000

Total cost: | $1,625 2750 5400 7,000 7,700 8,100 8500
Unitcost: | $325 275 180 140 1.10 90 85
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The Bookland EAN bar code
with price extension for bookstores
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