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TURN YOUR MANUSCRIPT INTO A NY TIMES
BESTSELLER

 



Agents and
publishers are paying millions to get their hands on hot,
independently produced books. And now, for the first time ever, the
best-selling secrets of the biggest books of the decade are
revealed…




Did you know that bestsellers
like The Bridges of Madison
County, The
Christmas Box, Term
Limits, The
Celestine Prophecy, Chicken Soup For The Soul,
Prince of Tides and
countless other successful books were all originally published by
their author—and then were later sold to major publishing houses
(and even Hollywood!) for millions of dollars?

THE NEW YORK TIMES
reports: “Every single publisher and literary
agent is on the lookout for independent publishers.”

Now, the directors of America’s top
book packaging firm reveal their secrets for getting your book into
print. You’ll learn:


	
How transforming your manuscript
into a book-like “bound galley” can make it leap out of the slush
pile and into the hands of agents.



	
Top reviews, and the interest of
book clubs and major book chains!



	
What one crucial item in your query
package will get agents and publishers to make a grab for your
book.



	
Why selling only 1,000 books on
your own is like selling 40,000 copies for your
publisher!



	
Who can turn your manuscript into a
book that will all but guarantee the attention of publishers,
agents, distributors, and the media.



	
When are the best times to send
your book out.








PRAISE FOR ARBOR BOOKS
AND SELF-PUBLISHING

 


“Thanks to your class and book, I
turned my manuscript into a real book. The information in your book
is invaluable.”

Joselyn Smith-Greene

Author, Sew
Find It, Sew Craft It

 


“ENLIGHTENING AND REWARDING! If I’d
known it was going to be this easy, I would have done this years
ago.”

Abbie Sunshine Kessler

Author, Dear
Monica

 


“I loved the class you gave at
Hofstra! I came home overwhelmed, but excited about doing my own
book about bereaved families…I gobbled up your book and learned so
much. It made the writing seem easy…and that was a good
feeling!

Elaine E. Stillwell

Author

 


“Because of your book and cover
design, I’m outselling the competition!” John Pellicano
Author, Conquer or Die

 


“Your lecture at Queen College was
very interesting and informative…With your expertise and energy
you’ll be able to make anyone’s book a success.”

Lucy Shifrin

 


“The quality of children’s book you
created for me was beyond my greatest expectations. The book is
beautiful and I’m getting steady reorders from
bookstores.”

Betsy Hallet-Holden

Author, Nantucket’s Night Magic

 


“Simply
perfect! I can’t wait to work for you again. The first run of my
poetry book sold out immediately.”

Julia Zieman

Author, Moonglow

 


“You want to become the next
superstar in your business field? Becoming a published expert is a
lot easier than you might think… Self-publish. That’s right. Go
ahead and do it on your own.”

Creative Real Estate
Magazine

 


“Many of the biggest names in
business have been published by mainstream publishers after first
going the self-publishing route.”

O’Dwyer’s PR Services
Report

 


“On the movie front, the film
rights to indie and selfpubbed books are getting acquired even
before the big houses can get them onto bookstore shelves with
their own imprints on the jackets.”

Variety

 


“It’s been a banner year for
originally self-published books…Shake the tree of recent and
forthcoming publisher’s lists, and titles that have already
appeared in self-published editions tumble down…[And] sales may be
as high as 30,000 or even 300,000 for an author who hawks a book on
the lecture circuit.”

Publishers Weekly

 


“It happened in the movie business
and now it’s happening in books: The Indies are coming into their
own…The change you’re seeing in publishing in the 1990s is what you
saw happen in film…It’s the self-publishers who increasingly are
coming up with the surprise winners and sleepers…the established
publishing houses are increasingly courting the indies in the hope
of finding the next [bestseller]…”

 


“Many companies are finding that
[self-published] books, deliver phenomenal market penetration and
dramatic sales. They’re used primarily as premiums, incentives and
giveaways.”

Selling To Seniors
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IMPORTANT!

The authors
have endeavored to be as comprehensive, current and accurate as is
possible. Every effort has been and will continue to be made to
keep this information updated now and in the future. New editions
of this book will appear regularly.

This book does not purport to offer
legal, investment, accounting, or other professional advice. If and
when such expert counsel is required, the services of a competent
professional should be sought. The authors and publisher are not
liable for loss or damage alleged to be caused directly or
indirectly by information contained in this book.

As always, the best advice when
embarking on any new money-making journey is: caveat emptor; BUYER
BEWARE!
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THE SELF-PUBLISHING
CHOICE

 


“Experts believe more than 100,000
new books are self-published every year, generating millions of
dollars.” —Newsday

Your turn
has finally arrived.

There are now strategies that
writers can take that can just about guarantee a shot at the
bestseller list. From self-published books to the
revolutionary bound
galley, writers are finding ways to get
themselves and their books into the market that were all but
unheard of just ten years ago.

What’s more: you don’t have to do
it alone. There’s an army of specialists ready to help. And the
prices have never been lower.

You’re about to take part in
the self-publishing revolution and break away from the rejection, the runaround
and the uncertainty of traditional publishing. No longer will you
have to be tied to the whims of indifferent agents and uninterested
publishers. Finally, you’ll be able to take control and see your
book in stores and libraries.

Independently published writers are
gaining the artistic and marketing clout that independent
filmmakers currently have in Hollywood. And self-publishing is for
everyone, especially those who have been rejected by agents and
publishers. Whatever type of book you have—novel, business advice,
memoir, how-to, family history, picture book, textbook, poetry
collection—there is no better time than right now to realize your
dream.

In fact, there’s no better time to
self-publish. Book producers are eager to assist you in getting
your book out into the market place and the market place is more
receptive than ever to this new breed of independently produced
books. What’s more, as you’ll see, publishers and agents are
looking to independents for their next titles.

New technology has made typesetting
easier and quicker, and sent printing prices to an all-time low.
New authors can even print small quantities on demand at very
affordable prices.

As for the distribution system,
many distributors that were once closed to self-publishers have now
embraced them with open arms. The same is true for the major book
chains and local bookstores. Even libraries are supportive of
self-published books, and make a concerted effort to keep the small
presses from getting swept away in the wake of the large mainstream
publishers. And perhaps the most exciting new development is the
explosion of the Internet and online bookstores.

With the right marketing and
design, it’s very possible that you can make money at
self-publishing. In fact, two out of three self-published books
turn a profit.

This book will tell you everything
you need to know about writing books; computer layout and
typesetting; proven book and cover design; selling to distributors
and bookstores; creating marketing campaigns; getting free
publicity; negotiating with consultants, rights agents,
illustrators, and printers; obtaining a copyright, LCCB, ISBN and
bar code; and much, much more.

 


Mainstream Publishers—a Dead End
for First-Time Authors?

 


In today’s
world of mega-mergers and celebrity-written books, the chances of a
new or unknown writer signing a book contract with a mainstream
publishing house are bleak. In fact, they’re getting worse. With
over 40,000 books published each year, fewer than 5 percent are by
first-time authors. These days, publishers refuse to roll the dice
on new talent. If an author has no following and no reputation, in
most cases, he or she is seen as a poor financial risk.

Many publishers (and agents, for
that matter) have adopted the policy of refusing to look at
unsolicited manuscripts and simply return them unopened. Others go
through a cursory perusal of the thousands of unsolicited
manuscripts they receive each year, the so-called “slush pile.” If
they do consent to look at a book, they may hold on to it for a
year or more and still take a pass. You’ll also be rejected if the
publisher is already doing a book on your subject or if the
publisher feels your material will be out of date by the time the
book is produced. And most importantly, if a publisher doesn’t
think a book appeals to a large enough audience it won’t get
published.

True, unknowns do get published by
mainstream houses, and some are successful. But for every
bestseller by an unknown writer, thousands don’t ever make it into
print.

 


What are the Options?

 


A manuscript
represents time, money, work and hope. If a writer wants to get
that book into print, there are two choices: either publish on your
own—self-publish—or go to a vanity (also called a subsidy or co-op)
publishing company.

A vanity is a company that
masquerades as a legitimate publishing house but actually is little
more than a glorified, super-expensive printing company. After
spending a lot of money, you’ll have virtually nothing to show for
it.

Self-publishing, on the other hand,
is the process where a writer acts as his or her own publisher. You
can either do the job completely on your own—which may entail
hiring typists, typesetters, artists, etc.—or you can hire a book
producer to do all or part of the job for you. There are even
specialized companies that can do your book packing, shipping,
promotion, record keeping, billing, etc. And, of course, there are
numerous book printers who can do a superb job manufacturing your
book.

A book packager usually can offer a
complete service: they can copy edit the manuscript, design the
text, design the cover, and manufacture a high quality, attractive
book, keeping the author fully informed all down the line. They can
also design a promotional campaign tailored to your book. This may
include sending out review copies, contacting booksellers and book
buyers, preparing a circular to go to your personal mailing list,
and including the book in their annual catalog. Local newspapers,
radio and TV stations can be notified, and if the author wishes,
book-signing parties can be arranged.

 


Deciding to
Self-Publish

 


First off,
you must envision yourself as both a writer and a businessperson.
You’ll have to see your book through from initial concept all the
way through to distribution, and be willing to work toward its
success. You must prioritize your time, set realistic goals,
prepare a business plan, and decide on a budget sufficient to meet
your goals. You can’t be afraid to plunge time and money into your
work in order to succeed. Examine your intended market carefully.
Find out who your readers are and how many books already exist on
your subject. This may require visiting bookstores and
libraries.

While you don’t need to be licensed
as a publisher, it’s good to be familiar with your state, county or
city business and tax license and sales requirements. You may want
to involve yourself in writing and self-publishing organizations
and attend workshops and conferences to keep aware of the newest
trends and technology available.

Believe it or not, whether or not
you decide to self-publish, the most important question you’ll face
is this: Am I willing to push this book on my own or hire the key
people to do it for me? You must believe in your book and its
subject so thoroughly that you can sell it to others without
hesitation. Your book must fill a need and inform or entertain, and
you must tout its benefits to the public through book signings,
television and radio appearances, and PR and marketing endeavors
unique to your subject (for example: furnishing a home for under
$1,000 to help sell a bargain-hunters guide).

Even selling only 1,000 books can
mean very big money. Imagine getting your book or newsletter out
there with as few as a couple of hundred hours of part-time work
and a start-up of under $10,000, possibly under $5,000. How would you like to
come out of the deal with a $10,000 profit in your pocket each and
every time you publish! That’s $50 or more per hour. Just think:
for every $1 you spend, you could see $4, $5 or $6. Don’t you owe
it to yourself to give it a try?

And if you want to make a solid
impression with agents and publishers, The
New York Times has reported that there is
no better way to pitch your manuscript than with a self-published
book—a dull manuscript isn’t enough in today’s competitive
marketplace. Professionals prefer to see a real book. Even more
exciting, agents and publishers are actively looking for
self-published books that show potential. You don’t have to come to
them—they may come to you.

So you really have no excuse,
especially if you only want the completed work for your bookshelf
or to give to friends and family. Why not satisfy that need to see
your book in print?

A book can serve as a sales tool, a
free giveaway, a part-time job, a hobby, even as a means to make
you an instant, qualified expert!

Companies can collect their
corporate artwork and put it into book form; housewives can share
recipes and make cookbooks; church leaders can put together
sermons; and businesses can put together manuals, catalogs, annual
reports, and promotional material.

 


What Makes a Self-Published
Bestseller?

 


Creating a
marketable book with mass appeal—no matter the content or
message—requires a determined author, aggressive promotion, and
incisive advertising to guarantee sales. The specific elements that
sell a book, whether mainstream or self-published, are eye-catching
front and back cover design, key endorsements, superbly edited
content, and well-coordinated marketing. None of this is beyond
today’s do-it-yourselfer.

In fact, even if your book were put
out by a mainstream publisher, you’d still have to get out there
and sell your book. According to a recent article in
New York Magazine,
publishers do little, if anything, in the way of publicizing and
promoting books. Only when you’re an author with a track record do
they really get behind it.

 


Self-Published Success
Stories

 


Self-published successes are nothing new. Many best-selling
books were originally self-published: What
Color Is Your Parachute? (Crown,
1973), The One Minute Manager
(Morrow, 1982) and How To
Keep Your Volkswagen Alive (John Muir,
1970).

A new phenomenon known as
“cross-overs” refers to those self-published books that have been
bought and then reissued by mainstream publishers. Shake the tree
of recent and forthcoming publisher’s lists and titles that have
already appeared in self-published editions tumble down. For
instance, there’s The Girls with the
Grandmother Faces and Think Yourself Thin from
Hyperion; Surfing the
Himalayas: A
Spiritual Adventure from Warner;
Shakespeare’s Insults and
several spin-offs including Shakespeare’s
Insults for Doctors… Lawyers… Teachers, etc., from
ClarksonPotter;

Love the Body You Were Born
With from Putnam; Could You Love Me Like My Dog? and Could You Love Me Like My
Cat? from Simon & Schuster; and
Golf: Body, Mind, and Spirit from Villard.

Add to this group
Healthy Exchanges Cookbook from Perigee; Flirting for Success:
The Art of Building Rapport from
Warner; Youth in Revolt from Doubleday: and Double Your
Profits and The
Five Rituals of Wealth from HarperCollins.
Smoldering away on backlists are Villard’s Tightwad Gazette; Warner’s
Butter Busters and
Knights of the TeleRound Table; Fawcett’s Zapp: The Lightning of
Empowerment; Ballantine’s
Doc Susie: The True Story of a Country
Physician and Positive Discipline; Morrow’s
Future Edge;
Doubleday’s Just As I Am; HarperCollins’ Leadership Secrets of
Attila the Hun and Let Us Prey; Hyperion’s
Passion For Barbecue and
Delacorte’s Managing from the
Heart.

Other titles originating from small
publishers and self-publishers include: Warner Books’
Writes of Passage: Every Woman Has a
Story, by Daryl Oft Underhill; Bantam’s
valentine to golf at St. Andrews (Scotland, birthplace of the
sport), A Wee Nip at the 19th
Hole, by Richard MacKenzie;
Penguin’s I Don’t Have to Make Everything
All Better by Gary Lundberg and wife Joy
Saunders Lundberg; and Little, Brown’s recent low seven-figure
acquisition Just Plain
Folks, a collection of short stories by
Lorraine Johnson-Coleman.

 


What’s Fueled the Self-Publishing
Revolution?

 


Thirty
years ago there were about 3,000 publishers in the

U.S. Today there are approximately
55,000: that’s the top 22 big corporate publishing houses (15 of
which are in New York), 300 to 400 medium-sized houses, and more
than 52,000 small presses around the country, many of which could
be called self-publishers.

There are four basic reasons that
self-publishing finally came into its own:

 



	
The advent of the personal
computer.



	
The development of software that
enable manuscripts to be typeset, indexes to be generated, covers
to be lavishly designed and books to be electronically laid
out.



	
Short-run printers with
state-of-the-art printing presses that can bypass the more costly
printing processes of the past. In today’s printing plants, an
author is no longer limited to having to run-off 5,000 copies or
even 1,000 copies of a book. Now you can run off one book at a time
if you need to.



	
A marketplace that is completely
accepting of the independent book publisher. This factor alone
means that self-publishers can break into stores, book chains and
library markets that were all but closed a few years
ago.





 


Why You Should Consider
Self-Publishing

 


Here are
just a few benefits to wet your appetite.

Getting Into
Print. If you want
to see your book in stores, or simply to give out to friends and
family, then you’d better start taking matters into your own hands—
the chances of Random House publishing your book may be the same as
getting struck by lightning.

Your Career. Most major business figures have
already written a book, are in the process of writing one, or are
considering the idea. If you’re serious about sharing your ideas
with others and want to be a player, there is no alternative to
writing a book. It’s an absolute must if you’re to be taken
seriously. Without writing a book, you have no future as a guru in
your field.

Shaping Opinions. In the course of your career, you
probably have had some wonderful experiences that you’ve shared
with colleagues and friends. You’ve probably also developed quite a
few insights along the way, maybe even some unique or special ways
of handling professional situations. Well, a book is a great tool
to share that wisdom and reach a wide audience.

Reputation. Prestige. Status. Celebrity.
Whatever you want to call it, once you publish a book, you’re
considered an expert. And with that consideration, other
perquisites are conferred upon you, especially in your business
community.

Speaking Engagements.
With your career well underway and your reputation
secured and growing as a published author, you’ll now have the
chance to share your book with others. There’s an entire network of
business clubs, boot camps, groups, cruises, and associations that
will offer you an opportunity to sell your wonderful book. You’ll
also find book signing and additional speaking opportunities at
bookstores, churches, synagogues, and even at your own home when
the book makes its debut.

Money. It’s
at these speaking engagements that you’ll also have the best
opportunity to sell your book. But you’ll also be able to market
your book to libraries, stores, book chains, book clubs, and even
advertise it in all sorts of publications: newspapers, newsletters,
and magazines with their knowledgeable readers, each of whom is a
potential customer!

Get Customers. One word is all that’s needed here: Impact. The power that a
book exerts on people is awesome. And that power is conferred on
the author, too. Books are magnets for customers and clients.
People begin to write for information or send thank-you’s almost as
soon as the book hits the shelves. Even as a “calling-card” to
prospective customers, a book can’t be beat.

As a Thank You. There are many ways to say
thank-you and your book will make the perfect statement or gift: as
a premium; incentive; “thank-you” at trade shows, conventions, or
after business transactions; a present for birthdays,
anniversaries, the holidays—absolutely nothing can beat giving out
your own book.

Teaching Assignments.
It’s amazing how doors swing open in the academic
community to anyone who is a published author. This is a world
where the phrase “publish or perish” was invented. Consider it a
measure of the level of high esteem in which published authors are
held. What’s more, as soon as you wind up teaching at one college
or university, you’ll wind up teaching at others. If you have a
Master’s degree it could lead to a permanent appointment. And all
because your book opened the door for you.

Reaching the Media.
Whether for personal acclaim or else for your
business, a book will give you access to reporters, editors and
publishers. It will also automatically put you on their list of
“experts,” those people in authoritative positions that they turn
to when they need a quote for their articles. Imagine being quoted
in newspapers or appearing on cable TV. Other people will begin to
quote you. Other authors will seek you out for endorsements for
their books. All that publicity will lead to people buying more
books, attending your lectures, signing up for your classes, hiring
you as a consultant, etc.

To Become a Magazine/Newspaper
Contributor. On the other side of the
publicity machine, you yourself could wind up becoming a
contributor to local newspapers and magazines or perhaps even a
regular columnist. As the author of a book, you now have an aura of
authority.

For Self-Satisfaction.
There is nothing more rewarding than publishing
your own book. Nothing in life could possibly give you a greater
sense of personal accomplishment. And the truth is that it’s a
whole lot easier than you might think.

Control. For some authors, self-publishing may be easier than dealing
with a publisher. Some writers want, and seem to enjoy, doing it
all: writing, producing, printing, selling, and promoting the book.
Self-publishing is often the only way to produce a book or
periodical that will live up to your personal standards. Those who
self-publish, however, will be spared one burden: they won’t have
to start by putting their ideas across to an agent or a publisher.
And remember: you can publish pamphlets, greeting cards, poetry,
novellas or nonfiction that’s longer than a normal magazine article
but shorter than a normal book. Self-publishers can put out
magazines that resemble books or books that resemble magazines or
works of poetry or pictures. You are not limited to length, color
of the paper, price or anything.

Speed. You
can start right away and avoid months of agonizing rejections. You
could even get your work out in less than 30 days!

Friendship. You can work with many collaborators. Members of the country’s
vast small-publisher network are generous with advice and
assistance, and joining related associations means making new
friends and acquaintances.

Longevity. Publishing houses and bookstores can’t afford to keep slow
selling books in circulation for more than 90 days. On the other
hand, a self-published work has time to become profitable. You can
create a mailing list of names of your book buyers and interested
acquaintances. This will give you a ready-made market not only for
further sales of material you’ve already produced, but for all
your future projects as well.

Personal Development.
You will be personally challenged in ways that you
have never dreamed of before. You’ll learn skills that involve art,
design, writing, software, computer hardware, lecturing, teaching,
communicating and, above all, self-discipline.

To Get a Publishing
Contract. Incredible as it may seem,
according to front-page articles in Publishers Weekly, Newsday, Variety, The New York
Times, and Writer’s
Digest Magazine, the chances of you landing
a publishing deal are increased immeasurably if you first
self-publish your own book. In today’s competitive market, it’s
simply not enough to send out a query letter or send out a
roughly-typed manuscript. Publishers won’t spend money on editing,
proofreading and costly cover design if they can avoid it. Both
agents and publishers need to see something concrete. They need to
know that you can deliver the goods and understand the intricacies
of the business. In fact, the best time to get picked up by a
publisher is after you’ve established yourself as a player—then you
negotiate with them from a position of strength and insist they
give you the red-carpet treatments they give to their big-name
authors.

Publications like
Publishers Weekly, Writer’s Digest
and Variety
are all reporting how common it has become for
self-publishers to land mega-dollar advances and publishing deals:
self-publishers. These savvy do-it-yourselfers are being snapped up
by the mainstream publishing houses in unprecedented numbers. That
alone makes this the time to self-publish.

Don’t let this trend pass you by.
Every week another independent author is being awarded a five-,
six- or seven-figure advance. Every day another self-published book
breaks out into the public spotlight and is then bought by a
mainstream publishing house.

It makes perfectly good sense. By
picking up a self-published book, a publisher picks up a
marketable, polished, store-quality book with an existing track
record. That’s the real attraction of self-published books: the
publisher doesn’t have to do any work and takes little financial
risk. For an added bonus, they’re getting an author who knows the
publishing business and is willing to do what it takes to promote
his or her book.

Sales representatives for the
largest publishing companies including Bantam, Crown, Delacorte,
HarperCollins, Morrow, Penguin, Pocket Books, Putnam, Random House,
Simon & Schuster, Warner and many others, are scouring
bookstores, libraries, seminars and lecture circuits, local papers
and offbeat publications for leads to promising self-published
books.

Publishers are willing to pay huge
advances to self-publishers primarily because they figure that the
author is making a lot of money (whether true or not) selling
the book on his or her own and would be
unwilling to give up that income for a paltry offer. The assumption
on the part of these publishing execs is that as an independent,
the author is retaining anywhere from 40% to 100% of the sales
price of the book. With a book priced at $20 and a unit cost of $5,
an author can make $15 per book or $75,000 on a small print run of
5,000 copies. With numbers like that, mainstream publishers are
forced to come up with the money.

What captivated Reverand
about The Woman Who Lives in the
Earth was the quality of the volume itself.
“It doesn’t take very long to look at something and see whether
it’s just amateurish or something that’s really in earnest,” she
says.

Simon & Schuster associate
editor Laurie Chittenden observes that a self-published book that
has already found its own regional niche is often a low-risk
investment for a mainstream house. “Publishing is never entirely
risk free, but if its had a successful test run, there’s a little
more security there.”

As the editor who discovered
The Christmas Box,
Chittenden knows that prospecting for self-published books is an
invaluable way to scout product other editors might not have seen.
“It’s a way to find projects,” she says. “As a young editor you
don’t get that many submissions from agents.”

Chittenden recently signed
self-published writer Franklin White to a two-book deal after
meeting the author in a monthly “Ask the Editor” discussion group
she hosts on America Online. White had already sold several
thousand copies of his first novel, “Fed Up With the Fanny,” in the
Atlanta area. But Chittenden says such sales figures, which often
can’t be verified, matter less to an editor than “the quality of
the book and the market that propels it.”

Carole DeSanti, editor at large at
Penguin Putnam, who counts among her authors such frontlist
novelists as Terry McMillan and Dorothy Allison, is quick to point
out that the emergence of self-published authors is beneficial to
trade publishers, not simply because they may nurture the
bottom-line, but because they democratize the publishing process.
“Historically it has been an elitist and somewhat closed process.
These books are doing that. They’re finding a way around the New
York publishing cabal.”

 


Success Can Be Yours

 


It may not
happen your first time out of the chute, but it’s possible. In
fact, it’s being done every day. And with the know-how you’ll get
from this book, what might ordinarily take you 18 months could now
take only 90 days. Even if it takes you 500 hours and you wind up
making only $10 per hour, wouldn’t that be great for doing
something that you love? In fact, the skills learned by many
self-publishers (particularly becoming fluent in the various
publishing software packages and computer software) can lead to new
and better-paying jobs.

The world of self-publishing is
expanding every day. Today it’s a $5 billion industry. There are
about 45,000 author-publisher firms (150,000 new titles), over
15,000 newsletters, 12,000 advertising newspapers, plus greeting
card outfits—you name it. Advantages include: no commissions, no
rejection, near-total control, bigger cuts— publishing houses only
give authors a royalty percentage—self-publishers get to keep the
lion’s share of the profits. The down side is that you’re risking
your own money and there are no advances.

Nobody can predict what a book will
earn until after it’s self-published. Your first goal might be just
to break even, but experience can lead to highly successful
follow-up books, editions or issues. You might be able to produce
two or even three books or 12 issues of a newsletter each and every
year.

It may not be any single title of
your books that does really well, but the combined total of all of
your books. That grand total could bring you terrific income year
after year.

The key thing is that everything is
in place—the distribution network, the willingness of stores to try
independent titles, and a host of professionals who are at your
disposal to make your self-publishing venture as successful as
possible.

 


Helpful Hints

 


Before
deciding to self-publish:

 



	
Make sure you’ve had people you
trust look over your book. It’s very easy for a writer to suffer
from tunnel vision.



	
Even the best authors have their
work checked by others.



	
Make sure you’re hell-bent on
seeing your work published and have the will and the finances to
publish and promote it.



	
Before you make a final decision on
your topic, take a look at the types of books being written
today.
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GETTING PUBLISHED THE
OLD-FASHIONED WAY

 


“Major publishers are taking a
keen interest in authors outside the hub of the New York book
world…There have been so many hits that have come from
self-published books… I really see this as a major trend in
publishing.”

—Writer’s
Digest Magazine

 


Since
you’re considering self-publishing, it might be helpful to know the
rudiments of traditional publishing. You’ll probably find you have
numerous misconceptions about how the process works, and even more
misconceptions about the benefits of traditional
publishing.

 


The Realities of the
Business

 


You should
realize that success is not assured just because someone is picked
up by a publisher. Millions of dollars will not automatically flow
into the author’s bank account, and fame is probably not around the
corner. In fact, most authors find that publishers don’t get behind
their books and promote them. Even best-selling, money-making
authors have found themselves completely abandoned by their
houses.

Why is that?

Let’s start with the basics. The
publisher is the one who puts up the money, takes the financial
risk, has the book printed and then distributes it to bookstores
and libraries.

The publisher operates on only 45%
of the retail price of the book—sometimes less. The store gets a
40% discount and if it’s a book chain, the discount increases to
50%. The distributor gets another 15%. In fact, some publishers
will offer books to distributors at a 55% or 65% discount if the
publisher requires the money faster than the customary 90+ days
waiting time.

The nearly 10,000 bookstores have a
finite amount of shelf space and can’t display all of the 40,000
(original and reprint) titles published each year by the more than
3,000 publishers, both large, small, and independent. For this
reason, publishers concentrate on the books that move the best. Out
of every ten books that they produce, only three books sell well,
four break even, and three lose money.

Most initial print runs are for
5,000 to 7,000 books. Unfortunately, most books sell a fraction of
that. After 90 days they are pulled from bookstore shelves. Then
the title remains “in print” (available for sale) for about a year.
Rarely, even if the book sells out quickly, will it be reprinted
and promoted with additional money from the publisher. Ultimately,
the book is pulled off the market and “remaindered” (sold off very
cheaply to specialized wholesalers) to make room for new
titles.

Most publishers cannot concern
themselves solely with whether or not a book is “good;” they are
under financial pressure to publish only books that will sell.
Therefore, they concentrate on authors with track records, or
Hollywood and political personalities who can move books with their
names. Only occasionally will they accept a 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.

Large publishers usually must sell
close to 5,000 copies in hardcover to break even. They hope to make
additional money on subsidiary rights for the paperback edition,
book clubs, or movie rights. They spend next to nothing on
promoting most titles, but $30,000 or more on what they are hoping
will be a potential blockbuster.

With paperback books, the
mainstream publisher looks to sell anywhere from 5,000 to 7,000
copies to break even.

The author receives a 3% to 10%
royalty computed on the wholesale price—the discounted price given
to bookstores and distributors. Based on a sliding scale, the
economics is not encouraging. For example, a print run of 20,000
books (this is an extremely high number, usually given only to
authors with proven track records or prompted by pre-publishing
advanced sales orders) priced at $9.95 each that sells every copy
will net for the publisher around $70,000 (a figure that takes into
the various discount arrangements for different distribution and
sales outlets: stores, chains, distributors, catalogs, etc.); and
the author’s sliding scale royalty on this will add up to only
about $7,000 (if we use a generous 10% of the wholesale price). But
of course the author won’t see any of that until the royalties
exceed the advance. So the profit from royalties is
zero.

Imagine this now: the book generates
a total gross sale of nearly $200,000 and the author, whose idea,
sweat, money invested, and time—perhaps several years—has made this
entire enterprise possible, comes away with a paltry $7,000. It
doesn’t take a math wiz to calculate that when all is said and
done, most authors will work for publishers for two dollars an
hour—less than half the minimum wage! (You could be flipping
burgers in McDonald’s and make more money.)

That’s why so many writers are
turning to self-publishing—they can do a better, more effective job
publishing and promoting their own books and get to keep the lion’s share of
the profits.

 


More Myths of Traditional
Publishing

 


Self-publishing came into its own
for two main reasons:

1) agents and publishers have long
been notorious for rejecting great book ideas; and 2) many writers
had misconceptions and illusions associated with traditional
publishing.

As most unpublished authors soon
realize, the attitude of most publishers is not what you know or
whom you know but rather how many people you know and how much
press attention you can command. That’s why the plethora of
celebrity books.

Still, many authors see the
mainstream publishing houses as a way to realize their dreams. Or
as a way to get rich quick. And who can blame them with all those
enticingly big dollars bandied about in the media. However, if you
don’t have any track record—something self-publishing can do for
you—the reality for most first-timers is bleak.

Here are a few more misconceptions
and the realities:

Guaranteed success?
Actually, only 1 out of 600 proposed books even
makes it to print. The number of published books that soar to the
lofty heights of the best-seller lists are so few that it’s
heartbreaking. A quick tour of The New York
Times bestseller lists for fiction and
non-fiction may count as few as 400 books in any given year.
Remember: that’s 300 out of a total 40,000 published. Need we say
more?

Big advances? Keep dreaming. The average advance nowadays is
zero. And even if you’re
lucky enough to wangle an advance out of these tightwads, it’s not
usually more than $2,500.

High royalties? Nope, try 3% of the retail price; authors usually get a
percentage of the wholesale price— not retail—after the advance is
recouped.

The publisher handles all the
arrangements? Publishers basically only pay for printing and the smallest
effort required to promote and distribute the least number of books
it takes to make what they think the book can ultimately sell—it
could actually cost you thousands for editing, proofreading, buying
rights to photos, etc.

National publicity and
celebrity? According to a recent article
in New York Magazine, publishers do little, if anything in the way of publicizing
and promoting books— it’s up to each individual author to really do
the hard selling, and that alone could cost you thousands of
dollars for all publicity, advertising, etc. For some people, that
is reason enough to self-publish.

You’re in charge?
Have you ever heard of somebody paying an employee
to boss them around? Of course not. You’re actually no more than
an employee of the
publisher—in fact less than that. The publisher’s the boss. Most
publishers are infamous for not returning phone calls, ignoring any
editorial changes and proofreading corrections that the author
makes, and not paying publicity outlays made by the author. Even
when it comes to cover selection, the publisher is the one in
charge. That’s absolutely true. If the publisher picks a rotten
cover that you don’t like and know won’t sell, well, that’s just
too bad.

Fast production time?
Even if you can find an agent and publisher
interested in your work (and factoring in the time it takes to find
one), you could be looking at two to three years until your book is
in the stores.

Big print runs? They will print the minimum number of books it takes to recoup
their profit. Average is only 3,000 books.

Major sales? Most books sell 1,000 copies—even hot topics and celebrity
books don’t do much better than 10,000 copies.

Long shelf life?
Sorry—only 90 days for most books put out by
mainstream publishers. Why? They have to make room for their next
crop of books. After 90 days, you and your book are
history.

Greg Gattuso, the author of
The Seinfeld Universe,
speaks for many writers who were originally published by a
mainstream outfit only to be dissillusioned. In fact, speak to many
first-time authors with publishers and the majority seem to be
filled with dissappointment.

The biggest gripes that first-time
authors have with publishers boil down to the following
complaints:

 



	
Lack of courtesy including never
returning phone calls.



	
Total confusion or complete
indifference to their book



	
No marketing



	
Incompetent proofreading



	
Horrible cover design



	
Slow payment



	
Discrepancies in royalty
payments



	
Poor sales



	
Ridiculously little
money





 


Small Presses

 


As a
self-publisher, you are, in fact, a small press.

The term, however, refers to houses
that usually specialize in certain areas such as technical books,
regional books, poetry, how-tos and so on. The royalty rates of
small publishers are the same as those offered by big publishers.
However, small presses are often new at the trade and have yet to
expand beyond one or two lines of books (most publish fewer than 25
titles per year and have gross revenues under $400,000). What this
often means is that they don’t have the finances to create
sustained national marketing campaigns—and so once again the
marketing of the books is up to the authors.

Most authors will agree that small
publishers are usually nice to deal with and provide personal
attention, but they are faced with many of the same economic
problems as larger publishers. To find a small press,
consult Dustbook’s International Directory
of Little Magazines and Small Presses. Look
for a publisher who specializes in your type of book.

 


Literary Agents

 


They may
make manuscript suggestions, negotiate the contract and try to sell
the book to one of their many contacts. About half of all literary
agents will not read manuscripts by unpublished authors and four
out of five will not even answer query letters from
them.

Sadly, a growing number of once
“reputable” agents are charging a reading fee. They now make their
money on these fees, not from placing the manuscripts. Some will
prey upon your desperation and claim that they specialize in
assisting first-time authors. Stay away! To reach a legitimate
agent, send a query letter and a one-page synopsis. The letter
should describe the book, its intended market (as well as a
marketing plan) and your background plus experience. Always ask
permission to send the entire manuscript. To find literary agents,
look into Agents of North America, Author Aid/Research Associates
International, Box 6503, Grand central Post Office, New York, NY
101636022, and The Society of Authors’ Representatives, P.O. Box
650, New York, NY 10113.

 


Vanity and Subsidy
Publishers

 


These guys
are really nothing more than very slick printing plants with
viciously clever advertising campaigns. They prey on your hopes,
desperation, naivete, and, yes, even your vanity. Many of these
businesses deceptively advertise in the Yellow Pages under
“Publishers.” Real publishers never advertise for
manuscripts.

Turning to vanity, subsidy or
“cooperative” presses— notorious for high prices and poor
quality—can lead to disastrous results. Vanities retain all rights,
share in the profits, and will usually only print a minimum of
1,000 books or more. You’ll almost never be able to do a smaller
print run.

In addition to charging high prices
for poor-quality work, vanities typically ship only half the books
you pay for, claiming, untruthfully, that the rest will be
distributed as review and promotional copies. Promises of national
publicity and marketing almost NEVER happen—it’s only a
gimmick!

Vanities will often snag the
unsuspecting first-time author with well-placed classified ads
reading “To the author…” or “Manuscripts wanted by…” The ads easily
catch the eye of the author with a book-length manuscript. Other
times they’ll buy your name from list brokers that have gotten your
name from the copyright office in Washington, DC. But they won’t
admit that, usually. Instead, they’ll intimate that they came
across your manuscript, heard about it, or else it was referred to
them. The fact is that they never, ever saw it.

The promotional package that you’ll
receive will often be impressive looking, with newspaper articles,
wildly enthusiastic endorsements and even some book covers and
catalogs.

They’ll offer a free (no obligation)
manuscript evaluation. Usually vanity and subsidy houses wait until
you’ve begun corresponding with them to mention their fee. They’ll
give you a song and dance about the rough economics of the industry
and then regrettably, perhaps even apologetically, they will ask
for your financial help in bringing your book to market.

Vanity presses and subsidy
publishers always accept a manuscript for publication. They’ll send you back a
letter praising the quality of your writing in such glowing terms
you’ll think you’re the next William Faulkner. They’ll tell you to
begin thinking about your nationwide TV and radio publicity tour
and to start creating all your PR and advertising copy. Some go so
far as to actually send you the contract in the mail. It won’t be
until the middle of the contract that you’ll come upon this
infamous clause: “The author agrees to purchase 500 copies of the
book at full retail cost.”

Vanity publishers offer the most
basic of publishing services, but the author invests the money.
Under this 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. The cost starts at $10,000 and hidden fees
can cause costs to skyrocket to $25,000 or more—some estimate $50
per printed page.

And remember, this is just for
printing and a very feeble, minuscule attempt at promotion. The
vanity publisher may claim they’ll furnish all the regular
publishing services including promotion and distribution, but they
rarely deliver the promotions they promise and the books rarely
return any money on the dollar invested. In fact, nearly all of
vanity books lose money. They may include your title in their
catalog or from time to time run a “tombstone” ad, a laundry list
of titles that get only a few lines of description and usually no
picture of the cover. This type of advertising does little to sell
books. It’s really a game vanity and subsidy publishers play so
authors will think they’re legitimate.

Vanities may mention other authors
they’ve published who’ve had tremendous financial success. What
they don’t mention is that these authors had to promote their books
largely on their own. The truth is, on the rare occasion when a
book produced by a vanity press makes it into the hands of a
reviewer, it usually ends up straight in the trash bin.
Kirkus or
Publishers Weekly will
never review a vanity title.

Since the vanity press takes its
money up front by getting you to pay all the costs of editing,
typesetting, proofreading and printing, it has no stake in your
success. If your book actually earns anything, they’ll take a cut
of the revenue from sales and they’ll charge you half the retail
price of the book for any copies you buy over and above the
allotment mentioned in your contract.

Vanity publishers can get your book
into print, but they do little else, and there are far less
expensive ways to go. It would make more sense to contract with a
book packager to handle the whole job or a book printer or even a
regular local printer who has the equipment to print books.
Publishing yourself should save 75% over vanity
publishing.

 


How to Submit Your
Manuscript

 


If you’re
still determined to get somebody else to publish your book, then do
things the right way and save yourself a lot of time, effort, and
money on copying and postage costs. Never send chapters to a
publisher without sending a query first.

A query is simply a letter that
asks editors whether they’d be interested in the work you’re
planning or have already produced. Remember to be enthusiastic!
State your specific idea. Using a title that conveys the essence of
your story will be helpful. Explain your approach (how-to,
first-person narrative, etc.) and style (informal and chatty or
scholarly and critical). Indicate how what you have to say is fresh
and different from other things already in print. Cite your
sources. Will you conduct interviews, use case studies, or work
from historical documents? Mention your connections and
qualifications. Don’t forget to include the word count.

If the publisher is interested
they’ll ask you to enclose a sample of your text (usually 20 to 30
pages) along with a chapter-by-chapter breakdown or synopsis.
Always double-space your manuscript and don’t use fancy fonts—
agents and editors are used to seeing the Courier font, so it’s best not to
deviate from the norm. Send whatever chapter or excerpts will
reflect your book’s content and style most accurately and most
favorably. Describe your book well enough so that editors can say
to their colleagues, “Here’s a great book proposal!” This same
pithy description will be useful in acquainting salespeople with
the book. Your title, if it’s catchy or compelling, can be a strong
selling point. Give an anecdote or example that illustrates your
theme and its significance.

Identify the audience to whom the
book is addressed. Identify your markets and suggest ways of
reaching them.

For instance, if you’re planning to
write about St. Louis architecture, you might mention that you’re
willing to approach architects about your book at their upcoming
convention and that you’re planning to write some articles for
publication in their professional journals around the time the book
comes out.

 


Try a Bound Galley

 


Appearance
counts. As described earlier, a new “old” way to spark the interest
of publishers and agents is with a completed, finished book. It’s
called a “bound galley” and as time goes on and printing costs drop
thanks to “print on demand” it may well replace the traditional
manuscript. It’s certainly a lot more pleasing to the eye and as a
sales tool it has no peer.

While it’s not a guaranteed way to
land a publishing contract, it is a way to stand out from the crowd
and it will grab the attention of publishing insiders faster than a
sheaf of typed pages.

 


The Sale

 


With
mainstream publishers, don’t expect much (for most fiction writers
and poets, don’t expect anything). Your book is not going to sell
100,000 copies under the umbrella of a royalty house. You’ll be
lucky if it sells 2,000. Don’t look for a display ad in The New
York Times, because there isn’t going to be one. And no, you won’t
get on Today or Oprah. In fact, unless a major book club chooses it
or some publisher makes a whopping bid for reprint rights, your
book will vanish without a trace three months after
publication.

In your wildest dreams, here’s a
scenario for how a bestseller might happen:

 



	
Editors at a publishing house get
hold of a book with bestseller potential—whatever that special
something is.



	
The book gets a double-page spread
in their new upcoming catalog. Editors and marketing people begin
to



	
promote it with the major book
chains, book clubs, libraries, and other publishing outlets. Blurbs
are collected from celebrities the publishers work with, ads are
scheduled for PW (Publishers Weekly) and major metropolitan newspapers; and a cross-country tour,
complete with radio, TV and national and local print coverage is
planned for the author.



	
In order not to miss the boat (and
all the potential money to be made!), booksellers, librarians,
reviewers and reprint editors seeing the catalog, the ads, the
press releases and hearing the trade gossip, get the word and
hurry to leap aboard.



	
Reviewers review, bookstores and
libraries order, and the public buys.



	
The author appears on radio,
television, and gives out hundreds of print interviews that further
drive the sales of the book, then kicks back and tries to figure
out how to hide all that newfound money from the IRS.





 


Sounds great, but the chances of
that happening are extremely slim.

What’s more likely to happen?
Popular lore holds that publishers pay the author 10% of the list
(cover) price for each hardcover book sold through regular channels
such as book wholesalers, bookstores and libraries. But as we
indicated earlier, actual royalties are far less, perhaps as little
as half that. In addition, publishers actually pay
graduated royalties; that
would mean, as an example, for the hardcover edition 10% of the
list price on the first 5,000 books sold, 12 % on the next 5,000
and 15% on sales over 10,000. The royalties on textbooks are
generally 15% of net (the cover price, less 40%). But since
royalties are more often based on net price—not retail price—of the book, the
figures we’ve used could actually be cut in half!

The truth is that most publishers
would rather not publish hardcovers, because they’re significantly
more expensive. Usually only 5,000 to 7,000 books will be printed
anyway and most likely only a portion of those will
sell.

The reality with softcover books is
even more grim. Softcover authors often receive only half of what
the hardcover version of the book would command: only 7% of the
wholesale price for the first 12,000 sold and just 9% above that
number.

The problem here, as with hardcover
books, is that if only 2,500 books are sold (which is typical), and
the book sells for $7.95 retail, you might realize a grand total of
less than $700 for all your hard work. Even in a best case
scenario, where an author gets a straight 10% commission on the
books sold, the figure wouldn’t amount to more than $2,000. Compare
that with $10,000 for a self-published book where the author gets
to keep the entire net earnings of the book.

The bet here is that you couldn’t
do any worse than that if you were on your own.

You may already be thinking that it
just might be wiser to self-publish. And you’re right.
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ADVENTURE

 


When one of the world’s first
female commercial airline pilots looked for a publishing company
with “the right stuff,” she chose ABI. Captain Meryl Getline and her book
have appeared across the nation in newspapers including
The Denver Post and USA Today (where she’s now a columnist), on TV shows like
The View and at speaking
engagements that earn her $7,500 and up—apiece! She then landed a
top literary agent and now has a two-book deal with St. Martin’s
Press.
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WRITING A BOOK THAT
SELLS

 


“Historically, publishing has been
an elitist and closed process. Self-published books are finding a
way around the New
York publishing cabal.”

—Carole DeSanti, editor at large,
Penguin Putnam

 


Your Book Title

 


Start with a
descriptive working title. You may change the title many times
before the book is done, but you want to select something now.
Early selection gives you plenty of time to live with the title and
to try it out on others. Often we are so close to our title that we
fail to see it is not descriptive. The purpose of your title is to
attract attention, describe the contents and create interest. A
title should:

 



	
Grab the attention of the bookstore
or library browser;



	
Clearly indicate the subject of the
book;



	
Limit the scope of the
subject.





 


The first word of the title should
be the same as the subject to make the book easy to find. The book
will be listed in Books in Print
by title, author and subject. If the title and
subject are the same, you have doubled your exposure.

Most other directories list only
titles in alphabetic order; position your book where it can be
found.

Good book titles are the best teaser
copy in both a magazine ad and on the bookstore shelf. Grab
attention and make a promise. Many books are sold by mail. To be
marketed they must be advertised. Here the title must grab the
attention of the reader and be descriptive enough so the consumer
does not need to look at the book before deciding to purchase it.
The title is the single most important piece of promotional copy
you will write for your book. The title should be the fewest
possible words that adequately describe the contents of the book.
Make the title short, clear, current, specific, familiar, colorful
and catchy: one to six words.

The subtitle should be longer and
provide more description. Since Books in
Print and most other book directories do
not describe the books, your title and subtitle must do the job. Do
not get hung up on the title if it doesn’t come to you right away.
Although some books are conceived with a great title in mind, most
authors do not settle on a final title until the manuscript is
nearly completed. Just remember, while the text of books can be
copyrighted, the title cannot. There are just too many books and
not enough words. Check Books in
Print and find a combination of words that
does not compete with another recent book.

 


Getting Ready to Write

 


The most
important thing in writing is to make certain that your subject is
interesting to you. This will be so crucial as you spend your time
and money. It will double important when it comes time to promote
and sell.

Set measurable goals and keep to a
timetable. When writing, it is easy to procrastinate. Goals and a
timetable will help you stay on schedule and move in the proper
direction.

This might even be a good time to
start drafting your back-cover sales copy. That’s right—even before
you begin writing your book. The back-cover copy tells you exactly
what your book will be about and who will want to read it. It may
help to keep you focused. Read back-cover copy of many books in
print to get a feel for how to write this blurb.

Create an outline or storyboard.
This tells you where you’re going with your story. Feel free to
deviate as your writing leads you into new areas, but keep your
primary focus in mind.

 


What About Length?

 


As a
self-publisher, you can write as much or as little as you want.
That alone is one of the best things about self-publishing: nobody
tells you how long your book has to be. Whether it’s a novel,
poetry collection, short story anthology, or non-fiction, you alone
decide the length. That means that you don’t have to feel as though
you have to trim your book down or write a million
words.

To estimate the length of your
manuscript, figure on about 250 words for each double-spaced, typed
manuscript page with one inch margins. That translates into about
two-thirds of a finished book page. A 225-page book runs about
70,000 words; a 350-page book runs about 100,000 words. But
remember, you can also do a book that may run less than 20,000
words and be under 100 pages. What’s more, a “little” book can be
turned into a “big” book, just by altering the page margins, font
size, adding photos or illustrations, adding running headers—a
whole slew of little ways to “cheat.” So, again, don’t get hung up
on word count.

 


Organize Your Material

 


All writing
begins with ideas. Ideas then get turned into your notes, to which
are added collected scraps of information, newspaper articles,
xeroxed chapters of other books—in fact anything that relates to
your book.

Start with a large manilla envelope
to store all your material. Then make a page for each of the
chapters you envision and fill in as much information as you now
have. Keep adding as you progress. The collected information does
not yet have to be neat. The important thing is that now you have a
place to store your material.

Remember that writing from notes is
not plagiarism. Practically every nonfiction book is simply a
repackaging and updating of existing material incorporated with the
author’s personal experience and prejudices. As you compare what
various authors say about the same item, the similarities are often
remarkable. You will come across the same words and phrases time
and again. Do not throw out your materials once your draft is
typed. Someone may ask where you found a particular piece of
information and you may wish to locate it.

 


Put Pen to Paper

 


Gathering
information by personal interviews and other published material
gives you quality, focused facts, anecdotes and quotes—the
substance of all nonfiction writing. Fiction writing demands you
understand plot and characterization. Read works you like for
language and expression, and consider a supportive critique group
to nourish your talents.

Whether writing fiction or
nonfiction, you must be accurate—research is a must. Thoughtful and
imaginative research lets the reader know that the author has done
his or her homework. The resulting book will have substance and
value. Here are some guidelines on doing research for the book
you’re now planning to write. If you’re new to research, your
librarian can be a big help.

See what other similar books are
being published. Books in Print
gives you an ongoing and continuous list of the
new books coming out each year.

Begin with some background reading.
If you’re writing a period novel, for example, read biographies,
diaries, old letters and documents and histories. If your book is
nonfiction, read encyclopedias, how-tos, brochures and magazine and
newspaper articles.

Don’t overlook agencies or branches
of government that can supply you with very useful information. If
your book is nonfiction and will have illustrations, you may be
able to obtain some excellent photos at very moderate prices from
government sources.

Personal interviews, the Internet,
and your library’s online list of periodicals can be great sources
to get material for a book.

Sort all your research material
that you’ve collected in that one large envelope and file it as
chapters in large accordion envelopes that will now correspond to
chapters in the book (these envelopes are readily available in any
stationery store). Continue to add your own notes to the files.
This process has the advantage of breaking down a big job into many
smaller jobs.

Stay alert to information that may
be useful. Write it down. Tear articles out of magazines and
newspapers. Some authors keep a pad with them to jot down their
inspirations. If you have the opportunity, test your material with
an audience: lectures, demonstrations, seminars and/or magazine
articles. This way you’ll have the added advantage of gaining
experience speaking before potential book buyers and at the same
time find out how your material might be received by potential
readers through the critical feedback you get from your audience.
Adopt what works and modify what does not. Just keep on putting
everything you’ve got into the envelopes.

Then it’s time to take each
envelope and turn the material into a coherent chapter. That means
it’s time to cut and paste. Sort through the material in each
envelope and arrange it into some kind of order. Either hand-write
or type up what you’ve got. At this stage, don’t worry about
putting previously published work into your own words. The point
here is to get the data down on paper— or into your
computer.

Next, transform what you’ve written
into your own words. To do this, you may want to print out what
you’ve already gotten down on paper and start the actual editing
process of rewriting. If you are having trouble with a section, put
it back and pick up an easier, more interesting file or section.
Skip around. Start to write with the chapter section that looks the
easiest. It may be the smallest file or the most interesting one.
Once you have written it, take the next most interesting chapter
and so on.

Do not be concerned with your
writing the first time around. The important thing is to get your
thoughts down and in some ordered fashion. As you type up the first
draft and later as you review it, you may decide whole paragraphs
are misplaced. With a computer, you will be moving material back
and forth from chapter to chapter with the touch of a button or
two. If you lack a certain piece of information, a number or fact,
leave a blank space, put a note in the margin and move
on.

With fiction, keep track of your
chronology, key plot points, and character attributes. It’s
important for your book to have a major thrust—a plot element that
propels the reader from beginning to end. Too many subplots,
instead of adding depth to your book, will simply create
unnecessary distractions from the main events. When it comes to
actually crafting your sentences, avoid overly ornate or flowery
writing. Because of television and movies, today’s reader has a
much larger visual vocabulary and needs less information to
process what’s happening compared to a reader from a hundred years
ago. People are also accustomed to a quicker pace.

 


Revising and Editing

 


Preparing your manuscript for
publication involves refining, adding, rearranging and cutting
material, as well as checking punctuation and spelling. Even when
you finish your first draft, you will need to edit, edit, edit. You
will have to complete several drafts to make sure that your work is
as thorough, concise, correct and readable as you can make
it.

 


The Drafts

 


During the
first drafts, look for places in the manuscript that need more
information or more attention. Make sure nothing has been left out.
Do any further research necessary to fill the holes that appear.
Delete the parts that are irrelevant to your purpose. Keep the
theme and goal of your book in mind and do not stray from them.
Carry your manuscript with you in a binder and do what you can when
you can. Editing can be fun and far easier than the original
writing. Skip around and work on whatever section interests you.
Whenever you get a good idea for your book, write it down and put
it in the appropriate place in your manuscript.

It may take several drafts to polish
your work. So what is defined as the second draft could amount to a
number of rewrites. Ask friends to proofread your manuscript for
grammar, punctuation, readability, clarity and content. Have them
pencil their comments right on the pages. Do they find the book
easy to read? Do they understand what you are saying? If they do
not have time to read the whole book, ask them to go over a section
that is giving you difficulty.

During the final draft, go through
the manuscript one section at a time and concentrate on grammar,
spelling, and punctuation. Try to edit the whole book in just a few
days in order to keep the entire manuscript in mind. This makes it
easier to spot redundancies or holes in your coverage. If you want,
hire a typist to do your input or revisions.

There are several methods for
rewriting your manuscript:

 



	
Change long and confusing sentences
to short and clear ones.



	
Cut out ambiguous terms. Replace
them with simple ones.



	
Make paragraph transitions
smoother.



	
Shorten paragraphs that are too
long: break them into shorter- and medium-length ones.



	
Cut material in a novel that
doesn’t move the story along; work on dialogue.



	
Delete material that is
repetitious.



	
Check to see that there are
examples and anecdotes in your nonfiction books.





 


 


A Final Look

 


Always have
a professional proofread and review your final draft. This person
must be an excellent grammarian. No matter how careful you may be,
you will miss things. Often when proofreading one’s own work,
there’s the tendency to skim the material instead of reading word
by word. Finally, find a “cold reader,” someone who hasn’t seen
your work before. He or she can find errors you, your editor and
your proofreader unintentionally missed. Make the book as perfect
as you can before sending it to anyone.

Peer Review. Once you have your manuscript as complete and correct in
content as you feel it needs to be, you can send it out to other
experts in your field to review for technical proofing. The peer
review is important even if you are writing fiction. This is also a
place that you can pick up very
valuable marketing connections and
endorsements.

Illustrations, Photos and
Drawings. If you need line work and cannot
draw, you can hire a commercial artist. An artist may also be
important for your cover. Your computer may also have a large file
of “clip art.” Clip art books and software are commercially
provided drawings on a large variety of subjects that may be used
without further copyright permission. Computer clip art is usually
“fully scalable,” which means that you can alter the height and
width to fill any pace you want, from a small corner to the full
dimensions of the entire page. Depending on your subject, you may
find useful drawings in certain military and government
publications that are in the public domain.

When Your Manuscript is
Finished. Check for necessary permissions.
A rule of thumb is that if you’ve quoted more than 100 words or so
from another author, either get the publisher’s permission or
paraphrase to reduce the quote.

Get endorsements from experts and
enthusiasts. You might ask one authority to write your foreword and
others with similar knowledge to write back-cover endorsements.
Send each a bound manuscript; you can also offer to write the
foreword and endorsements for their approval and
signatures.

Send for copyright forms, your set
of International Standard Book Numbers, Standard Account Number,
Library of Congress Catalog Card Number and Advance Book
Information Form, all of which are simple to fill out and return.
Set a target publication date—preferably one that coincides with an
event related to your book’s topic— and begin a pre-promotional
campaign. This campaign can generate orders and income for future
advertising, but hold all checks for books until you’re ready to
mail the actual book.

Set your book’s price and order
your bar code. Unfortunately, your price is in most circumstances
determined by what the market will bear. So check to see what books
that are similar to yours are selling for. That will be your price.
Period.

 


Parts of a Book—A
Checklist

Most books are divided into three
main parts: Preliminary pages or “front matter,” the text and the
“back matter.” There are two pages to each sheet or “leaf” of
paper. The “verso” pages are on the left-hand side and are even
numbered while the “recto” pages are opposite.

 



	
The Spine. This is the space along the binding of the book that is
reserved for the title and the author’s name. If the spine of your
book conveys a clear message through a provocative title, the
potential buyer will pull it from the shelf.



	
Front Cover. This consists of the book title, subtitle, graphics, author’s
name and at least one endorsement. The design of the front cover is
absolutely crucial. It is advisable to get a professional who
designs covers.



	
Back Cover. This includes the price, author’s bio, at least three
endorsements, a description of the book, what the book can do for
the reader and the all-important ISBN and ISBN bar code. Your back
cover is important sales space. Use it for your pitch. If the cover
is interesting enough, a potential buyer will turn the book over to
see what it is about. People average ten or fifteen seconds
perusing the back cover, so this advertising space must attract and
sell them in that short time. Use the following guidelines to draft
your back cover advertising copy.






	
Use an arresting headline to grab
attention.



	
Sales copy states what the book is
about and what the reader gains by reading it.



	
Author’s credentials and biography
in thirty words or less; make the author look like the best expert
on the subject. Skip the photos; they waste space and are better
used for advertising copy.



	
Testimonials and endorsements.
Without these your book will die.



	
End with a sales closer in bold
type.



	
The price is usually in American
and Canadian dollars.



	
Obtain your ISBN (the
International Standard Book Number). To get your ISBN, contact R.R.
Bowker (Reed Publishing) at 121 Chanlon Road, New Providence, NJ
07974 (800) 521-8110. You can also reach them online:
http://www.rrbowker.com. The fee is $195 to register. Bowker will
send you ten separate numbers that you can assign to ten different
books, be they softcover, hardcover, or whatever. Any one of those
numbers can be assigned to your book. But once assigned, that’s it;
that becomes the permanent number for your publication. Then you
will fill out all the pertinent information on the Publishers
Information and Advance Book Information (ABI) forms along with
your choice of ISBN number and send it all back to Bowker for
registration (again, you can do this all on the Internet). You will
then take the number and contact one of the several bar code film
companies that Bowker will recommend to you, and they will turn
your number into the familiar bar code.






	
Endorsements. These and other sales copy appear on the first page or even
the first three pages of softcover books, as well as on the back
cover page.



	
The Title Page.
Lists the full title of the book with its subtitle
and may also include the name of the author or editor, the
publisher, whether this is an original or revised edition, and the
year. A word about pseudonyms and pen names: There are no good
reasons for changing your name when you write. As you write, you
will establish a following. Using more than one name means
establishing a readership for each. If your work is not good enough
to sport your name, is the material good enough to
print?



	
The Copyright Page.
This appears opposite the title page on the left.
Here you print:



	
Copyright Notice.
(You can order your copyright forms through the
mail by calling (202) 707-3000; a voice prompt will ask you to
press “1” for an overview of the forms and “2” to leave your name
and address on the recorder for them to send the forms which take
two weeks for delivery—you actually don’t speak to a person.)
Usually a statement is added:





“All rights reserved.
International copyright secured [if pertinent]. No part of this
book may be reproduced or transmitted in any form or by any means,
electronic or mechanical, including photocopying, recording,
computer bulletin board (BBS), Internet, or by any information
storage and retrieval system without written permission from the
author or publisher.”

Your statement can vary to reflect
the changing times.

 



	
Printing History.
The number of printings, revisions and editions,
as well as where parts of the book may have appeared.



	
ISBN. This
is the International Standard Book Number. Look under “Back Cover
Page” for more information.



	
P-CIP. This is a publisher’s approximation of the Library of Congress
“Cataloging in Publication” number.



	
LCCN. The
preassigned Library of Congress Catalog Number, also called the
“LCCN.” This is different from your copyright. It includes books
paid for or subsidized by individual authors, and books published
by a house publishing the works of only one author. It takes about
a week to get and requires the submission of 1) a typed single-page
application form (a computer facsimile will do) 2) a copy of the
title page, and 3) a complimentary copy of the book after it’s
published. Order your form from the Library of Congress, Cataloging
in Publication Division, 101 Independence Ave., S. E., Washington,
D.C. 20540-4320).



	
Sale Condition.
If you intend to place your book in book or
department stores and especially if this will be on consignment
rather than nonreturnable, outright sale, include the following
caveat:





 



	
Sale of this book without a front
cover may be unauthorized. If this book is coverless, it may have
been reported to the publisher as “unsold or destroyed” and neither
the author nor the publisher may have received payment for
it.



	
This alert is optional, of
course.



	
Publisher. Name and address of the publisher. This can be your name or a
name that you choose to call your publishing firm. Remember that if
you decide to use a name other than your own, you will have to get
a hold of what’s called a “d.b.a.” (doing business as) from your
local county clerk’s office. This form will then be placed on file
with your bank so that they can cash any checks you receive under
the name of your publishing company. If you already have a company
it would certainly be easier to publish under the name of your
current business.



	
Where Published.
“Printed in the United States of
America.”



	
Cover Art/Book Production
Credit. Name of the artist and/or book
producer or consultant.



	
Subject References.
You may also find the various cataloging
information for librarians to file the book under; there are at
least three suggested subject categories. When you fill out the
ISBN form you will find a listing of categories, too.



	
Index. Mention whether or not the book has an index. If it’s
nonfiction, it should have one or libraries may not buy
it.



	
Bibliography. Mention whether or not the book has a bibliography and what
page it appears on.



	
Appendix. Mention whether or not the book has an appendix and what page
it appears on.



	
The Dedication Page.
The personalized “thank you” to family (including
spouse, children, siblings, cousins, aunts, uncles, etc.),
friends, colleagues, benefactors, and other important people who
have helped make the book possible.



	
The Epigraph Page.
For whatever reason, a must in today’s novels. It
contains a pertinent, though often oblique, quotation that
poetically sums up the thrust of the work.



	
Author’s Literary Credits.
List of all the books and articles written or
co-authored by the author.



	
The Table of Contents.
Starting on the right-hand side of the book, it
lists chapter numbers, titles and the page numbers that they begin
on. People turn to the Table of Contents to get a quick overview of
the book, which means that your chapter headings and subheads
should be sexy and informative. Another advantage for you is to see
just how well and correctly organized your book is, especially if
you’ve included all your subheads.



	
The Foreword. This is an incisive explanation for the book’s reason for
being published, but most importantly a glowing, bylined
review/advertisement sometimes written by someone other than the
author (though some authors, many in fact, may wish to keep it for
themselves). The form that this love note takes is commonly called
in the trade an “advertorial” quite literally a combination of
advertisement, endorsement and editorial. Try to find someone
well-known in your field. The hitch here is that you should be
prepared to write the foreword yourself; so be sure to make it
quotable for use with your flyers and ads.



	
The Preface/Introduction.
This informs the reader what prompted the writing
of the book, who the intended audience is, and how the reader might
go about getting the most use out of it.



	
Acknowledgements.
Unlike the dedication, here you can go to town and
list everyone who helped you in the preparation of your manuscript.
You may indeed, however, include people that you may have dedicated
the book to.



	
• Disclaimers. These
are showing up in more and more books today. Libel suits, invasion
of privacy suits, plagiarism and obscenity are matters for concern
though the First Amendment will protect you against almost any and
all problems. Authors of self-help books offering advice try to
further indemnify themselves against potential lawsuits by adding a
short paragraph. A typical disclaimer might read: The editors have
endeavored to be as comprehensive, current and accurate as is
possible. However, names, telephone numbers, addresses and even
programs and laws are often changing, especially when it comes to
the subject contained herein. Every effort has been and will
continue to be made to keep this information updated now and in the
future. New editions of this book will appear regularly. This book
does not purport to offer legal, investment, accounting or other
professional advice. If and when such expert counsel is required,
the services of a competent professional should be sought. The
editors and publisher are not liable for loss or damage alleged to
be caused directly or indirectly by information contained in this
book. As always, the best advice when buying property is:
caveat emptor; BUYER
BEWARE!



	
This is a work of fiction. All
characters, names, places, incidents and situations depicted in
this work are wholly the creation of the author’s imagination or
are used fictitiously. Any resemblance to actual events,
organizations, places or persons, living or dead, is entirely
coincidental and beyond the intent of either the author or the
publisher.



	
The Text and/or Pictures.
This is, of course, what the book is about. It can
be about absolutely anything and be of any length. It can include
pictures, photos, graphics, graphs, tables, charts, clip art,
illustrations or anything else that you want.



	
Chapters. These are used to divide the book into sections, each covering
a different aspect of the subject. Chapter subheads further aid the
reader in finding information. Book sections often divide books
into separate divisions with distinct focuses. Each section usually
contains several divisions.



	
Headers. The header is that little title that appears on the top of
each page of a publication. Usually on the left-hand side of the
page you will find the author’s name; on the right is the title of
the book or the chapter name. Sometimes page numbers will also
appear in the header.



	
Photo Section. In some books, photos can be found bunched together in one or
two sections of a book mainly because they are printed on special
paper. For the self-publisher, this is certainly an option although
with today’s printing techniques you can put the photos throughout
the book.



	
Handy Forms. Often taking the shape of checklists, these are usually only
included to pad otherwise short books, even though some authors
want to add them to help readers gather information discussed in
the book. They can be an expensive item.



	
Endnotes/Footnotes.
These are needed in technical, academic and
historical publications, especially if your work book will be used
for research or will be subject to challenge. Place them at the end
of the chapter or in the back of the book, never at the bottom of
each page like a school report.



	
The Bibliography.
This is a list of the primary books and articles
used in preparing your book.



	
Recommended Reading.
This is a list of books related to your own that
you believe would be of benefit to the reader. Here too, you might
plug the books of authors who have written your endorsements. When
you send out letters asking for the endorsements, be sure to tell
authors that you’ll include them in this section. That’s called a
quid pro quo.



	
The Appendix. This contains reference material pertinent to your work such
as additional text, resources, charts, graphs, lists, etc. There
can be more than one appendix.



	
The Glossary. This is simply a dictionary of terms related to the subject of
the book.



	
The
Afterward/Conclusion/Epilogue. This wraps
up the work, be it a novel or nonfiction piece. It may also take
the form of a personal message from the author to the reader
explaining how the book came to be, or wishing him or her the best
of luck.



	
“About the Book.”
This may include information about all the sources
used in the book’s production.



	
Author’s
Biography. This is a brief “third person”
sketch of the author’s personal history and professional
qualifications. And here is where you can really play. You must
wrack your brain and think of absolutely everything that qualifies
you to have written your book. Let’s take an example of a spy
novelist who has no background in the field. If this person worked
for the Post Office, we could write that “John Doe spent twenty
years working for the government” and leave it to the imagination
of the reader to fill in the blanks. If our writer also took a trip
or two out of the country, we could add that “John Doe is world
traveled” or “a globetrotter.” You can always embellish without
lying. (After all, that’s what you’d be paying a high-priced
publicist for!)



	
Colophon. This is a brief description of how the book was produced,
particularly referring to the method of physically creating it with
type.



	
The Index. This is a must to help readers locate specific information in
nonfiction works. What’s more, librarians will not purchase
nonfiction books without indexes. That means library distributors
won’t touch your book. Assembling the index is a snap if you have a
computer.



	
•Order Blank. The last page of the book should contain an offer for more
books and a coupon. Some readers will want to purchase a copy after
seeing your book at a friend’s home or in the library. It can also
include other books that you may have written or back copies of
newsletters, etc. Make ordering easy for your readers. This coupon
system works. A note on the top of the page “To Please Xerox This
Form and Fill Out” will prevent it from being torn out in copies
that are bought by libraries. Be sure to make the price and the
mailing address very clear.



	
Advertisements.
Right before the Order Blank or even in the middle
of the book as a cardboard insert, many books include ads for
services that the author or the author’s company might offer. It’s
a great way to advertise. Here again, you may wish to give out an
order form or contact information.
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POLITICS

 


It began with a prepublication
order of 30,000 copies by Barnes & Noble and Borders. It
debuted on the Amazon.com and Barnes & Noble bestseller lists
when the publication date was announced. Amazon.com even
immediately linked it to Ann Coulter’s latest book.

Conservative Comebacks to Liberal
Lies by radio talk show host
Gregg Jackson has been
endorsed by just about every major Republican superstar in the
country. He has appeared on Fox News, C-SPAN, The Michael Medved Show,
The Mike Rosen Show,
Phyllis Schlafly’s Eagle Forum
and in Human
Events. His book went on to be chosen as a
selection for the Conservative Book Club; his radio show became
syndicated in over 50 markets, and he now has a book deal with a
top agent.
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TOOLS OF THE TRADE

 


“It’s very frequent for the
mainstream houses to go prospecting among the
self-publishers.”

—Publishers Marketing
Association

 


Letterhead

 


Having good,
attractive, quality letterhead paper will be very important to you.
Fortunately, with personal computers, word processing programs and
computer graphics, it is now possible to whip up an attractive
composition in no time. Even if you don’t have access to these
tools, most small print shops can do a standard job for low cost.
But better still is the real best kept secret of the pros. There
are companies out there that print beautiful paper with all sorts
of attractive full-color graphic designs and watermarks. They sell
designer paper that is already designed to accept your words and/or
graphics for business cards, greeting cards, postcards, brochures,
pamphlets, envelopes, labels and even advertisements.

Believe the experts when they tell
you that presentation is everything. All that’s needed for these
designer sheets of paper are your words. The papers can be used for
xeroxing or as individual letters. On a mass mailing you could
create a “master” letter, load up the local copier with a hundred
sheets of this terrific-looking paper, place the master on the
copying glass and then just press the start button. Then you could
follow up your letter with attractive postcards urging your buyer
to take advantage of your special offer.

Among the best companies for special
papers are Kate’s
Paperie, 561 Broadway, New York, NY 10012
(212) 941-9816; Letraset, 40 Eisenhower Drive,
Paramus, NJ 07653, (800) 526-9073; Paper
Direct, 100 Plaza Drive, Secaucus, NJ
07094-3606, (800) A-PAPERS; and the Graphics Express Catalog published by
Tiger Software, One Datran Center, Suite 1500, 9100 S. Dadeland
Blvd., Miami, FL 33156, (800) 335-4054 offers clip art, border,
fonts and sophisticated publishing and presentation “dtp” (desktop
publishing) software.

Along the same vein, you should
know that you can order custom business cards for as little as $25
for 500 cards. Some of the larger office supply companies even sell
business card “sheets” (10 business cards to a page) that you can
pop into your own laser printer or copier and then break apart
along the perforations as you need them—it ain’t pretty, but it’s
fast and utilitarian.

 


Computer or Word
Processor

 


This is a
must! More than an expensive typewriter, it allows instantaneous
editing and can store everything you type into it. The computer and
even the word processor save time by eliminating both the retyping
of previously approved text and redundant proofreading. Errors are
caught and corrected during editing, and the machine keeps those
phrases, paragraphs or pages error-free thereafter. Only
corrections or additions need be proofed. The computer will speed
up your book generation and may also be used for correspondence,
mailing lists, bookkeeping and typesetting. It can even generate
your index and table of contents.

If you’ve been putting off buying
one until now, this is as good a reason as any to pick one up
today. The system requirements are Windows XP, a Pentium 133MHz
processor, at least 60GB on your hard disk, at least 512MB of RAM,
and an industry-standard 16-bit sound card. There are also versions
for the Mac.

 


Dictation Software

 


So you can’t
type. Well, thanks to advanced speech recognition technology, you
can now talk into your computer at a normal speaking rate so you
can capture your ideas and words by saying them the way you
normally would without pausing between words so the computer can
keep up. It’s like having a very high-priced, super-skilled
secretary built into your computer. You can even dictate directly
into your favorite word processing application. You can even
dictate e-mail! And most of these programs can even use your voice
commands to navigate around your desktop.

What’s more, the days of having to
pause between words have been eliminated with new revved-up
versions of the software. You just talk as you normally would into
the microphone.

There are three companies, each
with its own software package, that are leaders in this field:
Kurzweil’s “VoicePlus”; Dragon System’s “Naturally Speaking”; and
IBM’s “ViaVoice Gold.”

Dictation speeds vary, with Dragon
Systems claiming up to 160 words per minute and IBM claiming
between 70 and 100 words per minute (at this point, the Dragon
Systems brand is the bestseller of the three). Most of these
software systems are now claiming very high degrees of accuracy,
some up to 98%, though 85% would be more realistic. They come
equipped with at least 20,000 word “active” vocabularies that can
be expanded anywhere from 64,000 words to up to 230,000 words. You
can add your own words quickly and easily. All versions include a
high-quality headset microphone, but you can now order more
sophisticated types including remote headset microphones that
enable you to remain untethered to the computer so you can walk
around as you speak.

Each system comes with powerful
text editing and formatting capabilities that enable you to bold,
italicize, change a font or point size, and perform other editing
functions completely with voice commands.

 


Data Conversion Service
Centers

 


If you
don’t have a computer and are using a simple word processor, you
will undoubtedly find the need to convert your discs to IBM discs
or else you’ll wind up paying a typist a small fortune to do it for
you. Fortunately, there are laboratories that specialize in
converting information from one format to another.

 


Service Bureaus

 


These
places will print out artwork from your computer and often have the
ability to scan text and pictures for you to convert them into
digital form for transfer back to your computer.



 


Computer Typesetting

 


Nowadays
all computer software programs will produce proportionally spaced,
right-justified, camera-ready type.

 


Copy Machines

 


Photocopy
the lists and other useful information you find rather than
hand-copying. The copy machine is also useful for making duplicates
of your manuscript. An extra copy of your work should always be
stashed in a safe place. And you will need copies of sections of
the manuscript to send off for peer review.

 


Software

 


This
includes the main word processing programs: Corel WordPerfect and
Microsoft Word (there are even grammar checkers), as well as
programs for mailing list management, small business operations,
and publishing. The most popular publishing programs are Quark
Express, Adobe Photoshop, Adobe Illustrator, and Adobe Pagemaker.
All these programs come in Windows and Mac versions. And here’s a
super tip for students and teachers. If you work at or are enrolled
in a college, you can get all this software at your college
bookstore or at academic discount centers for less than half price!
That could save you hundreds of dollars. One excellent place to
order your software through the mail is PC Connection 6 Mill
Street, Marlow, NH 03456, (800) 800-5555.

 


Scanners/OCR Software

 


Scanners zip
photos and illustrations directly into your computer. Only buy a
flatbed scanner. Stay away from hand-held types; they are
practically useless, and their hype doesn’t match their
performance. Scanners come equipped to handle black-and-white only
(least expensive) as well as color models (more
expensive).

Scanners are also great for
scanning in mountains of text that you’d rather not type. With
today’s OCR (optical character recognition) programs and a feeder
tray you can get fast, clean results. Many scanners come bundled
with versions of these programs. Among the companies that sell OCR
software are Xerox and Caere. Many scanners now come with some sort
of OCR software as part of the package.

 


Proofreaders’ Marks

 


There are
standardized marks to enable you to communicate clearly with your
typist, editor, proofreader, typesetter and printer. A complete set
of marks can be found inmost dictionaries under “proofreaders’
marks.”

 


Laser Printers

 


A 300 dpi
(dots per inch) printer can produce camera-ready copy, as well as
beautiful, clear reproductions of your work in progress. You don’t
need 600 dpi, and you don’t need anything that will produce more
than four or five pages per minute. Forget dot matrix—it’s too slow
and of poor quality. When you print out your camera-ready copy, use
paper with a high brightness factor (high 80’s or low 90’s) to give
a strong contrast between text and paper. Don’t use recycled
papers!

 


Tape Recorders

 


They’re
useful for recording notes, dialog, memos and
interviews.

 


Color Copiers

 


These
things are miraculous. Canon and Kodak copiers can deliver
high-quality, camera-ready pictures (stats) and with their special
effects, they can even enlarge or reduce. In fact, you can
manipulate both the “x” and “y” axis of any image independently of
one another to assure a perfect fit into any space. You can also
find screens at art and business supply stores that can be laid
over your artwork or photos to provide the “dot” effect that makes
for quality reproductions. Finally, color xerox machines can be set
for black-and-white copies that will be perfect for your printer.
Screens should be 65 dpi or less; anything more will create blurry,
muddy pictures.

 


Reference Books

 


Some of the
reference books you will need are: The Yellow Pages; a style book
such as The New York Times Style
Book; the Associated Press Style Book or
A Manual for Writers by
Kate Turabian (The University of Chicago Press); a very good
dictionary like Webster’s New World
Dictionary—and make sure that it’s not more
than two years old; a book on grammar, punctuation and style such
as Warriner’s English Grammar
and Composition
(Harcourt Brace Jovanovich); a thesaurus; and a
book on usage such as Fowler’s Modern
English Usage or Bernstein’s
The Careful Writer: A Modern Guide to English
Usage. It’s also worthwhile to keep
computer reference books handy.

 


Researchers

 


If you do
not have the time to do all the required research, hire someone to
do it for you.

 


Libraries

 


The
importance of using the library cannot be overemphasized. All
research must begin there and most of the required information will
be found within its walls and on its shelves. Of course the
greatest resource in the library is the librarian. They are
positively invaluable. Use the photocopy machine to record
anything that you find too long to copy by hand.

 


Info-track

 


This is a
wonderful computerized research tool. Found in most library
reference rooms, it’s great for quickly accessing newspapers and
periodicals. This is a terrific source for getting background,
expert opinions and quotes and “subject” endorsements.

 


Kinkos, Staples

 


Stores like
Kinkos that have computer work stations and laser printers will be
useful to many self-publishers. Staples, Office Max and Office
Depot offer supplies, cheap printing and binding, etc.

 


Other Handy Machines

 


You may want
to look into things like paper folding machines and letter
moisteners for your mailings.


[image: tmp_f6a7ed607cf3d78a6842f41be38f7806_PTwfOF_html_m459b5621.jpg]

 


LAYOUT & DESIGN

 


“I do know that every single
publisher is on the lookout for [self-publishers].”

—Carolyn Reidy, Simon &
Schuster

 


Physical Dimensions

 


Your first
major decision involves book and page size. You’ll save money by
choosing the dimensions both paper companies and printers are
accustomed to working with. Select a size that fits easily into
standard envelopes and boxes. This generally means the following
page sizes: 1) for trade paperback books and pamphlets, 52” by 82”
(6 x 9) inches; 2) mass market paperback books run 43” by 7” (4 x
7) inches; 3) chap books and gift books 6” by 6”; 4) comics, 7” by
10” (7 x 10) inches; and 5) for certain types of books, manuals,
magazines and newsletters, 82” by 11” (8 x 10) inches. Check with
printers to see exactly what sizes their equipment handles most
economically. Bear in mind that librarians and many independent
bookstore sellers are not fond of large-sized 8½ x 11 books because
they don’t fit easily on shelves.

 


Margins

 


Having
chosen a page size for your publication, you then must decide on
margins (use books similar to your own as models) how to arrange
text, heads, artwork and white space. Justification, usually a
must, is the spacing of a line of type so that it will extend fully
to both right- and left-hand margins. When lines of type do not
extend to meet the right-hand margin, the copy is called “ragged
right.” Headers and footers are the titles that are repeated at the
top of book or periodical pages.

 


Typeface

 


Typeface
refers to the many particular designs of type. Each face or “font”
has a name (like New Times or Gourmand) and consists of all capital
and lower-case letters and a full range of numbers and punctuation
marks in a variety of point sizes. These point sizes can change
depending upon your needs. Italic and boldface variations are
generally available. Given a variety of scaleable typefaces to
choose from, it’s possible to make a particular manuscript fit a
particular number of pages. Ten, eleven, or twelve-point type is
usual for books.

 


Artwork

 


For some
self-publishers, artwork is an indispensable part of their project.
To find good artwork, contact the public affairs offices of
relevant associations. Sources of non-copyrighted drawings include
clip art that is sold in art supply shops and government
agencies.

Unless yours is an art book, choose
black-and-white rather than the prohibitively expensive color
(though some authors get around those exorbitant costs by using
only two colors in only a few pages). The best photos are clear
black-and-white prints with a lot of contrast.

Cropping and screening photos with
the aid of a color laser copier can save you the cost of having a
printer do the job for you. You can even make your own halftones by
purchasing screens at graphic arts and office supply houses. They
are sold by the amount of dots per square inch (dpi). You can
experiment with various screens to create the look that you want.
Try to stay at 65 or 55 or less.

Remember to get written permission
from the subjects that you or others photograph.

 


Do-It-Yourself
Typesetting

 


If you use
a typist, that person should be able to set up the manuscript in
camera-ready book form. But so can you. Get hold of a computer, a
word-processing program and a laser printer, and you have the means
to set type for your own work. But remember: The big advantage of
composing on a computer is that you can use what you produce as
camera-ready copy.

 


Checklist

 


Here’s some
last-minute items to look out for:

 



	
Are all pages justified?



	
Are both the type size and style
consistent?



	
Are there at least three
endorsements on the back cover and one endorsement on the
cover?



	
Is everything spell-checked,
grammar-checked and proofread?



	
Are there headers on each page
except on the opening chapter pages?



	
In a book, unlike a manuscript,
punctuation marks like periods, colons, question marks, etc. only
get one space after them, not two.



	
Make certain that there are no
widows and orphans: for instance, subheads that might be at the
bottom of the page with no copy below it; or one word ending a
sentence at the top of a page. Be sure to use the “view page”
feature of your word processing program, in particular the
under-utilized “facing pages” capability that will place two pages
side by side so that you can get a feel for your layout.





 


Dummies, Mechanicals and
Galleys

 


For the true
beginner, you may want to actually layout your book page by page as
it will appear when it is finally printed and bound. This is called
the dummy. The mechanical is the pasted-up or laser printed
camera-ready version of the book. The galleys are also referred to
as the printer’s proofs or blue lines. This is one place that,
depending upon your printing company, you may be able to save on
set-up fees if you can do the paste-up yourself.

Some top-notch software programs
like Quark Express, Adobe Photoshop, Adobe Illustrator and Adobe
InDesign can quickly pay for themselves in this area alone. But
word processing programs may suffice.

 


The Cover

 


If you’re
not an artist, don’t even think of saving money by designing the
cover yourself. This is the biggest mistake self-publishers make.
When it comes to selling books, the cover is as important, if not
more important, than the actual contents. The majority of the
design budget for your book should be spent on its cover—almost its
sole selling tool.

When it comes to designing your
cover, think about seeing it on a shelf in the library or in a
bookstore. What will it take to make your book leap out at
potential buyers? Also, here’s a professional designer’s tip:
consider the cover reproduced in black-and-white, or reduced to
matchbook size in catalogs or on flyers. Be sure that you can still
read the title. Consider these factors: colors, contrast, size of
letters, pictures, graphics and overall impression that you want to
create in the fraction of a second that the human eye may glimpse
your cover.

If you are working with an artist,
you will have to tell him or her what it is that you want. So begin
sketching out ideas early on. Look to other covers that you are
impressed with for inspiration.

When you get your cover proof back,
be sure to check it for proportions, copy, skewing, etc. Ask for a
xerox copy if your printer is a small outfit. Just be sure to check
out that cover before you go to press. In fact, even with a small
printer, be sure to insist on seeing a proof.

 


Layout

 


Two basic
principles will help amateur designers as they begin their first
layouts: (1) simple, symmetrical and centered arrangements pose the
fewest problems; and (2) white space (i.e., blank space) is
important or you’ll end up with dense, uninviting pages. Consider
what the running heads should look like, how much space should
chapter heads get, and whether each article should start on a new
page.

Writers now handle page makeup with
the help of software. If you use an outside typist to type up your
manuscript, be certain that they have a computer and not just a
word processor and that when the manuscript is finished, in
addition to giving you a clean copy, they give you a computer disc
with the manuscript encoded on it. With your book on a disc, you
can edit it on your own computer and then eventually give it to a
book designer for layout. If you have a laser printer or access to
one, your work will be camera-ready for your printer.

While you’re sketching your layout,
you may be confronted with text that’s too long or too short and
pictures that are too big or too little. Almost any text can be cut
or made to fit by making adjustments in the point size of the type
or by fiddling with the margins. There are also a number of other
things that can pad out a book: adding forms, order coupons,
endorsement pages, break paragraphs into smaller ones, add
subheads, add more chapters, etc.

Pictures can usually be cropped
and/or inexpensively enlarged or reduced especially with the modern
miracle of the color laser copier (have it set to black-and-white).
Black-and-white line drawings will reproduce as is with no extra
work and so will stick-on decorative borders; art supply and
graphic supply stores stock both. Photographs, however, must be
processed for the press, and you should send yours out to be turned
into prints called halftones or veloxes that offset presses can
handle. Your printer can advise you on specifications.

 


The 10 Most Important Things Every
Book Needs

 



	
Cover



	
Endorsements



	
Competitive price



	
Smart public relations



	
Effective distribution



	
Good writing and excellent
editing



	
Back cover blurb



	
Good layout and interior
design



	
Catchy title and
subtitle



	
Enough money
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EXPOSÉ

 


National bestselling author
Joyce King chose ABI for
her latest publishing venture, Forgotten
Hurricane. With endorsements from the
governor of Texas and Tavis Smiley, the book was a smash hit.
Joyce has appeared on Oprah, Montel, National Public Radio (NPR),
CNN’s Paula Zahn Show, Rev. Al Sharpton’s radio show and more.
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HIRING A PRO

 


“Today’s busy executives don’t have
time to worry about the details. That’s the job of the book
packager. The importantthing is to get their message
out.”

—O’Dwyer’s PR Services
Report

 


If you
cannot afford to take time from your career to become an expert
writer, it may be more practical and cost effective to leave the
writing of the manuscript to a writing professional. Make sure to
interview all professionals first. Ask for samples and references,
and discuss fees. Find people whose personalities, writing styles
and interests mesh with yours. You can’t afford to be intimidated
by anyone. A good working relationship is essential. Be clear about
what you want. Be open to their suggestions, but don’t allow your
“voice” (your writing style) on paper to be overhauled.

 


Ways to Write

 


Dictation.
This is the easiest of alternatives and the one that gives you the
most control. You can have the work typed up by a typist, or you
can buy voice recognition software for your computer and dictate
directly into your word processing program.

 


Editors.
Perhaps you can get your thoughts down on paper, but if all that
good information does not read very well, you’ll need someone who
can take your information and clean it up. Editors may be the basic
copy editors who dot “i’s” and cross “t’s” or they may be rewrite
editors who add zip and clarity to your writing. A professional
editing job can make a major difference in the final product. It
can’t be overstated how important it is to the success of your
book. The number one complaint stores have about books put out by
small presses is the lack of careful editing.

Writing by Committee.
Everyone is assigned a chapter or section to
submit, then the work is integrated into a complete book by the
editor.

Co-Authorship. This involves two or more people. If you have a book you want
to do yourself but recognize that you lack the required technical
expertise, consider coauthorship. Find an expert in the field to
contribute his or her knowledge while you write it up. This
approach has the advantage of an expert’s credibility, which helps
with the promotion.

Contract Writing.
Often the author provides only the subject, some
unique ideas and an indication of the direction the prefect should
follow. Contracted books are often wrapped up in less than sixty
days. Many nonfiction books, autobiographies, company histories,
manuals for new products, or how-to books are
contracted.

Ghostwriters. For many authors, this is the only way to go. For reasons of
time, lack of interest in writing, not having the skills to execute
a book or any of a dozen other reasons, those that can afford to
will often choose a ghostwriter or “ghost.” These folks are the
hired guns of the publishing industry and write for money. They
also don’t come cheap. Their names do not go on the cover of the
book. These writers usually deal in autobiography. Most celebrity
books are ghosted. Drafts are returned to the “author” for content
editing and are then sometimes rewritten by the invisible
collaborator. You will normally pay the ghost a flat
fee.

Here are some things to consider
when working with a ghost. Start with an outline of your book that
will serve as the map for the entire project. Prepare areas that
you’d like to have covered. Set a deadline. Come prepared for your
interview sessions.

 


What to Look Out For

 


When hiring
a writer, always demand samples. Never pay up all at once, or any
more than 20% at first. Try to keep the last payment to
50%.

The applicant should have a track
record; do not hire a novice. Look for someone with experience in
writing books, not just short magazine articles. Draft a job
description, establish a work timetable and make up a rough
contract. Clarify in your own mind what type of help you want and
what you want to have done. Prepare for the interview by having a
job description, work schedule and contract written up.

 


Professional
Typesetting

 


While many
computer programs may save you the expense of a typesetter or book
designer, these experts can give your book a polish it might
otherwise lack. Stay within your budget, but give your book the
most professional look possible.

Call to get estimates from several
firms. Prices may vary from $3 to $30 per page—and remember that
estimates can be accurate only if they’re based on knowledge of the
whole job. Before you hire anybody, examine samples and references;
establish clearly who’s going to pay for correcting errors and
changes; and think twice if a prospective typesetter demands full
payment in advance. To minimize overcharges, make sure that your
manuscript is clear in every detail. Should copy be justified?
Should heads be centered? How much space should there be between
heads and body copy?
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FASHION

 


Each year, 75 million baby boomers spend $100
billion on clothes—but you’d never know it by looking at them. Just
ask one of America’s leading style consultants, Sherrie
Mathieson. Alarmed at her fellow boomers’ lack of fashion
sense, Sherrie set out to change the look of an entire generation.
The result is Forever Cool, a guide for the
fashion-challenged among us. Sherrie’s book was the subject of a
bidding war between HarperCollins, Simon & Schuster and Random
House (who eventually won).

 


Publicists

 


When it
comes to getting on radio, TV, cable TV and into newspapers,
nothing can beat a good publicist. But the drawback is that they
can be expensive. You need to weigh their help in generating sales
against their costs. Interview a few on the phone. Ask them to put
something in the mail. In order to make the most of the services of
a publicist, make sure that the book is in stores, or with a
producer and/or you have an 800 number with a merchant account in
order to accept phone orders. The truth is that with some effort on
your part, you’ll be able to generate an awful lot of your own
publicity.

 


Book
Packagers/Producers

 


These guys
take your idea and then handle the writing, editing, illustrating,
design, layout and printing. They deliver the books to you and you
handle the marketing, billing and collecting. Many specialize in
certain areas such as children’s books, so shop around.

Many self-publishers turn to these
places. Their expertise and services can prove invaluable. They can
perform the multiple tasks of designer, editor, publicist,
producer, etc. While it may add anywhere from $1,000 to $5,000 to
your project, the savings or the results could ultimately be
enormous.

Be wary of printers who offer some
of the services of a book packager. The editing you’ll receive will
usually be done by some college student getting paid $6 per hour.
Instead of original, first-rate cover design, you’ll be given a
choice between several “stock” cover designs.

Although you may think you are
saving money with one of these printers, you will not get the same
quality that you would from a reputable book packager.

When searching for a book packager,
you want experience and bona fides. One word of advice, though:
Don’t be bamboozled by hype about how many books a packager worked
on that have “crossed over” or was picked up by mainstream
publishers. That is never a measure of the quality of a book
packager but rather the efforts of the individual author and his or
her commitment to the book.

Look, instead, for these key
points: flexibility, expertise and personal attention.

 


Flexibility. Your book packager should be able to print as few as 50 books
or as many as 50,000. Production time should run about four to six
months, from the receipt of all your material to the date the
completed books are shipped (if you need it, even faster turnaround
times should be available at a price). You should be offered a wide
selection of trim sizes, binding choices, and paper stock. Your
original manuscript should be turned into a high-quality book—
exactly as you’d find in any store or library.

Expertise. Choose a book producer that is technologically up-to-date and
offers creative solutions to minimize your costs. A good book
packager must be able to offer a full range of production services.
They should be able to handle:

 



	
editorial needs—researching, ghostwriting, rewriting, editing, and
proofreading



	
digital page
layout—scanning, indexing, footnoting,
photo enhancements and photo placement, and typesetting



	
obtaining
registrations—ISBN, bar code, LCCN and
copyright



	
graphic design—custom-designed front and back covers, full page and spot
illustrations, chapter openings, top-notch ads, sales flyers,
posters, brochures, logos and charts



	
printing—black-and-white, two-color and full-color presses, hardcover
and softcover binding, short runs or large runs



	
marketing—designing and implementing promotion and advertising
campaigns, coordinating book signings and speaking tours, and
generating media interest



	
distribution—arranging for your books to be in bookstores, book chains,
Internet stores, libraries and specialty markets





 


Personal Attention.
Clients inevitably rely on their packager from the
initial conception of a project through its final delivery. Pick a
firm that can meet with you or that you can call on the phone to
evaluate and discuss your project or manuscript. You should be able
to speak to a principal of the company—if you’re stuck talking to a
receptionist, it’s time to move on.

All your questions should be
answered up front—if someone has to get back to you, then they
don’t know their business well enough. Nor should you feel
pressured to spend more than you can afford.

Finally, as the author, you’ll want
to make sure that you have complete control of your book—the
finished copies, copyright, and profit should belong to you
alone.

Getting a Free Estimate.
The exact price of any self-published book depends
on many variables. Most book packagers bid each project separately
based on the characteristics of the book (size, type of paper,
whether it is illustrated, etc.), the quantity ordered, and the
services provided (editing, proofreading, fancy cover design,
etc.). The estimate is always free. After reviewing the specifics
of your book, you’ll be mailed a written estimate and a contract
for you to sign.

Payment usually works this way:
after it’s determined what you want done and the packager arrives
at the total cost, they will send you a publication agreement. You
will sign and return the contract, along with your first payment of
one-third the total cost. Terms are divided into three payments:
usually one-third down when you place your order, the next payment
due at the time you sign off on the text (galley) proofs, and the
final payment due when you receive your cover proofs.

Once your final payment has been
received your book is sent to the printer. In about five to six
weeks your books will be done. You should figure another week for
shipping.

 


Special Tips

 


When sending
a copy of your manuscript—either typed (double-spaced) or on a
computer disc—to the book packager, make sure to number all the
pages consecutively. Never send a book packager the only copy of
your manuscript. Be sure to include your name, address, phone, fax,
e-mail address (if you have one) and sufficient postage for the
return of your materials.

Graphics. If your book will contain photos, charts, diagrams or line
drawings, send them along and indicate where they should be placed.
Be sure to retain copies. Black-and-white glossy photographs are
best. Remember to stamp your name and address on the back of each
photo. Prepare a separate page of captions to accompany your
photographs. Identify your photos and your captions with
corresponding numbers. Any photos and drawings included in the book
will cost extra. Also, the author is responsible for photographer’s
and artist’s fees.

Registrations. Decide whether you or the book packager will obtain the
following: copyright, Library of Congress Catalog Number (LCCN),
International Standard Book Number (ISBN), bar code, tax resale
number (optional), and the name of your “publishing house.” A good
book packager will guide you through all these various activities.
You should not be expected to do this alone.

Endorsements. While not an immediate concern, endorsements are crucial
selling tools—a good book packager can help you with this. You may
also want to consider a foreword/preface essay by someone other
than yourself who supports the book. All of this helps to market
your book to the public.

In addition, you should include a
150-word author bio, a back-cover blurb, a list of ten
“hot-selling” points about the book, the dedication, and a picture
of yourself (only if you can spare precious space) for the back
cover.

 


Negotiating and Contracting with
Collaborators

 


Contract
negotiations and signing must be taken care of before the writing
begins.

Money vs. Billing.
Generally, your writer should get either billing
(a by-line) or money. Ghostwriters usually do not receive name
credit since you are buying the billing for yourself. If the writer
wants his or her name on the cover, the paycheck should be
lower.

Flat Fees or Royalties.
Generally, writers get paid a flat fee. Paying
royalties may be an acceptable alternative to cash payments or in
addition to cash payments if you don’t have the money. If two
people write the book, they split the royalties.

Co-author and expert/writer teams
either split royalties or the writer receives a flat fee.
Ghostwriters will write a book for $1,500 to $6,000 (plus expenses
such as phone bills, postage, etc.). When dealing with a
self-publisher, the ghost will almost always want a flat fee.
Advances generally range from 20% to 25% of the total. One way to
assert control is to make progress payments. One-fifth may be paid
on signing the contract, one-fifth when the writer submits the
first draft, one-fifth when he or she completes the second draft,
etc.

Amount of Compensation.
Following are some hourly rates to guide you in
hiring editorial and other services. We are assuming that the work,
outside of the initial typing, is already on a computer disc.
Prices may vary from region to region.

Computer
Typesetting/Layout:

From a computer disk: $4 to
$15/page.

Cover Art: 

$500 and up depending upon
complexity.

Cover/Back Cover Copy
Editing:

$200-$500/cover.

Fact Checking:

$10/hour plus expenses.

Ghosting/Contract
Writing:

$2,500-$15,000/book. Writers may
also be paid on a per-page or per-hour basis and should also be
reimbursed for expenses.

Illustrations:

$15-$200/each.

Peer Review:

$50-$150/book
(honorarium).

Photographs:

$10-$100/each.

Proofreading/Copy
Editing:

$10-$20/hour or $4/page.

Research:

$10/hour.

Rewriting:

$25/hour or $8/page.

Scanning:

$2/page for the scan and $2/page
for cleanup. This does not include proofing.

Typing:

$2/page-$5/page (double-spaced, 250
words/page)

and does not include
proofing.

Copyright Clearances.
These are needed for using excerpted material,
articles, photos or drawings, including the right to translate
foreign material, and are the responsibility of either you or your
collaborator. This should be spelled out in the
contract.

Term and Continuity of the
Contract. The agreement may be for a stated
period, say the completion of the manuscript, or for the copyright
life of the book. It should be made binding on those who succeed
both sides: the heirs and so on.

Schedule. Include a work timetable and a clause allowing you to cancel
the agreement if the writer fails to meet deadlines; always keep
the pressure on writers to perform. Your writer must turn in work
and you must edit it promptly.

Keep Final Say.
Always retain final approval as to acceptability
of the product produced by your partner. You are footing the bill
and you must get what you want. Then, protect that purchase by
registering your book with the copyright office.

 


The 10 Most Important Things To
Look For In A Book Packager

 



	
Credentials: accreditation,
affiliation



	
Talent



	
Expertise



	
Quality design and
workmanship



	
Good references



	
Name recognition



	
Reasonable prices



	
Straight talk



	
Teaching, seminars



	
Fast response
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WORKING WITH PRINTERS

 


“For the near future, agents and
publishing execs predict that the real growth in numbers and variety of titles will come from
small independents
and self-publishers.”

—Variety

 


When it
comes to printing, people get hung up on the actual printing cost.
And so they should. The problem is that there is no longer a rule
of thumb. The reality is that printing costs range dramatically.
Some printers will charge you for a run of no less than 1,000
copies, whereas another might have no minimum at all. But there may
be a catch. The difference might be that the latter guy might
charge you double the per/copy price of the former, so where’s the
bargain?

 


Choosing Your Printer

 


I nitially,
the most costly part of printing is called the initial setup fee.
Prices vary. Some software, like Quark Xpress, will allow you to
put your pages side by side and in a sequence that will allow your
printer to run the pages through the printer. This will save you
money with some printers because the
process of paste-up is very labor intensive. Beware of hidden
costs.

There are printers that will do
very short runs of books and their price, while slightly higher
than the company that charges you by the thousand, may make this
option attractive. Just remember that you want the whole job,
printing, perfect binding, and trimming for your price. It’s also
best to have one outfit handle all the work.

For the beginner, put your
grandiose fantasies on hold. There is usually no reason to order up
1,000 books in the beginning. This way you can control costs
completely. You can drive the sales of the books without having the
weight of 1,000 books on your shoulders driving you.

Ultra-short-run printers handle
book quantities as low as 50 copies; short-run printers handle
quantities from 500 to 2,000; and most larger printers won’t print
any less than 1,000 copies to start.

Extra charges apply to four-color
covers, special trim sizes, bleeds on text, etc. Unit costs will
decline, of course, as print orders rise, and if you’re ordering
5,000 copies instead of 500, you may be able to get as good a price
as an established publisher would.

Take your time deciding which
printer to hire. Ask for sample books so you can evaluate the
quality of the work. Self-publishers should always hedge their bets
by starting with small printings and asking printers to keep tapes,
plates and film of their work. Forget about projected sales
figures. Better you should have to order more at a slightly higher
price, rather than have to sell, or worse, give away that extra
thousand books at a big loss. Try to go with as short a print-run
as you can just to see if the book “works.” You can always order
more books later. The last thing you want is to be stuck with
hundreds of books and be out hundreds, maybe even thousands of
dollars. All you’ll have for your investment is a fantastic bargain
for a remainder dealer or perhaps very expensive firewood. Holding
off on a large print run also gives you an opportunity to edit and
update the book one last time.

Be as conservative and humble as
you can with your first estimates. Keep in mind the story of the
husband who comes home and explains to his wife that he just bought
five new cars. “Are you crazy?” asks his shocked wife. “But Honey,”
answers hubby, “they were on sale!”

Reputable printers exist throughout
the world, and in these days of economical long-distance
telephoning, faxing, e-mail and airmail, it’s easy to work with
someone several thousand miles away—as far away as across the
Pacific Ocean.

You can find a good printer by
networking, searching book-printing directories, or working with a
print broker. Choose a specialist in book printing who promises the best
quality work for the money.

When it comes to the real savings,
though, you can’t beat the big printing outfits.

Contact as many as ten or twenty
different printers and ask for a “Request for Quotation”(R.F.Q).
Printers are notoriously slow in their responses. Set a deadline
for replies, and ask for brochures, quote sheets, planning kits,
paper samples, and a copy of a printed book from each.

Compare all price quotes,
turnaround times, and the quality of the mailed samples. Compare
the per-book cost. As you narrow down your choices, check out the
printer’s reputation with the Better Business Bureau and the State
Attorney general for starters.

 


Paper & Ink

 


Unless your
book is going to be a gift book, try to stick with white or
off-white paper and black ink because it offers the greatest
contrast and least distraction. Printers often charge extra for
natural/cream text stock.

Most printers gladly offer
suggestions about paper and ink and produce samples on
request.

The standard paper for books is
50-pound offset, but you can choose 60-pound if you have a lot of
illustrations and want greater opacity or if you want to create the
illusion that your book has more pages than it does.

Pick 30-pound newsprint for a
newspaper and 80- to 100-pound paper for softcovers. Comics and
newsletters can go on bond or glossy coated stock.

When it comes to ink, one-color
printing is the least expensive. Unless you are doing a large print
run or have very deep pockets, stay away from full-color printing.
If you want to jazz your book up a bit you can try printing in two
colors (including screens of both colors). This will cost you about
30% higher than printing with one color.

 


Book Binding

 


When it
comes to binding your book, if you are doing a small run you might
choose to have it bound in a hot glue process or with an attractive
plastic spiral binder. You can even have it stapled or bound in a
looseleaf. Some hardcover books are stitched into a spine. But when
it comes to that real “book look,” most softcover books are what is
called “perfect bound” with glue or wax. (See Glossary for a
listing of book binding methods.)

 


Printing Plates

 


Now a word
about “plates.” In some short runs, there are no printing plates to
speak of. For other print-runs, the plates are what the printer
creates for the printing press. It is from the plates that the
pages and cover of the book are actually printed. Some people
advise self-publishers to ask the printer for the plates when the
job is done. The reasoning here is that you’ll be able to take the
plates and reprint with a different company.

The truth is, insisting on the
ownership of all plates is ridiculous. First off: what the heck are
you really going to do with these plates? Even if the printer
agrees to this proposition (he may well charge you the same added
cost as a new printer will charge for starting from scratch!),
where are you going to store the plates? And having worked so hard
to find this printer, why would you be going elsewhere? Also, your
new printer would undoubtedly want to restart your job from
scratch. Besides, you’re only talking about a couple of hundred
dollars. Relax. Don’t complicate your life. Return of your disks is
another matter. Be sure you get your material back.

 


Instructions, Proofs and
Delivery

 


Send your
camera-ready materials to the printer with clearly written
instructions. Be sure to ask for extra covers with your print job.
You’ll need them for your library distributors. Stay in touch with
your printer at all stages. Don’t be afraid to ask
questions.

In short order, the book galleys,
cover proofs and sometimes “bluelines” will be mailed overnight to
you for examination and approval. This is your final chance to
correct errors, so go over these proofs carefully. Review them with
your editor, proofreader and another cold reader.

Read your galley proofs to catch any
final mistakes you may have missed and any a typesetter may have
made, and return them on time because deadlines matter more now. As
the publication date approaches, your manuscript’s schedule gets
increasingly inflexible and changes get more complicated and
costly.

Some notes about galley
proofs:

 



	
Galleys provide a last opportunity
to correct spelling, dates, and other factual errors that may have
come to your attention.



	
Look for and correct any typos,
missing letters, transposed letters or words, spelling errors,
missing word spaces, smudges, missing line spaces, dropped copy,
and any other mistakes you may notice.



	
All changes should be marked
directly on the galleys, in the margin, to indicate where the
change is to be made. Do not use ink. Use a colored pencil or an
ordinary lead pencil. If you must draw lines to show (re)position
of copy, do not cross them.



	
If a change is lengthy, type or
write it legibly on a separate sheet of paper, label it clearly for
position, and staple it to the galley, with a corresponding
indication on the galley for placement.



	
Do not re-output anything on your
computer or word processor. All changes should be made on the
galley itself.



	
Unless otherwise indicated, the
galleys are usually due back one week after you receive
them.



	
Your corrections will be
transferred to the master set. The master set will then be returned
to the compositor for resetting.





 


Your books can be shipped to a
shipping terminal or directly to your home or storage facility.
When they arrive, count the number of cartons, count the total
number of books, and look through a few books for printer defects.
Should you find any problems, ask for compensation; quality
printers honor their commitment to do quality work.

Hold aside one copy on which you’ll
note any changes for the next printing. Updates, changes in
information, and some rewriting is normal. To an author, a book is
never finished.

The next thing you must do is send
two copies to the United States Copyright Office, and send two
copies to the Library of Congress Cataloging Division.
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IT’S A BUSINESS

 


“We’re always watching what’s
going on. We always ask our reps to keep their eyes open for self-published
books.”

—Alberto Vitale, president and
CEO, Random House

 


The story
goes that Terry McMillan (How Stella Got
Her Groove Back), not trusting her
publisher to do an adequate job pushing her first book, Mama,
decided to take matters into her own hands.

On her own, McMillan personally
sent out 4,000 letters to the distributor’s sales reps, bookstores,
librarians, and interested organization and associations. But she
didn’t stop there. She did upwards of 100 readings, and scores of
TV, radio and newspaper interviews that generated over 30
reviews.

That’s what any author should be
prepared to do. And if you can’t do it yourself, hire someone to do
it for you.

How do you think a bestseller is
made? Did you ever really stop to think what were the ingredients?
Well, you can duplicate those elements such as a good cover, top
endorsements, publicity, getting into important sales outlets,
giving lectures, making personal appearances and getting
reviews.

Novice writers think that once
they’ve been published, they can relax. This is hardly the case for
either self-publishers or those that are commercially published.
This is when authors/self-publishers should go into overdrive,
doing everything possible to promote the new book, usually based on
an already carefully laid out strategy. In fact, the best promotion
and publicity campaigns begin long before the publication date. If
you want to sell a book, not simply write it and see it in print,
you must evaluate your idea and marketing plan.

Pick a subject that will sell on its
own even if the buyer has never heard of you. People want
information on specific subjects. Make certain that the market is
easy to reach. Is the potential market so well defined that by
attending a few choice conventions or by receiving reviews in a few
magazines and journals the majority of the buyers will know about
your book? How many people should be interested and how many can
you attract to your product? Identify the buyer. How many people
are there in this category in the United States? Will all of these
people buy the book? If not, how many? If there are magazines on
the subject, what are their circulations? If there are clubs, how
many members do they have? If mailing lists are available, how big
are they?

The market for the subject should
be large enough to justify your investment of time and money. What
other markets are there besides bookstores and libraries? Can you
sell the book by mail to a well-targeted audience? Are there hobby
stores that might carry it? Can you sell it to schools or
organizations?

If the market for the book is not
large and you justify its creation because you just have to get it
out of your system, that’s fine. But you must realize from the
beginning, this project will not be a great moneymaker, though it
may be rewarding enough to have a book to share with friends and
family.

 


Researching Your
Competition

 


Check
Bowker’s Books in Print for similar books: check the copyright
dates; check the prices. If you find your topic has been covered
extensively and recently, you need to evaluate what makes your book
unique. Interview an acquisitions librarian. Ask if your proposed
book would fit in with the library’s collection and if the
librarian would order one. Do patrons of the library ask for
material on your topic? Publishers Weekly, the trade magazine of
publishers, available at your library, will tell you what is coming
out next season. Check the display advertising and the forecast
section. Visit a bookstore and see what is available in the subject
area you are exploring. Would it sell in a bookstore? Would the
manager buy it? What types of books are people buying?

If you still are not ready to
commit your time and money to the project, try a market survey.
Draft a form letter and send it to people in the field. Ask if they
will buy the book. For example, contact people in catalog houses
and shops and give them a detailed description of the book. Find
out if there is a need for such an idea and how many copies do they
think they would stock. Some people place an ad in periodicals to
test the salability of a new book before they write it. One author
drafts and places ads for a book similar to one he is planning. If
the ad pulls well, he ships the competitive book and begins writing
his own. This system tests both the subject and his ad
copy.

 


Paperwork You’ll Need to
Prepare

 


You will
need to produce the following even before you go to press:
letterhead paper; individually tailored sales letters for
distributors, libraries, catalog companies (plus suggested
advertising copy) and a speaker/lecturer query letter for schools,
groups and associations (plus the blurbs for their bulletins and
newsletters); a letter for reviewers; a letter for endorsements; an
endorsement quote list; an order form and receipt; a book
information sheet; advertisements to accompany your letters
(catalogs, distributors, premium companies, schools, swap deals,
libraries, etc.); and press releases. In all your ads be sure to
include an order coupon, your mailing address, telephone number
(you might alter the message on your answering machine), and the
discount price!

 


Credentials

 


It is
important for you to begin to assemble your resume and a very short
“bio” that will distinguish you from other authors. Credentials
will include related work experience, other pieces you may have
written, teaching experience, volunteer work, membership in
associations, etc. Be certain to join relevant organizations if you
haven’t already. Also, try to get teaching opportunities at college
adult continuing education programs and other adult or community
organizations.

 


Endorsements

 


Endorsements
are those wonderful, glowing raves found on the front or back cover
of a book about the author, the book or the subject matter that the
book deals with.

Before you panic and assume that
you don’t know anyone who could recommend your book let us pass on
a truth: Everybody knows people that they can use as endorsers on
their back cover.

Use any well-known personalities
whose praise might help attract reviewers’ attention. For names and
addresses of other potential blurb writers, consult
The Celebrity’s Phone Book, Who’s Who in America
and Gale’s Contemporary
Authors Directory. Send a query letter to
the people you are interested in contacting and explain why your
book will interest them. Make sure you tell them that you’ll be
mentioning their names and their books (if they have any)
prominently in your own book. This quid pro
quo works every time. Whether or not you
succeed in getting quotable comments from superstars, always try to
get quotes from experts in your book’s field. Their credentials
give weight to what they say and will help sell your book. Never,
ever pay for an endorsement. They may even ask you to write the
words to which they will sign their names.

But there’s a way around getting
endorsements from famous people or experts. Instead, find terrific
quotes that lend legitimacy to your subject matter, and use them on
your book cover. Use the library’s newspaper and periodicals
catalog (Info-Track) or your own files and dig out dozens of quotes
that are colorful and encouraging. Pick carefully through the
words, cutting out the extraneous.

 


Reviews

 


Once you
have copies and comments to distribute, be careful not to mail them
out too early or too late. Check lead times for the review organs
you hope will cover your work, and arrange to deliver it a month or
two before the editors finalize the issue whose publication date
coincides with yours. Remember to include a slip announcing
publication date, price, and ordering information. Use the special
book rate for mailing—it’s cheaper.

As to where to send review copies,
you needn’t be reluctant to approach prestigious national
publications, which will be hospitable to any book if it’s
professionally produced and submitted and if it suits their
readers’ needs. Remember, though, to send galleys—not bound
books—to Publishers
Weekly, The New
York Times Book Review and powerful
monthlies that run reviews either before a book comes out or right
around its publication date.

Self-publishers can draw up their
own lists of potential reviewers at special-interest journals and
local magazines and newspapers. It’s absolutely fine to send only a
descriptive announcement—the small firm’s version of the big
publisher’s catalog—instead of your book itself, with a note saying
that review copies are available on request.

While self-publishers shouldn’t
count on getting reviewed in major magazines (any more than authors
with established publishers should), they can anticipate a warm
reception from the numerous special-interest journals. Join PMA
(Publishers Marketing Association, 2401 Pacific Coast Highway,
Suite 102, Hermosa Beach, CA 90254 (310) 372-2732) so you can get
its newsletter and join in on its seminars. In addition to listing
new review media, the PMA Newsletter
presents current information on upcoming book
fairs, stores looking for small-press books, cooperative
distribution opportunities and the like. It’s a smaller publishers’
grapevine, and it carries bits of news and advice that
self-publishers often find helpful.

Since libraries can be a strong and
supportive market for independently published books and
periodicals, make certain that Library
Journal, Booklist and Publishers Weekly receive galleys and
copies of your work for review, along with a cover letter in which
you explain why you think libraries should acquire it, and follow
up with polite reminder letters.

It’s worth trying for reviews in
these magazines because librarians trust them and need their
recommendations in ordering books. And today you won’t have to work
as hard as self-publishers once had to. Nowadays library
periodicals are more and more diligent about keeping review copies
from little publishers from getting lost in the avalanche of big
publishers’ materials.

Send copies to major review media
like Publishers Weekly, Library Journal, American Library Association magazines, Kirkus Reviews, The New York Times, the
Washington Post and
the Los Angeles Times. Columnists and magazine and newspaper editors with large,
national audiences who have expressed interest in a book (or who
figure to be interested in it) will also get copies.

Small periodicals can print
effective reviews, too. Include small-town papers and neighborhood
throwaways, along with pertinent special-interest journals, and
include names of contacts at these periodicals whenever possible.
As a general rule, between 50 and 150 copies of a new title go out
for review. But before you send out your book, query
first.

A terrific magazine that bills
itself as the “definitive guide to the zines revolution” is
Factsheet 5. It’s filled
with reviews of more than 1,000 unusual publications each month,
including books, comics, newsletters, and much more. Definitely get
a copy. A sample issue is only $6. Write to them at:
Factsheet 5, P.O. Box
170099, San Francisco, CA 94117-0099.

 


Design a Flyer

 


Now put it
all together: your credentials as an author, endorsements and/or
reviews, and make up a flyer that you will use in all your sales
and PR promotions.

 


Directories and
Listings

 


A number of
standard reference works are used regularly by booksellers,
librarians, and members of the reading public. It’s to the
advantage of all published authors to be mentioned in as many of
these as the nature of their work allows. Make sure to apply for
inclusion in the following directory services:

Bowker. When you apply for your ISBN, you automatically get into the
Bowker directories (121 Chanlon Road, New Providence, NJ 07974
(800) 521-8110) including Books in
Print (both
“Author-Title,” and “Subject
Guide” versions), Forthcoming Books,
Children’s Books In Print, Literary Market Place, Publishers Trade
List Annual, Software Encyclopedia, American Library Directory,
American Book Trade Directory and
others.

You can advertise in nearly all of
these publications with 1) display ads; 2) bold, 200 word
annotations; 3) outserts (postcards, brochures, etc. of your
publication that are included in the mailings of their directories
to customers); or inserts (separately printed, heavy stock
advertisements of your publication that Bowker will include in the
actual binding of their directories).

Dustbooks. Dustbooks (Box 100, Paradise, CA 959679999) now in its 30th
year, encompasses the International
Directory of Little Magazines & Small Presses, Directory of
Poetry Publishers, Small Press Record of Books in Print,
and Small Press
Review (which also includes
Small Magazine Review, and
together are simply referred to as SPR/SMR), as well as mailing
lists.

SPR/SMR, which features news of
editorial needs, contests, reviews, guest commentaries, publishing
information and lists of new book and magazine publishers, has
three ways to advertise: 1) The Free Sample Mart (which has no
charge) designed to help editors and readers taste the very
interesting world of small magazines and books; 2) display
advertising which is only $150 for a full page; and 3) the SPR
Mart, composed of one-inch, single column notices ($20/insert and
less), which is designed to provide readers with information about
goods and services of interest and value.

Dustbooks has also reactivated
their Small Press Book and Magazine Club which will consider all
books sent to them (send samples and a cover letter to SPBMC to the
above address and mark them to the attention of the
club).

As mentioned, Dustbooks has many
mailing lists including arts organizations, libraries, reviewers,
poetry publishers and many more. These folks are a fabulous
resource. Don’t miss out on them!

H.W. Wilson. Finally, there’s the H.W. Wilson Company (950 University
Avenue, Bronx, NY 10452 (718) 588-8400).

Books of fiction and nonfiction on
your subject can also serve to publicize your work. As you come
across books with appropriate bibliographies, write to acquaint
their authors with the work you’re doing in the field, and ask them
to mention it when they do revised editions. Let other authors know
about your book.

The most important things is not to
forget the essentials: quality production and cover design. Don’t
use inferior grades of paper, discount printers, non-professional
editors or amateur artists when producing your book, newsletter or
magazine. A product that looks less than professional is not going
to sell.

Another surefire way to lose money
is to think you’ll be saving money by creating your own mailing
lists. Not only will you be wasting time, but if you’re also going
to miss time from work to do it, you’ll probably start going down
the financial toilet. Often we don’t realize that it just might pay
to hire someone to do our work for us at, say $5 or $6/hour, if
we’re making $20/hr. Hiring someone per job, one day a week, or
even for just one day could save grief, drudgery and put a stop to
the procrastination.

What you must realize is that
self-publishing is more of a business than it is a hobby. This is a
business that could make you a lot of money if you control your
spending and put a strong effort into the venture. So keep careful
records. Log all receipts (both incoming and outgoing) and all cash
transactions. Maintain a file of all people who order your book. If
you speak before a group, get names and addresses.

 


Name Your Publishing
Company

 


Issuing your
book from the “Sidewalk Press” or any other name you choose
(instead of under your own name) might lend a certain cachet and
legitimacy. In the case of professionals looking to enhance their
reputation or author’s looking for reviews, you’ll have to come up
with a name for your company (this does not have to be incorporated
or trademarked!). In order to cash those checks that come in
written under the name of the publishing company you’ve chosen,
you’ll need to spend the money ($125 or more) for “d.b.a.” (doing
business as) or “a.k.a.” (also known as). Be sure to include your
mailing address and e-mail address along with the name of your
press on all letterheads.

 


The Numbers

 


When it
comes to financing your first project, the costs will necessarily
be greater than your second. This is just a fact of business life.
Another thing to remember is not to quit your day job to make
things happen. Don’t go into credit card debt. Pay as you go, and
maintain good records. Keep all of your receipts together and try
to keep an accurate log of all the hours you put into the
project.

Don’t lightly dismiss the
investment of your time. Novices tend to forget about
sweat equity—the long,
hard hours that they’ve sunk into their labor of love. They also
ignore the most important phase of publishing—the
marketing.

 


The Bottom Line: Cost

 


So what then
will be your cost? Let’s take a closer look at the facts and
percentages.

Production: 35%.
Everyone starts with printing. Remember to order
the least possible number of copies of your book in the beginning;
you can always go back and order a second run. In this business,
people’s hopes and projections are often bigger than reality and
their wallets.

The printer’s per-book cost is
really not what he is going to charge you. There are hidden fees
that include: “overages,” also called “overruns” (printers will run
off about 10% more than what you order and they will bill you for
this), cover work (they might have to make a special plate),
shipping (could be up to 15 cents/book or more depending upon the
destination), mailing of blue-lines (or galleys), and other small
expenses (such as running off an additional 50 or more covers for
your distributors to give to their salespersons). It is safe to
assume that the per/unit cost or initial price quote should be
increased in your budget by at least 30%. So it is in your best
interest to go over the costs in detail with the owner or a
customer service representative before you commit to any
company.

Pre-production costs: 35%.
Even before you get to the printer, however, you
have all your pre-production costs such as local and long-distance
telephone calls, paper, computer software (such as font packages,
etc.), xeroxing, postage, buying books for research, travel
expenses, artwork, cover art, typing, professional fees, mailing
lists, etc.

Post-production costs: 30%.
Finally, you move into the post-production phase
which includes costs such as mailings (there are hundreds of
different people and businesses to contact), advertising, phone
calls, travel, etc.

All of these costs can be enormous
and totally unforeseen and unexpected as you embark on this
adventure. That is why it is important for you to sit down and
begin to carefully budget out your projections. Just how much of
that is profit will depend upon not only your marketing skills but
your business acumen.

 


Your Rate of Return

 


What you
get back will vary between your first and second books. On your
first book you’ll be spending time developing all your sales
outlets. But on your second book or second edition of the first
book, you’ll have done all the legwork already.

 


Schedule

 


What you
don’t want is to receive your books from the printer, only to
wonder, “What next?” This should all be carefully considered and
thought out way in advance. So, how do you get started? Where do
you begin first? What is the sequence of steps that you should
follow?

 


Phase One


	
Choose your subject.



	
Set up your binder/folder/manilla
envelope.



	
Start your research.



	
Collect and xerox all notes,
articles, book excerpts, etc.



	
Give xerox to typist or type in
yourself.



	
Get work back from
typist.



	
Buy resource books, especially
those in your field.



	
Contact collaborators, ghostwriters
if needed.



	
Identify potential
printers.



	
Order forms from copyright
office.



	
Identify all potential
markets.



	
Research competition.



	
Draft query letter to agents and
publishers if you want to make one last attempt at getting someone
to publish you.





 


Phase Two


	
Begin drafts.



	
Gather together artwork,
photos.



	
Get permissions to use copyrighted
materials.





 


Phase Three


	
Design letterhead.



	
Develop letters to distributors,
etc.



	
Design flyers for distributors,
etc.



	
Dummy up drafts of your front
matter: from endorsement page through to your table of
contents.



	
Dummy up drafts of your back
matter: from conclusion to index word list.





 


Phase Four


	
Make list of potential endorsers;
contact the person to write your forward.



	
Use info-track to find articles for
subject matter endorsements.





 


Phase Five


	
Finish drafts.



	
Proofread and copy edit
carefully.



	
Finalize title, name of publishing
company.



	
Send final drafts to reviewers,
peers, experts, endorsers.



	
Send query letters to agents and
publishers, if you want to make your last attempt at going the
traditional route.



	
Get cover art done.





 


Phase Six


	
Get ISBN; get ISBN made into bar
code.



	
Get LCCN.



	
Send copies to copyright
office.



	
Send copies of manuscripts to any
agents or publishers that have answered your query
letters.





 


Phase Seven


	
Set book for printer including
front and back matter.



	
Add completed cover.



	
Add completed back
cover.



	
Create index.



	
Add ISBN, LCCN, Bar code (your
printer will set— be sure to leave room).



	
Add any endorsements that have come
back.





 


Phase Eight


	
Proofread final, camera-ready
copy.





Phase Nine


	
Send to printer; have a nice
dinner.





Phase Ten


	
Begin to assemble all mailings; buy
or do yourself.



	
Have all labels, envelopes
ready.



	
Mass xerox all your ads, letters,
etc.



	
Send out all query letters that
don’t need copies of the books.



	
Send out press releases.





 


Phase Eleven


	
Receive delivery of completed
books; throw a party with friends and family. Charge them for the
books (no, it’s not tacky).





Phase Twelve


	
Put books in mail to all
distributors.



	
Contact radio, TV, review
magazines, and any other marketing venues you can think
of.



	
Do all follow-up
mailings.





 


Design

 


How your
book will look in print is determined first by your budget and then
by all those other goodies like typeface, illustrations, and so on.
You will select one or more sizes and styles of type for text and
several others for headings; you will also devise a format and
perhaps commission or secure drawings or photographs—all this with
two goals in mind: making your work readable, and visually
reinforcing its message. Once the basic choices are made, you will
combine text and titles and possibly pictures to create an
integrated whole.

Production consists of purchasing
materials and services, scheduling and routing the manuscript,
coordinating printing with distribution and keeping everything
straight and moving along with the help of detailed written
records. A production cycle lasts between six and twelve months for
the average book.

 


Don’t be Afraid of Getting
Professional Help!

 


How your
book is received by distributors and the public alike, depends upon
what your work looks like. If it’s sloppy or jumbled, if the body
type is too small to read easily, then it will be rejected no
matter how important the words. Book packagers and designers can
help you come up with a format that will fit your work both
physically and spiritually. The important thing is not to skimp on
the price when it comes to the design of your book.

If detailed coordinating isn’t your
bag, you may want to hire a professional packager to help with all
the particulars.

 


What Should I Charge?

 


You must
stay within the bounds of reason, but let’s face it, if your
publication has a specific target audience that truly needs what
you’ve got to offer, the sky’s the limit. In fact, sometimes
quality and even length doesn’t matter when it comes to determining
price. What doesn’t figure into the cost is your time and outlays.
If the book costs you $25,000 and you’re only running off 500
copies, you probably won’t be able to charge $100 (remember, the
publisher is only getting back about 50% of the actual price—the
rest goes to the retailer and the distributor—so you at least have
to double that final price!).

The market dictates that for most
hardcover books, $20-$30 is the usual price, though coffee table
books of course go for up to $60 or more. Softcover books are going
anywhere from $5 to $20, depending upon the type of book. Comics go
for $2 to $10. And newsletters (even those that run four or eight
pages) range from $24 a year to well over $500 or more.

Specialized books and newsletters
can go for exorbitant prices. However, you will have to market
these publications differently. You will not get a library to part
with $100 for a single book unless it is absolutely extraordinary.
You may decide to direct market the publication through the mail or
advertise it in specialty newsletters. Keep in mind your marketing
plans when you set your price. It is not impossible to be the
exception to the rule and get away with it—just be certain that you
know what you’re doing when you take the gamble. The general rule
is to look at similar works and price your own
accordingly.

 


MARKETING FOR
SUCCESS



Aggressive
promotion to
stores and media is essential

[image: tmp_f6a7ed607cf3d78a6842f41be38f7806_PTwfOF_html_m6978cabb.jpg]riting or ghostwriting a
book is only the first step. Here is an overview of some marketing
options Arbor Books can provide for you at the most competive
cost.

ABI can create a promotional kit
with the following parts: (1) cover letter to buyers, (2) press
release, (3) talking points, (4) proposal for speaking engagements
and (5) back-cover copy that includes a blurb, a biography and
other elements. We will then contact Barnes & Noble, Borders,
Amazon.com and major retail and library distributors to arrange for
book signings, tours and speaking opportunities.

Best of all, we have contacts at
the major media outlets and with radio and TV producers,
including Oprah, Good Morning
America, and The
Today Show, so that we can spread the
message about your book to millions of people. There are a dozen
ways to entice the major power brokers.

In addition to bookstore, online,
and library markets, we can help you get your share of the
multibillion-dollar non-bookstore market, including Wal-Mart,
Costco, gift shops, airport stores, home-shopping networks, book
clubs, libraries, reading clubs, catalogs, government agencies,
corporations, schools and military bases.

Arbor Books authors have appeared
in The New York
Times Book Review, on most major TV
and radio shows,
and in leading newspapers and
magazines across the United
States.
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SELLING TO BOOKSTORES

 


“Do-it-yourself publishers doubled
their submissions to Barnes & Noble in the last year.”

—The New York Times



Bookstores

 


Now this
area is wide open to self-publishers! Only three years ago, this
was not the case. If you have a quality-looking book that has
market appeal, it’s almost a sure bet that your book will make it
into bookstores—including the giant chains.

Unfortunately, there are drawbacks:
consignment and longevity. Those that do make it onto the shelves
aren’t likely to stay there long. First, let’s take consignment. In
many cases, stores will want to take on the books only if they are
consigned or else are shipped as “title returnable.” Book-store
managers, aware that they can return consigned titles they stock,
(a) take little risk in ordering, (b) have little incentive to sell
aggressively or imaginatively and tend to go with what the big
houses push. Ninety days after a book’s publication, booksellers
who want room for other titles may return it to the publisher for
credit, and unless they’re convinced that would be a mistake, it’s
just what they’ll do. The same, of course, is true for magazines
and other published work (though in the case of comics, most stores
only buy through distributors—and usually on a non-returnable
basis).

So if you’re interested in cracking
this market, be sure that you are not entering into a consignment
deal.

With smaller stores you may want to
get payment in advance or be resigned to losing the books; always
sell on a non-returnable basis. This may or may not mean offering a
bigger discount than normal—perhaps more than 50% (perhaps 55% to
60%, maybe even more). Most folks are still under the impression
that the industry is wedded to the “fully returnable,”
“full-right-of-return” policies of the past. But this is no longer
the case. And that includes individual specialty stores,
supermarkets, craft shops, hardware stores, flea market/sidewalk
vendors, newsstands, department stores, bookstores, regional
chains and national chains. You might include a POP
(point-of-purchase) display for the cashiers or a poster for the
front window.





Visit: http://www.smashwords.com/books/view/17410
to purchase this book to continue reading. Show the author you
appreciate their work!
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