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Every small business is unique. Therefore, it’s essential to have tools that are customizable depending on your business’s needs. That’s why Entrepreneur is offering you access to our Startup Resource Kit. Get instant access to thousands of business letters, sales letters, sample documents and more – all at your fingertips!


Accessing Entrepreneur’s Free Startup Resource Kit is easy.



Simply visit: www.entrepreneur.com/guideoffer



and download to any windows or mac computer



You’ll find the following:

The Small Business Legal Toolkit

When your business dreams go from idea to reality, you’re suddenly faced with laws and regulations governing nearly every move you make. Learn how to stay in compliance and protect your business from legal action. In this essential toolkit, you’ll get answers to the “how do I get started?” questions every business owner faces along with a thorough understanding of the legal and tax requirements of your business.

Sample Business Letters

1000+ customizable business letters covering each type of written business communication you’re likely to encounter as you communicate with customers, suppliers, employees, and others. Plus a complete guide to business communication that covers every question you may have about developing your own business communication style.

Sample Sales Letters

The experts at Entrepreneur have compliled more than 1000 of the most effective sales letters covering introductions, prospecting, setting up appointments, cover letters, proposal letters, the all-important follow-up letter and letters covering all aspects of sales operations to help you make the sale, generate new customers and huge profits.
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Preface


You’ve chosen this book for a very special reason: You’re planning on starting your own business as a self-publisher. You’ll be treading ground that most people fantasize about but never actually do. You will be writing your own book and then seeing it through production and promotion to success on bookstore shelves.

You’re stepping into exhilarating—and frightening—territory. Owning your own business of any kind means you’re the boss; you make the rules and lay down the law. It also means you cannot let somebody else worry about making enough to cover  expenses, and you can’t pass that intimidating distributor or pesky printer on to a higher authority. You are the higher authority. Add to all these normal new-business anxieties the very natural fear of putting your writing project—your creative heart and soul—out in public where you risk failure and rejection. These are all valid concerns. But concern is not the same as can’t, so don’t worry. Instead, keep reading.

You’re probably contemplating becoming a self-publisher for one or more of the following reasons:
• You’ve been an author for years and have collected enough rejection slips from conventional publishers to pave the Florida Turnpike.

• You’ve written books that have been produced by conventional publishers, but now you want to take creative, editorial, and financial control of your own work.

• You want to establish yourself as an authority in your field—be it medicine, law, golf, culinary arts, or whatever—and you believe your own book on the subject will be a smart promotional tool. Maybe you even have your own successful practice, so you already know how to run a business.

• You have a message that’s important and can help people, and you believe your own book on the subject will be an effective tool for getting the word out.

• You believe the self-publishing industry is booming, and you’re eager to share in the excitement and willing to take a chance on success.





Which did you choose? It doesn’t matter, because there is no wrong answer. Any of these responses is entirely correct so long as you realize they all involve a lot of learning and a lot of hard work. They can also involve a heck of a lot of fun, as well as a tremendous amount of personal and professional satisfaction.

Our goal in this book is to tell you everything you need to know to:
• Decide whether self-publishing is the right business for you

• Get your book written and your business started

• Successfully promote your book





We have interviewed many people out there on the front lines of the industry—all around the country—to learn the nitty-gritty, hands-on tasks, tips, and tricks to successful self-publishing. We’ve set aside places for them to tell their own stories and give their own hard-won advice—a sort of virtual round-table discussion group with you placed right in the thick of things. (For a listing of these successful business owners, see Appendix C at the back of this book.) We’ve broken our chapters into manageable sections on every aspect of startup, production, and promotion. And we’ve left some space for your creativity to soar.

We’ve packed our pages with helpful tips so that you can get up and running as quickly as possible, complete with contacts and sources in the Appendix to jump-start your research. So pour a giant mug of coffee, take a deep breath, turn down the phones, turn off the TV, set your brain to learning mode, and let’s go!
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The Write Stuff


Self-publishing is a hot industry today and growing hotter all the time. New self-publishers as well as new services for self-publishers and authors are springing up all over the country. Writing stars like Stephen King to publishing powerhouses like Random House are rushing to join the new generation of self-publishers.

Despite the proliferation of movies, TV programs, and videos with which we find ourselves surrounded, Americans read books—a lot of books. According to a report from the National Endowment for the Arts (NEA), adult reading of literature (defined as novels, short stories, plays, and poetry) increased 7 percent from their previous study, the first time the reading rate has risen in the 25 years that the study has been conducted. Book consumers eagerly gobble up everything from nonfiction recipes for improving health, wealth, and spirituality to sci-fi. “We are a nation hungry for information,” says Marilyn Ross, an early proponent of self-publishing and co-founder of SPAN, the Small Publishers Association of North America. “People have more leisure time with which they may choose to entertain, educate, or motivate themselves,” explains Terry Nathan, executive director of Independent Book Publishers Association (IBPA). “Also, people have developed niche interest areas and want to read all they can on a specific area. Schools have been stressing reading for some time now, not to mention the variety of products available for any age group to read and/or listen to.”

An R.R. Bowker report on the state of publishing in 2010, however, shows a dramatically changing complexion of the book-buying market—one that could spell even greater demand for self-published work. With a decrease in brick-and-mortar bookstores comes an increase in online book sales—a self-publisher with a print-on-demand or electronic book sold from an internet storefront is a significant part of the bookselling game in today’s world.

This changing market, ironically, has also opened some doors for self-published works to get noticed by the traditional publishers—instead of taking on the risk of a new author, they are letting authors take the risk of publishing a first book and then, if all goes well, the traditional publisher may come knocking on your door.




Tradition, Tradition 

So, just what is a self-publisher? As you have probably figured out, it’s a person who writes a book, sees it through each step of production—from the artwork for the front cover to typesetting and design to printing—and then goes out and sells and markets it on his or her own.
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Fun Fact

Self-publishing isn’t new. Famous self-published authors include Mark Twain, Walt Whitman, D.H. Lawrence of the infamous Lady Chatterley’s Lover, and Edgar Rice Burroughs, creator of the original jungle hunk Tarzan.



In the traditional world of book publishing, an author pens a work (in the case of fiction and poetry collections) or an in-depth proposal (typically for nonfiction, which relies as much if not more on the information provided than the quality of the writing) and then goes out shopping for a publisher. Usually this is on par with trying for a million-dollar home loan with bad credit, no job, and no fixed address. In other words, it’s not easy.

The major publishing houses (as well as many of the midsize houses) have become more fixated than ever on the bottom line to the point where they cannot and will not take a chance on any project that does not come with as close to an automatic guarantee of success as possible. Tell-all biographies of fallen royalty and rock stars, and ghostwritten autobiographies of movie stars and megafinanciers are shoe-ins. So, too, are novels by proven winners like Suzanne Collins (The Hunger Games series) and James Patterson, or business, finance, and self-help books by professional speakers who already command thousands of dollars per engagement. The unknown writer with a new story to tell or a new idea to present faces an uphill battle.

This is not to say it can’t be done. New voices are heard all the time. J.K. Rowling, author of the celebrated Harry Potter series, for instance, was a first-time writer and welfare mum when her first book was bought by a British publisher, Bloomsbury Children’s Books. But like the thousands of aspiring actors who haunt Hollywood hoping for a break, there are far more hopeful authors than published ones.
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Stat Fact

According to a 2008 article in The New York Times, most titles published through the self-publishing giants Xlibris and iUniverse sell fewer than 200 copies; 40 percent of their sales are to the authors themselves.






Travails of a Novice 

The novice author’s travails don’t end when the sale is made. Let’s say you’re clever as well as lucky—you’ve written a top-notch book, and you’ve managed to sell it to a publishing house. Your work is done, you think. You can sit back and wait for the money and the fame to pour in. Well, not quite.

True, you don’t need to worry about the cost of the production of the book, but you don’t get much input either. Although typically you will get to look at a couple possible cover designs for your opinion, the publisher, who is fronting all the money, will get the final say—sometimes just for the simple fact that decisions need to be made and you are not in the room. Publishers with good author care will do the best they can to include you in the key decisions about your book, you will get to review—and veto—editing, but ultimately, the publisher gets to make decisions without you if need be—unless you are a key author and can negotiate checks and balances in your contract.
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Stat Fact

According to Mashable (mashable.com), Amazon reported in the summer of 2010 that their Kindle book sales had exceeded hardcover sales.



Then, after all the blood, sweat, and tears you (and presumably the publisher) have poured into its birth, your book may be released and then abandoned. Most publishing houses spend little time, effort, or money on promoting new books from unknown writers. The vast majority of published authors discover, to their dismay, that the publisher makes no promotional efforts whatsoever. All those autograph parties, book signings, media appearances, author tours, bookstore displays, print advertisements, and newspaper and magazine articles turn out to exist only in the writers’ fantasies. And with no promotions to help pave the way to bestsellerdom, all those published books die a quick and untimely death. They don’t even have time to languish on the shelves. If they don’t somehow sell themselves in a matter of four months to a year, they’re yanked out of the stores and the distributor’s warehouses, and consigned to book limbo for the rest of eternity.




The Star-Maker 

If all this sounds like unrelenting doom and gloom, take heart. There is an upside alternative—you can take the self-publishing route! As a self-publisher, you maintain total creative control of your work. You get to choose how it will look—everything from the size and style of the type to the size of the margins to the dimensions of the book itself. You choose the graphics, line art, or photos that decorate it inside and out. You decide on hardcover, softcover, e-book—all or some of the three. You choose the layout—whether you’ll have sidebars (those mini-articles that fit beside the running text), tip boxes, or pull quotes (oversized quotes pulled from the text). You decide on the cover price, which is a major factor in how well the book will sell. You also decide on how you’ll sell it: through distributors, by direct mail, through specialty retailers, through catalogs, online.

Perhaps most important of all, you handle the sales and promotions. You become a star-maker. You conceive and carry out a campaign of press releases, media appearances, author tours, internet exposure, media articles—whatever you decide it will take and whatever you want to do—to make your written baby a success.
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Fun Fact

Publishers of romance novels are notorious for insisting that each book contain at least one of the following as characters: a baby, a bride, a cowboy, or a cop.







The Reasons Why 

Like just about everything in life, there are some cons that go with the pros of becoming a self-publisher. One is expense. You, not the New York (or New Jersey or wherever) publisher, pay all the costs of production and printing. Another is effort. You have to be willing to expend the energy to plan and then carry out a marketing campaign, for which you will incur more costs. A third potential negative is that you have to have moxie. You must be ready, willing, and able to blow your own horn. This is true for any small-business owner, but even more so for the self-publisher. If you are a shrinking violet, you won’t get far. Despite these cons, there are a host of good reasons that lead bright, creative people down the self-publishing lane.


No One Else Will 

Some writers take the self-publisher route because no one else will publish their work. Traditional publishers send rejection slips for many reasons other than bad prose. Often manuscripts don’t fit the publisher’s mold because they’re too long or too short, the target market is too narrow, the subject matter is too obscure, the characters or setting don’t fit a predetermined matrix, or they “don’t quite fit our current guidelines” for any of a dozen elusive factors.

Once upon a time, editors who detected a spark of genius (or just plain mass-market saleability) worked with writers, nurturing and guiding them to the development of a terrific book. Now, with the fierce concentration on the bottom line, editors have become minions of the marketing department instead of shepherds of creativity. So even when they spot a new writer with budding talent, they can’t offer a contract unless the book fits the marketing department’s “blockbuster” mold to a tee.

A main ingredient that publishers (and literary agents, who sell projects to publishers) are looking for is an author with an established “platform.” If you are a professional (lawyer, doctor, psychologist, accountant) who already has a speaking circuit drawing sell-out crowds to your lectures and workshops, you have a ready-made “platform” from which to sell a book you’ve written. A large percentage of your audience will want to buy your book. If your audiences are comprised of 1,000 people at a whack, a publisher will find your platform to be a strong one from which to sell a book—if you do two speaking engagements a month that draw 1,000 each, you can do the math. Twenty-four such engagements a year can sell several thousand books and produce enough word-of-mouth promotion (people who went to the lecture and bought the book will tell their friends and colleagues, some of whom will buy the book without  having gone to a lecture)—well, the upshot is, these days especially, these are the figures that publishers want to be guaranteed.

Why, you may be thinking, should you give that business to the publisher? If you are drawing the crowds to begin with, why not produce the book yourself knowing that you are likely going to make your investment back? Why not, indeed!
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Smart Tip

What’s the difference between a self-publisher, an independent publisher, and a small press? A self-publisher produces her own work, while the latter two may publish their own work but also publish the works of other authors.




Control Issue 

Authors who have been published by traditional houses, only to find their work hopelessly mangled, sometimes turn self-publisher for their next books to maintain creative control. We have already talked about some of the ways publishers can tamper with the integrity of your book. And there are more. With the proper (often standard) contract, they can obtain the rights to your book but fail to publish it. There should be a clause in your contract that limits the amount of time the publisher can sit on the project without getting it out to the market—but then, if you choose to publish it yourself, you have lost all that time. Some contracts are written so that your publisher gets first-refusal options on your next book or two—which can be great for all concerned or not, especially if you feel they ill-treated the previous book. As a self-publisher, you don’t have any of these worries.


Money, Honey 

Writers often become self-publishers to keep the lion’s share of the profits. In traditional publishing, the author is paid on a royalty basis. This has nothing to do with being crowned king or princess, or even being handed a minor dukedom, but instead refers to the percentage of profits from the book. It can get as complex as quantum physics, but basically it works like this: The writer is paid an advance against royalties, or a sum of money that often represents the minimum royalties the publisher expects the book to earn. Authors usually get half the advance when they sign the contract and begin writing the book, and the other half when the book is completed to the publisher’s satisfaction. After the book hits the stores, the writer generally receives between 3 and 7.5 percent of the book’s net sales (more on “net” in a minute). These are the royalties. If the book never earns more than the advance, the author never sees another dime, which is what happens in most cases. And advances can be shockingly small: As little as $3,000 for a 50,000-word book is not uncommon.

Notice we said the royalties are paid on net sales, not gross. A book that retails for $14.95 on the bookstore shelf is not bought by the bookstore for $14.95; they have to make some profit. So the publisher discounts the book as much as 60 percent to the end seller, which pays only $8.97 to the publisher. The author’s 7.5 percent royalty from this tallies in at 67 cents. Kind of scary, huh?

This means the publisher, which isn’t exactly knocking itself out to promote the book, must sell a fraction over 4,477 books for the author to earn back that $3,000 advance on her royalties. When you factor in that many publishers only print 5,000 books on an initial (and probably final) run, you can see that the author is not going to get rich, or even keep body and soul together, on the books’ proceeds.

As a self-publisher, you get to keep everything your book earns over and above the actual expenses involved with production and promotion. Instead of cents on the dollar, you’ll earn the dollars themselves. Self-publishing is not a get-rich-quick operation by any stretch, but it can definitely be more financially rewarding than going the traditional route. However, you also need to do the sales and marketing to sell enough copies of your book to cover the cost of creating it—and more, if you want to make a profit.


Career Springboard 

Sometimes making a direct profit on your book isn’t the main goal for publishing the book. Many self-publishers use their books as career jump-starters. If you’re planning to segue from your current position into a new life as a professional speaker or consultant, a book can open a lot of doors. It gives you instant credibility. People think that since you’re a published author who’s written a book on website marketing or financial planning (or whatever your subject is), then you must be an expert. It never occurs to them that you and your publisher are one and the same entity—and they don’t need to know.

It goes without saying, of course, that you do need to know your stuff when you write nonfiction. If you offer people information, it’s up to you to deliver the real thing. But it is also true that a book—whether traditionally or self-published—is the sort of validation you can’t get from anything else.


Make a Difference 

Still other authors self-publish to make a difference in the lives of the people around them. They see a need and a way to fill it through their writing, and they feel compelled to put the two together. Anna Jaworski of Temple, Texas, wrote and published her first book after her infant son was diagnosed with a serious heart defect in 1994.

“I immediately asked for information about the heart defect,” Anna says. “When the doctors wouldn’t give me anything, I started to seek information myself. The only information I could find was dated and very discouraging. I wanted something inspirational and informative. I decided to put together a booklet of helpful information because I was afraid I would not be able to remember everything I needed to know. I wanted a ‘reference’ book—something I could refer back to when we were having surgery or complications.”
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Fun Fact

Self-published success stories aren’t limited to those that happened a century or two ago. Two hits are The Celestine Prophecy by James Redfield and The Christmas Box by Richard Paul Evans. These titles were self-published, then picked up by major publishers—Warner Books and Simon & Schuster, respectively.



Anna soon began sharing her research and inspiration with the parents of other children with the same problem. “I had started a rudimentary support group when my son was in the hospital,” she explains. “Even though our children had the fourth most common heart defect (and heart defects are the number-one birth defect in the country), we couldn’t find anything in print. In 1996, I decided to publish the booklet I had started writing. I called or sent letters to the parents I had shared information with and asked them for feedback. They requested more information on certain topics that I researched and wrote up. Then I added my son’s story at the beginning of the book. My booklet grew to the size of a book!”

Anna knew she had a product that could help people who desperately wanted information. But convincing a publisher was another story. “I queried every appropriate publisher I could find, and all of them sent me back nice rejection letters stating that my intended audience was too small,” she recalls. “My husband and I decided that even if we only sold one book, and it helped one family, it would be worth our time and trouble.” Anna’s Baby Hearts Press now has four books in print, two that she wrote and two collections of essays she edited. Anna also saw the opportunities in e-book publishing and offers her books in electronic editions as well.


Do It for Love 

A final—but oh-so-important—reason for becoming a self-publisher is for the sheer joy of it. This is a business that is going to take up a great deal of your time, effort, energy, creativity, and the contents of your wallet. So if you’re going to do it, you must love doing it. That’s how the majority of self-publishers feel. They love writing, reading, and publishing. They have a story inside themselves that’s bursting to be told, and they feel they have to get it down on paper and out in print. There’s  no choice. Even when the actual writing process seems painful (as it does to just about every author at times), they wouldn’t have it any other way. Answering the call of the creative muse is fulfilling, addictive, and just plain fun.




Profits from Pages 

How much can you expect to earn as a self-publisher? It really depends on how hard you choose to work at it, what your vision is for your company and your products, and your books’ market appeal. You may pen the definitive tome on the mating habits of the earthworm, featuring breathless prose and four-color photos, but you’re unlikely to find yourself with a runaway mass-market bestseller on your hands. If, on the other hand, you plan and produce books that appeal to a significant market, you have the potential to do well. (We’ll explore market research secrets later on in Chapter 3.)

Industry experts are loath to quote potential annual earnings because they can vary radically from publisher to publisher. Gross annual incomes among the publishers we interviewed for this book ranged from under $10,000 for a newbie to an anticipated $500,000 for a 15-year veteran. “Marketing is the key,” says Ross of SPAN. “You can make a living, you can make a comfortable living, or you can starve on the vine.” Self-publishing is a business venture and not just an artistic one.

Mary Embree, founder of and now a consultant for SPAWN (Small Publishers, Artists, and Writers Network) and a literary consultant, agrees with this line of thought. “I know one author who wrote and self-published a book aimed at the homeschooling industry and sold 5,000 copies the first year,” Embree says. “I know a lot of self-publishers who ordered a printing of 1,000 books and still have 950 gathering dust in the garage after three or four years. That’s the norm. Self-publishing may be disappointing unless the author has a workable plan to sell the books.”
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Stat Fact

The big discussion in publishing, and especially in self-publishing, is the e-book. Publishing your book electronically is cost effective, and, as the e-reader options are refined and expanded, the market is embracing e-reading with more and more enthusiasm.



The financial picture doesn’t have to reflect doom and gloom. “Books are fairly inexpensive to produce, and the markup is high,” advises Dan Poynter, a self-publishing guru and author of best-selling titles on the subject. “You can produce one for $2 and sell it for $20.” There are many expenses that will bridge the gap between these two figures considerably. But, according to Poynter, your gross does  not have to be as high as in other industries because with lower overhead costs, your net is higher.

Poynter makes another positive point for entering into self-publishing: “You do not have to make a lot of money as a self-publisher if your book contributes to your ability to sell other goods and services.” If you’re a chiropractor, for example, and you write and promote a book on back care, you position yourself to become a sought-after expert in your field—one with a higher earning potential.




Starter Fuel 

As the old adage goes, “You need money to make money.” In other words, you need startup funds. As a self-publisher, you’ve got it better than many new business owners, like those who decide to open a coffee house or hardware store. You can start out homebased, which means you won’t need to worry about leasing office space. You won’t need employees right off the bat—if at all—and you don’t need to plunk down funds for specialized equipment and inventory.

All you really need is a computer, software, a printer, a fax machine and/or scanner, and internet access—and you may already have some of these items. Your other major expenses will be for book printing and for sales and promotions.

So what’s the bottom line? “It can be minimal: a DBA [“doing business as”] license, letterhead, phone, answering service, fax, and email access,” says Nathan of IBPA. “You can work out of your home to start and grow into a company, as many successful self-publishers have. However, many of these publishers have moved from self-publishers to niche publishers, who publish other people’s works in a specific genre. These are the successful ones.”

“Startup costs are another question for which there is no clear answer,” advises Embree of SPAWN. “It depends on how many copies you are going to order from the printer, how it is printed (hardcover or paperback), how much you can do for yourself, and how much you will have to hire out (such as editing and typesetting).”

Startup costs are also extremely dependent on the size of your book—page count as well as outside dimensions—how much artwork is involved, how much equipment (such as computer and printer) you’ll need to buy, how elaborate that equipment needs to be, and how creative you’ll get with your promotional budget. As a ballpark figure, you can expect to spend $10,000 to $29,000 to get up and running, including printing and starting to promote your first book.

“Our first book cost us about $11,000 to print the first 5,000 copies,” says Steve Carlson, a self-publisher in Hinesburg, Vermont, who now also offers consulting  services and publishes books by other writers. “Fortunately, they sold out quite quickly and we went on to a second printing. The business has always paid for itself, although there were lean times in the early years when we didn’t make enough to give ourselves decent paychecks.”


The Risk Factor


Besides earnings and startup costs, two other important aspects to consider are risk and stability. There’s no point in throwing yourself and your money into a new business only to discover that it’s about as risk-free as a first-class ticket on the original Titanic, or that it’s a fad whose time has already passed. You want a business that has staying power.

Self-publishing is likely to be around for the long haul. We live in the Information Age, and people are interested in getting “content” from all sources, including printed books, about how to lead smarter, happier, healthier, and wealthier lives.

Readers are also always in the market for entertainment—from mysteries to romances. If you can produce a book that fulfills this need, and follow it up with another volume geared toward the same interested readers, you’ve got a winning ticket to a successful business.

The self-publisher’s risk factor is moderate. You can’t guarantee the success of a book unless you’re adept with a crystal ball. But if you choose your market wisely, target it closely, and work diligently at sales and promotions, you’ve got a fair chance at success.






Personality Plus 

Besides earnings, startup costs, and risk and stability factors, there’s one more important element to consider when deciding if self-publishing is the business for you: personality. Not everybody has the makings of a self-publishing pro. This is a career that calls for lots of time spent one-on-one with your computer and nobody else. If you’re the type who thrives in the hustle and bustle corporate world, with lots of other bodies and brains sharing your work space, then you may want to think twice.
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Stat Fact

Despite the rapid rise in the age of electronic content, don’t for a minute dismiss the demise of the printed book. Christopher Kimball, founder of America’s Test Kitchen, said in a recent edition of Publishers Weekly that the Cook’s Illustrated publisher had their best year ever in books. Their From Our Grandmothers’ Kitchens sold 22,000 copies in three eight-minute QVC airings!



Self-publishing also requires that you have a strong sense of what your target market wants to read. You don’t have to have your finger on the pulse of the entire nation, but you do—like Anna J. in Temple, Texas, who had intimate knowledge of the experience of a child with a heart condition—need an unerring instinct for the topics that will strike a chord in your particular audience.

You will also need megadoses of talent and creativity. You can get all sorts of assistance with grammar, punctuation, and spelling, but if you can’t tell a riveting story that will keep your reader spellbound (and this counts for nonfiction as well!), you definitely need to reconsider. This doesn’t mean that only Pulitzer Prize winners or those who won every creative writing contest in high school need apply. One of the most important aspects of writing is that you know your subject, that you’re passionate about it, and that your passion shines through. The rest you can learn.


To Boldly Go 

To accompany the talent and creativity, you must have follow-through. If you’re a dabbler, who thinks writing and then publishing a book might be fun, but you have a penchant for dropping projects before they’re half-finished, you won’t get far as a self-publisher. Lots of people would like to write a book, but they never get past the wishful thinking stage. As a self-publisher, you’ll have to be able to write that book in a timely manner and then see it through all the stages of publishing.

As a final, but terrifically important character trait, you’ll need the chutzpah to get out there and promote your books. You can boldly go on TV and radio, or stay discreetly behind the scenes sending out press releases and news articles, but if you really want to succeed, you’ll do both. Sales and promotions are the lifeblood of the self-published book, so you’ll have to be gutsy at selling a product you truly believe in—your own books.


All Walks of Life 

Self-publishers come from all walks of life. The ones we interviewed for this book had a variety of alternate careers including educator, congressional assistant, and  branch manager of a state environmental protection agency.
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Stat Fact

According to foner. com, bookstore sales were up by around $1 billion, from approximately $13.5 billion to $14.5 billion, in 2010 compared to 2009.



The tip here is that all these entrepreneurs figured out how to make their interests and their backgrounds work for them in their new careers. They have taken the skills and enthusiasm they had already acquired and applied them to the self-publishing business.


Caring for Your Own 

Steve C. in Hinesburg, Vermont, has been a successful independent publisher for 15 years, with more than 20 titles under his belt. “We describe our niche as nonfiction to improve the quality of life,” Steve says. “That’s a much broader niche than most small presses take on. However, I’d rather publish any book I like than stay with a specific narrow niche. Several of our titles have been on death and dying, but there’s no way I’d want to spend full time on those issues.” That’s a personal enjoyment decision, not a sound business decision. Although their company has expanded into consulting services and publishing books by other people, Steve and his wife started in self-publishing.

“I started in 1986,” Steve recalls. “I had left my job as a congressional assistant at that time to care for my mother, who was dying of AIDS. My wife, Lisa, was also tiring of her job as a teacher. She had researched how to care for one’s own dead without the help of a funeral director and was eager to write a book on the subject. Her book was the first we published.”

Since then, Lisa has left publishing to become executive director of a national nonprofit organization to protect the rights of consumers in their dealings with the funerary industry. Steve has developed other businesses for small presses, including a fulfillment, or order-filling, company that he’s since sold and a business software program called Publishers’ Assistant.

“Publishers’ Assistant is used by hundreds of publishers, mostly relatively small presses,” Steve says. “However, that has now become a partnership with my programmer’s company, so my involvement is reduced. As a result, my publishing house is now a full-time, one-person company, and I am devoting almost all of my working hours to publishing books.”
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Fun Fact

Good writing transcends age, gender, and time. The eternally popular tale of mankind’s botched attempts at creation, Frankenstein, was written by Mary Wollstonecraft Shelley when she was just 21 years old.
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Fun Fact

An unsolicited manuscript—one sent to a prospective publisher by an unknown author who is not represented by an agent—is said to be received “over the transom.”




Machine Guns and Memoirs 

Gary S. in Panama City Beach, Florida, is a state environmental protection agent by day and self-publisher by night. Gary’s niche is the biographies of World War II veterans—not the celebrated captains and generals, but average soldiers with their own exciting stories to tell from the front lines. “I started to self-publish in 1999, after I wrote my father’s World War II account, and soon realized there was a need for this type of product for veterans,” Gary says. “Self-publishing worked best because the men for whom I was writing wanted their stories out as soon as possible, and this was the quickest way to accomplish this goal.”


Branching Out 

Anna J., who self-published a book about children with heart defects to help other parents through her own experience, also published an inspirational title and branched out to publish the works of other authors who write on similar health-related topics. She transformed her one-woman sole proprietorship into a nonprofit organization with a staff to help with the workload.


SPAWNing a Successful Startup

An Interview with SPAWN Executive Director Patricia Fry

 



 




Patricia Fry has contributed hundreds of articles to about 260 different magazines, such as Writer’s Digest, Writers’ Journal, Cat Fancy, PMA Independent, Entrepreneur, Mature Outlook, The World and I, Your Health, and many others. She is also the author of more than two dozen books, many related to writing and publishing, such as the 300-page The Right Way to Write, Publish and Sell Your Book (Matilija Press, 2006). She established Matilija Press in 1983 and has produced several of her books through this company. She also has books with traditional royalty publishers.

Currently the Executive Director of SPAWN, Patricia was in on the ground floor of SPAWN 11 years ago working alongside founder Mary Embree as she established this networking organization.

Today, the articles she writes pertain mainly to writing and publishing. She also works with other authors and freelance writers on their projects and speaks at several writers conferences throughout the United States each year.

 



1. What are the hot trends in small publishing?

For inexperienced, hopeful authors, the fee-based . . . publishing service is big. Typically, when someone finishes his or her first book manuscript, they will immediately start searching for a publisher. A Google search takes them promptly to iUniverse, AuthorHouse, PublishAmerica, or other such companies. The author sends his manuscript as requested, it is accepted on the spot, and, in his exuberance, he signs any contract that is put in front of him.

For the slightly savvy author, the trend I see most often is an attempt to get representation by a literary agent and/or land a contract with a major publisher. This author typically quits too soon and either self-publishes or gives up altogether.

For established small publishers, the trend seems to be toward much greater involvement, more industry savvy through research, more creativity in the way they promote their books—more enthusiasm, more hands-on, more success.

 



2. Are there any categories that stand out sales-wise? Is nonfiction still tops?

I see more memoirs produced by small publishers and one-title authors than practically any other category. These are military memoirs as well as stories of abuse, illness, death of a loved one, overcoming mental illness, spiritual encounters, ancestor history, and even a journal of a Little League parent. Fiction e-books are overwhelmingly outselling nonfiction and children’s e-books. Memoirs had their day, but I understand that they are not popular with publishers now unless the author is a celebrated person.

Overall, in the industry, religious/spiritual/inspirational topics are always high on the list of bestselling books. Young adult and juvenile books are on the rise. But, yes, it looks as though nonfiction does sell in greater numbers than does fiction.

 



3. What are your thoughts on e-books? Is it a viable market for small/self-publishers?

With the advent of sophisticated e-book readers and easier access to services and programs that convert manuscripts to the various e-book formats, e-books have definitely come of age. Some independent publishers today are opting for e-books—many are publishing both a print and an e-book version.

 



4. Would you recommend fee-based publishing? Why or why not?

I rarely recommend them to authors, but I don’t bad-mouth them, either. We here at SPAWN strongly recommend that any author who is contemplating a relationship with a fee-based publishing service take two important steps first. Study the publishing industry so that you know your publishing options and the consequences of your decisions. And write a book proposal so that you are acutely aware of the validity of your book, your target audience, and how you will reach this audience. In other words, don’t rush blindly into publishing. Do your homework.

Once armed with enough knowledge to make an intelligent decision on your book’s behalf, no matter which publishing option you choose, make sure that everything you discuss with the sales rep or publisher is in writing and have an intellectual properties attorney look over the contract.

 



5. Where should a prospective new small/self-publisher start in regard to market research?

With regard to searching for a publisher, I suggest my book, Publish Your Book, Proven Strategies and Resources for the Enterprising Author (Allworth Press), as well as market directories such as Literary Marketplace and Writer’s Market. Also, look at books similar to the one you are writing in local mega-bookstores and see who published them. Contact those publishers.

In regard to book promotion, start by writing a book proposal. Your book proposal will reveal your target audience. Where are they? Where do they shop? What websites do they visit? What magazines do they read? What conferences do they attend? Answering these questions is your first step toward creating your book promotion plan. And then read Promote Your Book: Over 250 Proven, Low-Cost Tips and Techniques for the Enterprising Author by Patricia Fry (Allworth Press).

 



6. What’s your best advice for someone considering their own publishing business?

In most cases, I would rather see an author self-publish (establish his/her own publishing company) instead of going with a fee-based POD publishing service. I believe that a self-published author is generally more committed to his book—has a more intimate relationship with it—than one who turns the responsibilities over to a publishing service. In most cases, a self-published author generates more sales and more profit than does one who goes with a fee-based POD publishing service.

My hallmark presentation at writers and publishers conferences revolves around the book proposal. And I strongly recommend that any author of any type of book write a detailed book proposal.This is especially important when you decide to self-publish. Publishing is a business, and a book proposal is your business plan.

 



7. Are there any organizations (besides yours) that you think are valuable for a small publisher?

I would recommend Independent Book Publishers Association (IBPA) and Small Publishers Association of North America (SPAN).

 



8. Tell us a bit about your organization.

Mary Embree founded SPAWN (Small Publishers, Artists, and Writers Network) in 1996 in Ventura County, California, as a face-to-face networking organization for anyone interested in publishing. She envisioned having meetings where authors could connect with illustrators, where graphic artists could connect with freelance writers who needed brochures designed, etc., and where writers could meet publishers, for example. Within a few months, there were three chapters meeting once a month each in three different counties. Authors were sharing information and resources with one another, working relationships were formed, and everyone was learning from the various expert speakers at every meeting.

About ten years ago, we ceased the face-to-face meetings and turned to the internet where we continue to provide information, resources, and networking opportunities. We have a free monthly newsletter. Sign up for SPAWNews at www.spawn.org. Members receive the newsletter, plus a Market Update that is absolutely brimming with opportunities and information for anyone interested in or involved in the publishing field. We have an online discussion group, plus  we offer members the opportunity to include their books and services in the SPAWN Catalog of Members’ Books and Services and display and sell their books at various book festivals throughout the year.

Check out Patricia’s websites at www.matilijapress.com and www.patriciafry.com. and her blog site at www.matilijapress.com/publishingblog. She welcomes dialogue with other writers and publishers, so drop her a line at Plfry620@yahoo.com.






Seeing into the Future 

One final issue to consider is the industry prognosis: Will self-publishing be around well into the future, or will it go the way of the cassette tape and pet rock in a matter of months?

Self-publishing has slowly and progressively become “legitimate” over the course of the last two or three decades, but has really come into its own in the past four to five years. And with new outlets for self-publishers, from dotcom bookstores to print-on-demand and e-publishing service providers, the path is wide open for the self-publisher to compete on a far more even footing with the big guys than ever before.

Technology has made it possible for small independent publishers to succeed. With home desktop computers and publishing programs, self-publishers can do much of the work that once had to be farmed out to somebody else at considerable expense. This, coupled with the demise of many of the major publishers, has forced wholesalers and distributors to take self-publishers seriously. It has also forced major publishers to take small presses seriously.

Since many major publishers no longer have the go-ahead to nurture new talent and take creative chances in their own corporate worlds, they leave it to self-publishers to be the incubators of new talent, and then negotiate lucrative deals for successful new titles. This is a win-win situation that isn’t likely to change in the near future. In short, the self-publishing trend has taken off in a very positive way.
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Self-Publishing 101


OK, you’ve read through Chapter 1 and decided that self-publishing is the business for you. Terrific! But before you can produce that bestseller, you have to know what you’re doing. So don your virtual school jacket and step into the hallowed halls of Self-Publishing 101.




Ah, Vanity 

We’ve already explored the differences between traditional publishing houses and the self-publisher. You know that the self-publisher not only pens that great novel or nonfiction book, but also sees it through every step of production and printing, and then nurtures its sales and promotion. As a self-publisher, you can keep your books in print for as long as you can make sales—even if those sales are as few as five or ten per month. In contrast, traditional publishing houses may not keep your book alive for more than a year or two, despite the fact that a considerable untapped market may still exist.

Self-publishing isn’t new. It’s been practiced for hundreds of years. Writers we now consider literary luminaries—including Edgar Allan Poe, Virginia Woolf, and James Joyce—went the do-it-yourself route with great success.

But until fairly recently—within probably the last 20 years—self-publishing was basically the jurisdiction of the eccentric few. The literary world turned up its collective nose at writers who were self-published. It generally meant that your work was so awful that no one else in his or her right mind would print it, and that you had turned to a vanity publisher—always a bad move.

Subsidy publishers are a separate breed of publisher. They are distinct from traditional publishers in that a subsidy publisher does not take on any of the financial risk. You not only hand over your manuscript to them but you hand them the money needed to do all the tasks required to get your manuscript into print, publicized, and sold to the world. The prices charged by subsidy publishers are typically considerably higher than the going rates to have this kind of work done if you were to contract it à la carte to the various outside contractors that you need—copyeditor, proofreader, designer, printer, publicist, distribution house, etc.

As a budding self-publisher, don’t let anyone confuse your own legitimate publishing business with a subsidy publisher.




The Three Graces 

One really favorable aspect of self-publishing is that it forms a perfect bond with two other complementary businesses—seminar promotions and mail order, which lend themselves ideally to one another and to the business of self-publishing. Together, these businesses make the ultimate trio.
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Smart Tip

New titles that a publisher has just released are called its frontlist. Old standbys, the books that are no longer new but are steady sellers, are called the backlist.




All Fired Up 

One of the best ways to promote your books and encourage sales is by giving seminars, workshops, and lectures. People who listen to your presentations get fired up. They are excited about the subject and want to take immediate action. And what better action than to buy your books, conveniently displayed at the back of the room? Seminar professionals have long understood this concept, which is known as making BOR or back-of-the-room sales.

You might think that giving talks is not your style, but think again. As an author/ publisher, you’ll be promoting your products at everything from miniworkshops at your local library and bookstore to media appearances on local TV. Chances are, you’ve written a book on a topic you know quite a lot about. Seminars are a logical extension, and they can be fun!


Books by Mail 

Another top-notch way to sell your books is through direct mail, which is another term for mail order—where you are promoting directly from your business to the end consumer. Traditionally, publishers have sold their products to their readers indirectly—through special book distributors who sell the products to bookstores (that sell them to consumers). This method isn’t always the best one for the new self-publisher, and indeed it should not be the only one.

Distributors typically demand a discount of anywhere between 40 and 60 percent off the cover price of a book, which effectively skims the cream off the publisher’s profits before he or she has even considered other costs, like shipping and promotions. In addition, book distributors frequently don’t work as hard to sell for small presses as they do for the giants like Random House.

As a self-publisher, you don’t have to go solely with the distributor route. You’ll have targeted a special market niche that’s already interested in your particular topics even before you print your first book. It makes sense to sell directly to those readers via mail order. This gives you a portion of your sales that you don’t have to cough up heavy discounts for—and your readers even pay the shipping costs.

We’ll come back to seminars and mail order in Chapter 10. For now, keep these options in mind, since they can work wonders for the self-publisher.
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Stat Fact

Do men really read more nonfiction than their female counterparts do? According to a recent report from the National Endowment for the Arts (NEA), yes. Just over 62 percent of men who read choose non-fiction. Women choose literary works a little more than half the time, at a rate of about 55 percent.






Anatomy of a Bestseller 

Now that we’ve investigated who will publish your book and how you’ll sell it, let’s talk about its anatomy. Take a stroll through any bookstore and you’ll see that there are dozens, if not hundreds, of variations on a theme. True, they all have a front and back cover with text and occasionally some graphics in between. But they come in all sizes, shapes, and subject matters.


Fib or Fact 

Perhaps the biggest difference in the types of books that are commonly sold is whether they’re fiction or nonfiction. People are often confused about which is which, but it’s simple, really: Fiction is make-believe, a story the author invents for the purpose of entertaining his readers. Nonfiction, on the other hand, is fact—it can be entertaining to readers, but it relays true information rather than an invented tale.

A romance novel is fiction—an invented story about a make-believe hero and heroine. A biography can be romantic, for instance the love story of Princess Grace and Prince Rainier of Monaco, but since it’s about real people, it’s nonfiction.

Mysteries like those written by Agatha Christie are fiction. The “who” in whodunit, as well as the “what” of what was done, is pure invention. However, a book dealing with a real-life mystery, like who killed the woman known as the Black Dahlia in 1940s Los Angeles, is nonfiction, so it’s classified as “true crime.”




The Nonfiction Edge 

Which should you write? Industry experts tend to agree that nonfiction is a far wiser choice for the self-publisher than fiction. If you’ve been scribbling away at a heart-pounding mystery, a heart-wrenching romance, or some other invented tale, this may seem like exactly what you did not want to hear. But take heart—there are new options, especially in the e-book world, that have only recently become available, making self-publishing fiction a whole new ballgame. Before we get to that, let’s  explore why nonfiction is generally a better bet for the self-publisher.

First of all, Americans read far more nonfiction than fiction. In a Gallup survey, 46 percent of respondents said they have nonfiction books on their nightstands, while only 35 percent have their noses stuck in novels or other works of fiction.
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Stat Fact

According to the Association of American Publishers’ Bookstat study, overall U.S. publishing revenues grew in 2010 despite unprecedented change in the industry.



Nonfiction categories are experiencing strong gains in both production and sales. You don’t have to be a “name” to sell nonfiction. When readers head to the bookstore on the prowl for a good story, they look first for a name they already recognize, like Stephen King, Jackie Collins, or John Grisham. So if you have penned a tale of horror, lust among the monied classes, or a legal whodunit, you’ve got stiff competition. However, when readers go to the bookstore to find a book on cooking hors d’oeuvres or creating healthy relationships, they look for content rather than celebrity authors.


Hold the Autobiography


The more time you spend in the publishing business, the more you’ll hear people proclaim that their life story would make a great book. And while most people’s lives—due to the very nature of life itself—contain lots of drama, trials, and tribulations, they’re not necessarily the stuff of great prose.

If you harbor this thought yourself, think carefully before committing fingers to keyboard. Have you lived through some great natural disaster or historical trauma? Do you have a truly dramatic story, like having survived frostbite, gangrene, and/or cannibalism on a snowy mountain peak; sailing around the world single-handedly; or being dead for four hours and coming back to tell about it? Have you overcome a terrible physical or mental handicap? Do you have a really interesting and extraordinary job or hobby, like bounty hunter, movie star, Mafia hit-person, CIA spy, or ghostbuster?

These are not all requirements for autobiographical success: People have written winning tomes based simply on growing up a child of the Depression in the 1930s or a Beaver Cleaver-clone kid in the 1950s. But as with fiction, unless you’re a stellar writer with an excellent hook on which to base your tale, you’re facing an uphill road to self-publishing success.




Sure it helps if you’re Martha Stewart or Dr. John Gray, but it’s not everything. If your book gives readers information they can use, chances are they’ll probably buy it.


Constants with Clout 

Nonfiction comes in all subjects, everything from connecting with your computer to communicating with your dog to conducting electricity—and lots more. Some genres, however, have more clout with readers than others. Take a look at these constants of the bookstore shelves:
• Cookbooks. Cookery books, as the British call them, were an “acceptable” self-publishing avenue long before any other genre. Today they are even considered collectibles in some circles. Think back to all those spiral-bound volumes you have seen through the years that were put together as fund-raisers by countless junior leagues, church groups, and chambers of commerce. They sell! But you do not have to be a nonprofit organization to write a cookbook. If you’ve got a flair for food, you might consider this genre, especially if you can target a special niche, like heart-healthy, diabetic, vegetarian, vegan, picky-kid/spouse, or harried working parent.

• Self-help. This is a perennial favorite on the nonfiction shelves. Americans are always looking to improve their own self-esteem or their children’s self-confidence, to strengthen good relationships or cut off bad ones—in short, to build psychological well-being. If you are a psychologist, psychiatrist, minister, social worker, or other mental health professional with a theory to propound, self-help can be a good nonfiction base for you.

• How-to. Another enduring favorite, the how-to guide runs the gamut of topics. You can write—and probably sell—a book on anything from woodworking to quilting, car repair to computer repair, flea market decorating to scuba diving. If you’re either a schooled or self-styled expert in just about any hands-on activity, chances are you can turn it into a book.

• Inspirational/motivational. Also perennially popular, inspirational and motivational books can be mega-sellers. Just look at all those Chicken Soup for the Soul (Health Communications) books—of which there are now an astounding 100-plus volumes and counting! Peruse the scores of minibooks displayed on and around bookstore checkout counters (where they make terrific impulse buys), and you’ll see that most of them are inspirational: A Sister Is a Kindred Soul, Love Notes of the Great Poets, Grandbabies Are for Spoiling. The list goes on and on. If you can come up with inspirational or motivational material that strikes a chord in readers, you might do well with this genre. 


• Regional. This is a relatively unsung genre in which the self-publisher can often excel. If you live in a big city or a heavily toured area, consider writing a restaurant or attraction guide. Or how about a volume featuring local history, local lore, or even area ghost stories? You might target the book toward families with young children, seniors, or the physically challenged. Use your imagination!






The Format 

Nonfiction doesn’t necessarily mean a 400-page volume of closely spaced text. It can encompass books—or perhaps more accurately, documents—of all lengths and sizes. You can format and sell your text as any one of the following:
• Full-length books. We’ll explore book sizes and page counts in depth in Chapter 7. For now, let’s say that a book by traditional definition is a collection of bound material that contains 48 or more pages, not including its front and back covers.

• Pamphlets and reports. These are smaller than books (unless they’re produced by an office of the federal government) and focus on a single narrow topic. Bookstores won’t buy reports, but some intrepid self-publishers do very well selling them via mail order or on the internet as e-publications. Self-publishing guru Dan Poynter, for instance, sells 51 specialized reports on different aspects of the business at his website, plus offers quite a bit of free information (see Appendix under “Consultants” for contact information). You might publish reports on aspects of foreign or domestic travel, the how-tos of clearing up your credit or obtaining college scholarships, producing various handcrafts, designing a website, or grooming different breeds of dogs—or anything else that’s short, informative, and will interest a specific audience.

• Minibooks. These are generally of the inspirational/motivational variety we talked about earlier and are impulse buy and/or gift-oriented: 10 Cool Things About Cats, Daughters Are Perfect People, or The Fairies’ Flower Language, etc.








Back to the Fiction 

Now let’s take another look at fiction. As we have explained, fiction has traditionally been a harder sell for the self-publisher. This doesn’t mean it can’t be successful. What it does mean is that you’ll need to double up on your marketing smarts.
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Fun Fact

According to a survey published in The New York Times, 81 percent of people feel they have a book in them.



You need to consider how to make a novel commercially viable, advises Marilyn Ross of SPAN. How? Make it regional so it will sell regionally. Give your protagonist an interesting job, like spelunking, that other cave-explorers will want to read about. Really project what the important topics of the day will be when your book comes out so you can serve as an authority on those subjects. “You need to be calculating,” Ross says. “You need a hook and you need publicity.”
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Fun Fact

In the 19th century, penny dreadfuls were inexpensive, sensational novels of crime and adventure, so called because you could buy them for mere pennies. They didn’t have a reputation as literature, but they sold like mad!



Terry Nathan of IBPA agrees. “I think it’s much easier with nonfiction, but specialized fiction [e.g., gay/lesbian, mystery, western, and sci-fi] can stand a chance of success as an independent. But general mainstream fiction still needs lots of dollars invested, in most cases, to tell the world about the book and to make a star of its author.”

With the recent advent of e-publishing—which we will explore later in this chapter as well as in Chapter 6—the fiction-writer’s handicap has begun to fade. As with just about every other kind of business, the internet seems to be leveling the playing field for writers. E-publishing is making fiction a more viable proposition by opening up new avenues of distribution. However, keep in mind that for most self-publishers it’s still not anywhere near as profitable as nonfiction.


Fictional Formats 

OK, so what kinds of fiction should you publish? There are many formats to choose from, but some are more popular among readers than others.


• Novel. This is the one everybody recognizes as a “book,” a full-length tale by the likes of Danielle Steele, Dean Koontz, or J.K. Rowling. Novels come in genres like mystery, thriller, romance, horror, sci-fi, or “general fiction,” which loosely includes any story that doesn’t fit neatly into any of the traditional categories. And being the most recognizable, as well as the most popular type of fiction, novels are also the easiest to sell.

• Short story. Once upon a time, short stories were the lifeblood of many a successful author. Then this fiction format fell on hard times: A scant few were published in magazines, and even fewer found their way into books. Recently, however, the short story has bounded back to life due perhaps to the trendiness of 1950s art and artifacts, and traditional publishing houses are pumping out  the collected short stories of various writers with zeal. Keep in mind, however, that the general public isn’t nearly as interested in short fiction as in novels—if this is what you want to publish, you’ll have to market assertively.

• Novella. A novella is shorter than a novel but longer than a short story. It’s often grouped with two or three other tales of the same length by the same author, into a full-length book. Again, unless you’re Stephen King or Nora Roberts, this format is going to be a tougher sell than a novel, but with e-publishing it is more of an option than ever before.

• Serial. Long, long ago in a century far away (the 19th, to be exact), serials were very popular. They were actually novels divided into several installments and printed in successive issues of magazines or newspapers. Eagerly devoured by legions of devoted readers, serials were a sort of pre-electronic version of the TV miniseries. Today, after a very long hiatus, the serial has been resurrected, thanks in no small part to e-publishing.

• Poetry. Let’s face it: Most folks consider poetry to be “arty” and basically unreadable, except as high school or college penance. Even with e-publishing, this is not going to be a major seller. If you’re a poet at heart, do it for enjoyment but don’t plan on it as a source of sufficient income.

• Children’s picture book. People often have the misconception that writing a children’s book is easy. It’s not! A successful picture book is a carefully designed mélange of artwork and words that creates a verbal as well as a visual world. It has to speak to kids, as well as to parents on several levels, who will have to read it over and over and over again. But this doesn’t mean you should give up before you start. Children’s books can be timeless bestsellers, and there is always room for one more. If you’re not an illustrator yourself, find one whose vision matches your own. Plan each scene on each page with care and with its own message, just as Anna J., the self-publisher in Temple, Texas, did with her children’s book.






Outsourcing Options 

If you’re reading this book, you’re probably a writer already—or you’ve at least got a pretty fair idea of the topic(s) you plan to write about. However, if you love the idea of publishing but are not sure you can pen an entire book on your own that people will actually want to read, fear not. There are several other sources from which to choose that will still give you the creative power of the press, while letting someone else do the brunt of the writing: 
• Out-of-copyright books. Haunt garage sales, flea markets, and used book stores, and you can turn up terrific old books that are now in the public domain. When exactly a work is out of copyright can be complicated. Go to the Library of Congress website at www.loc.gov/copyright for more information and always check with your attorney. With a little imagination and a catchy introduction, you can turn all sorts of dated material into a charming or clever outing. How about a 1890s Boys Own Paper book on camping skills, or a sweet foray into Victorian manners with an antique wedding planner?

• Anthologies or collections. Take a noodle from the bowl of the prolific Chicken Soup for the Soul publishers and put together an anthology of tales by various authors. Each story should have a common theme, like Victorian ghost tales, yarns for sailors, or gems for gardeners. Alternatively, you could take a more factual approach and put together a collection of articles on a particular topic—anything from dyslexia to the business of jewelry design to the truth about UFOs. You might commission new material, or reprint stories or articles that have already appeared elsewhere. If you take the latter approach, make sure the rights to the story are actually available before you include it (see the section on subsidiary rights in Chapter 13).

• Other writers’ books. Once you hang out your publishing shingle, you’ll discover that authors will flock to you. You may already know several writers who would love to have you publish their books. If you don’t, join a few writers’ groups, which you can find in your hometown or in the global village of the internet. You’ll probably find an author in one of these groups whose work is worth nurturing and then publishing.
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Fun Fact

Charles Dickens’ immortal tale of lost boys and larceny among the lower classes, Oliver Twist, was originally published as a serial.






The Potential of e-Publishing 

We’ve made enticing allusions to e-publishing throughout this chapter. So now, without further ado, let’s delve into e-publishing and find out what it involves.


e Is for Internet 

The “e” stands for “electronic,” but what it means to you is “internet.” When you publish a book the traditional way, you have it printed on paper and bound between  cardboard covers. Then you take your dead tree, paper-and-ink books and distribute them to bookstores, libraries, specialty stores, and direct mail customers.
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Fun Fact

The website www.self-publishingresources.com points out that e.e. cummings’ first book, The Enormous Room, was self-published. He dedicated it to the 15 publishers who rejected it. The book is now considered a masterpiece.



When you e-publish a book, you place your text on an internet website where it can be purchased directly by readers. This neatly eliminates two of the self-publisher’s biggest costs: printing and distribution. Most e-publishers offer consumers several options for transforming their work from electronic bytes to readable book. Consumers can:
• Download material onto their computer’s hard drive and then read the text on the computer’s monitor, or print a hard copy using their own printer

• Purchase the material in CD form so they can read it using their computer or print a copy

• Purchase the material as a printed dead tree or p-book that will be mailed to them (an option not offered by most e-publishers)

• Download the material onto an e-book reader (a hardware device about the size of a paperback book, which allows material to be read on screen)






The e-Advantage 

As a self-publisher, you can put up your own site, or you can upload your book on one of the dozens of e-book sites that are springing up all over the internet. There are numerous advantages to the latter:1. You let somebody else do all the work of converting your text to a PDF file, a language computers use to translate your text into a downloadable format and then back again to plain English.

2. Some e-book sites provide “cover” art for your book, which saves you the expense of finding and then paying an illustrator.

3. The site acts as a virtual bookstore where readers will hopefully choose your title from among all the others offered, thus providing you with “shelf space” without having to go through traditional avenues of distribution.

4. E-book sites offer generous royalty schedules—generally from 30 to 70 percent of the list price of each title. Keep in mind, however, that e-books often sell for less than conventional p-books. The norm is anywhere from $5 to $8.95,  although prices can soar to $19.95. Or they can “sink” to $2.99 but perhaps sell exponentially more copies to reach higher earnings in the long run than a higher price might.

5. Some sites have editorial guidelines and don’t accept every author and every title, while others are happy to let anybody upload anything.

6. Most e-book sites are more than happy to accept fiction!




Too Good 

If all this sounds too good to be true, it’s not. E-publishing is phenomenally exciting. The dawn of the e-book came and went without the earth-shattering sales many industry spectators were anticipating. However, some of the early resistance and issues have started to iron themselves out. The market is becoming much more accepting of the e-book format. According to www.selfpublishingebooks.com, sales figures are encouraging, with a 2.4 percent increase in e-book sales in 2010, accounting for 19 percent of HarperCollins’ overall sales in that year. The market has responded with improvements in e-book readers and greater accessibility (i.e., lower costs for the readers) than ever before.
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Fun Fact

Stephen King’s writing career almost ended up in the wastepaper basket. After suffering the rejection of two earlier novels, King tossed a work-in-progress into the trash. His wife, Tabitha, dug it out and convinced him to forge ahead. In 1974, Doubleday bought that manuscript—called Carrie—providing the King of horror with enough money to quit his day job as a schoolteacher and write full time.



However, like any other form of publishing, e-publishing demands scads of promotional time, effort, and talent to achieve true success. If you’re not willing to make that commitment, your title will probably languish on the virtual shelf of the e-book site just as it would languish on the racks of a brick-and-mortar bookstore.





 3

Plotting Your Bestseller

Market Research

 




Authors often believe that they should write a book first, then find an audience later. This is a fine approach for fiction. And it may be a viable proposition for the nonfiction writer who’s a dabbler or hobbyist—but it’s not necessarily profitable. As a self-publisher, you’re writing and producing a book with a specific goal in mind: to make money. You may have other goals in mind as  well, like Anna J., in Temple, Texas, whose primary goal is to help the families of critically ill children. But if a goal of your publishing venture is to make money, or at least for it to pay for itself, you can’t be successful without understanding your book’s potential market first.

So your first mission in becoming a self-publisher is to conduct market research. This will help you determine whether there is in fact an audience, or market, for your book. Your research should tell you how large that market is and even narrow down what specific elements your target market wants to read about in your book.




The First Task 

The first task you will have is to decide what exactly your book will be about. You may already have made this decision, down to the tiniest detail, or you may still have a wide-open field in front of you. Either approach is fine, so long as you keep in mind the following guidelines:
• Be a cheerleader. Enthusiasm sells books. You can’t write a winning book on a subject you think is dead boring. Cast your mind back to the agony of all those fatally dull high school and college term papers. It’s no fun to write about something you’re completely uninterested in, and it will show in your text. But if you write about something you feel truly passionate about, you stand a better chance of excelling at it.

• Be in the know. You must have a thorough knowledge of your subject. Knowledge gives your words confidence and credibility—the first steps to bestsellerdom. If you do not know everything about your subject, get out there and research, research, and research some more and build some credentials for yourself.

• Fixate on your focus. Make sure your book has a well-defined subject. A cookbook called Good Food won’t attract anybody in particular—it isn’t focused on any specific interest, need, or goal. But a cookbook called Festive Parties for Frazzled Folks, or Brain-Booster Cookery, or even Cooking Lean will attract a legion of readers with their promises of stress-free party giving, boosted brain power, or slim and trim tummies.

• Quench a thirst. Remember that readers buy books based on their wants and needs, thirsts that you as a self-publisher can slake. These can run the gamut: a desire to retire rich at age 40 or a need to find a better-paying job; a desire to find a husband or a need to save a marriage; a desire to grow bigger flowers or a need to feed a family on home-grown vegetables. Besides  hard-core nonfiction topics, readers of all ages, genders, and walks of life have an unquenchable thirst for entertainment and inspiration in the form of fiction, biographies, autobiographies, and humor.








Your Target Market 

Now that you’ve decided what you’ll write about, you’ve probably already figured out—at least in part—who you’re writing it for. This is your target market. And it’s very important. You would not write a book called Home Driveway Auto Repair with the goal of selling it to urban New Yorkers who do not have driveways, or to people who think Makita is a furniture style and not a power tool.

If your target market is too small, your book is unlikely to be lucrative. If you write a genealogical history of your immediate family, for instance, you’ll have eliminated your entire market once your parents, your siblings, and Aunt Ethel and Uncle Bill buy copies. (And they probably won’t actually buy those books anyway. They’ll insist that as family they should get complimentary copies.) But if you write a history of the Celtic families of California (with yours just one among them), you may find you have thousands of readers to sell to.
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Smart Tip

If you are serious about finding the most accurate, up-to-date sales and market information, consider purchasing a membership to Nielsen Bookscan. Yep, this is the same group responsible for the Nielsen TV rating system. They extended their reach to books, music, and even software. You can harness the power of Nielsen research and search for sales information by title, author, category . . . you name it. Though pricey, the information is worth its weight in iPads! Check out bookscan.com to find out more.




Nudging into Your Niche 

As you target your market, start thinking market niche. This is your special corner of the market, the area of expertise and interest that makes your book, and what you have to say in it, stand out from any competition you may have. There are lots of books on the shelves, for instance, on crafts. But if yours is specifically for busy working people who don’t have the time to fashion Christmas tree decorations or Independence Day doodads (until you show them how), then that’s your niche: crafts for the constantly hectic.

If you write a self-help guide on the power of positive thinking, you’ll have to compete with the scads of similar volumes already out there. So you will want to  consider a market niche that makes yours special. Is it positive thinking for the hopelessly pessimistic? Is it positive thinking for families to practice together? Or is it positive thinking for teachers?

Spend time online and in bookstores finding out more about what’s already out there on the shelves and find a totally new spin on the subject. See what sells well and what doesn’t, and consider the customer comments of your competitors. Many times, those comments provide clues on what worked in a similar title and what didn’t, giving you a roadmap of where to take your unique approach.

Gary S., the self-publisher in Panama City Beach, Florida, found his market niche in books that deal with the experiences of World War II veterans. His books are oral histories, personal stories told directly by participants in the action—which sets his works apart from the tomes written by historians who hadn’t “been there and done that” themselves. Anna J.’s market niche is that her books are written for families that have a child with a heart defect—a special group for whom no other books exist.


Clarity Sells


Once you decide on a subject for your book, you’ll want to narrow its focus. The clearer you are about your topic and who you’re writing it for, the easier it will be both to write and sell. If you’re an avid gardener, for instance, you could choose any one of several intriguing directions to focus on:

[image: 129] A guide for the after-work gardener


[image: 129] A children’s book for the young beginning gardener


[image: 129] A manual on gardening in your specific region of the country


[image: 129] An anthology of inspirational stories by gardeners of all ages and walks of life


[image: 129] A gardener’s cookbook


[image: 129] A book on gardening as therapy for the elderly


[image: 129] And lots more! Use your imagination!










Researching Your Reader Base 

Once you target your market and develop your special niche, you’ll want to research it to make sure it’s large enough to support your publishing efforts. There are all sorts of ways to go about this, from gathering statistics to taking informal surveys.


Send Me a Letter 

One sure-fire way to ascertain the size and interest level of your target market is via direct-mail surveys. You won’t blanket the entire state of Mississippi or the San Francisco Bay area (or wherever you live) with questionnaires; this would be extremely expensive, as well as unproductive. Instead, you’ll narrow your focus to the very potential readers you want to attract.

If you’re writing an alternative therapy book for people suffering from arthritis, for instance, you would send surveys to members of local, regional, and national arthritis support groups. If you are penning a book on closing techniques for real-estate agents, you’ll send your surveys out to the members of various real-estate boards.

If you belong to an association, organization, or listserv (an electronic mailing list), and it just happens to be affiliated with your target market, you have it made. You may already have a directory packed with names and phone numbers at hand. If not, you may be able to beg, borrow, or buy a directory from the organization’s main office. If your market niche is something more general, like a volume of inspirational thoughts for each month of the year, you might still start off with the members of your club or group. Your common membership will act as your proverbial foot in the door. If you don’t belong to any groups, how about a church roster or neighborhood association? Use your imagination!

What should you ask? Check out the “Market Research Survey” on page 36. Your queries will relate to your own target market and written product, but you can use this as a starting point for what and how to ask.
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Stat Fact

According to ezinearticles.com, the main topic people buy e-books on is how to make money. Second in line is how to save money, while third is how to save time.




Hello Central 

Another way to reach potential customers is through telephone surveys, which are basically the same as direct-mail or listserv surveys—with one important difference. People don’t always react kindly to unsolicited calls these days when telemarketers are striving mightily to drive us all around the bend with their poorly timed appeals. Unless you’ve got thick skin, it can be difficult to make cold calls to people you don’t know and pick their brains.

 
 Market Research Survey

This sample survey is designed for market research for a book on affordable housing for seniors.

1. If you’re a senior citizen, what is your age? ______________________________

2. Are you living on a fixed income? ______________________________________

3. Have you experienced difficulties finding affordable housing? _____________

4. If yes, what avenues have you explored and what were the results? _________
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5. Where are you living now (i.e. apartment, house, condominium, etc.)? _______
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6. What do you pay for rent per month?
[image: 130] $200 to $700 [image: 130] $701 to $1,400 [image: 130] $1,401 and up



7. Is your rent subsidized by the government or another agency? _____________

8. Do your children or other relatives help to pay your rent?__________________

9. Would you be interested in a book that would guide you to find affordable housing?_______________________________________________

10. How much would you be willing to pay for such a book?_________________

11. What specific information or problems would you like to see addressed in relation to this topic? _______________________________________________
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12. Have you read a book or pamphlet of this type in the past?________________

13. If so, did you find it helpful? Why or why not?__________________________
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14. Please comment on the title Affordable Housing on a Fixed Income (love, like, dislike, or detest, and why):____________________________________________
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15. Please comment on the title Home Alone: Affordable Housing for Seniors (love, like, dislike, or detest, and why): ________________________________________[image: 028]





However, if you use a membership list from an organization you belong to, you may have a foot in the door. Your call won’t seem quite as unsolicited if you can say that you (or your sibling, spouse, or child) belong to the Upper Peninsula Chapter of the Antique Car Restoration Society or the Michigan Educators Society, etc.
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Smart Tip

Anna J., the self-publisher in Temple, Texas, used listservs (email message-sharing groups) to help determine her market. Since she belonged to several listservs for parents of kids with heart defects, she was able to judge the number of families who needed her books.






Statistics on Tap 

Besides going directly to your prospective readers for your market research, you’ll also want cool, calculated statistics. For that book on alternative therapies, you will want to know facts like the number of arthritis sufferers there are in the United States. For a regional title on coastal home design, you may need to know how many people  build second homes on the Florida Gulf Coast.


An Added Bonus


There’s a secret bonus to taking market research surveys: Your respondents help you write your book! When you ask what specific elements prospective readers would like to see addressed, you know what to include in your book.

Of course, you have to be selective about the results. If one person out of a hundred claims to want to read about growing deadly nightshade in a garden text, you can safely leave that topic aside. But if 95 people out of the same 100 ask for information on growing tomatoes in a shade garden, you can assume this is a subject most readers will genuinely be interested in.

You can also use this survey information in your back-of-the-book blurb—the sales material you print on your back cover. How? Write up something like, “Shade Tree Gardening answers the questions America’s home gardeners want to know!” Or, “Shade Tree Gardening is the book America’s home gardeners helped design!”



The answers to questions like these will help you determine just how many prospective readers you can expect and if that number is large enough to be lucrative. Where do you get all this statistical stuff? Try the following sources.
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Smart Tip

It’s long been a known fact that people are unlikely to return a mail survey unless you offer them an incentive. Email surveys are no different, so get creative! Give your recipients a coupon for 10 percent off your book when it comes out. This gives you a head start on advance sales and also helps spread the word about your book. Provide your incentive in the subject line of your email or they may never open the survey to get to the discount offer.




Library Look-Up 

Ask your local reference librarian, a person well worth making friends with. Pay her a visit and explain what you need to know and why. Librarians live for books, so the fact that you’re writing one gives you extra brownie points. Tell your librarian that you need to know how many florists, bed-and-breakfast inns, or adults with Alzheimer’s there are in the United States. She  will provide you with stacks of demographic statistics; more facts and figures than you might imagine could possibly exist.


Get on the Net 

You’ll find the answers to all sorts of fascinating questions on the internet. For starters, check in with the U.S. Department of Commerce (www.doc.gov) and the U.S. Census Bureau (www.census.gov). Click on any number of general and specialized search engines, from Yahoo!, to Google, to InfoJump, and get the scoop from millions of articles, publications, and websites that relate to your area of interest.


Try the Target 

Sometimes the best place to go for information on a target market is the target itself. If your market is crafters, for instance, you’d contact the National Craft Association and the Association of Crafts and Creative Industries for counts of their members. To find out the number of dog breeders, you’d talk to the folks at state and regional breeding societies. You get the idea.




Check Out the Competition 

While you’re doing your market research, don’t forget to check out what sort of competition your book will face. Ask any literary agent, and they’ll tell you that’s one of the first things they consider. Specifically, you want to look at these key questions:
• How many books are already out there on your subject?

• What are their strengths and weaknesses compared with the one you plan?

• What sets your book apart from the crowd?
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Beware!

Those up-to-theminute rankings on Amazon.com are great, but keep in mind that they don’t tell the whole story of a competitive book’s sales. They provide snapshots of how a particular book is performing on a particular day. Complete the sales picture with comprehensive sales information from Nielsen Bookscan.



This part of your market research is fun—it means that, darn it, you’ll have to abandon doing the laundry, mowing the lawn, or preparing your income tax return, and spend time in the bookstore. Peruse the shelves.  Look at any book that could conceivably match yours and see how it stacks up in respect to the key questions above.

Keep in mind that the bookstore is where you want to be. The library is not the best place to do this kind of research because most of its volumes will be several—or several dozen—years old. You want to know what readers will see today or tomorrow that will compete with your volume, not what was popular 5, 10, or even 20 years ago. You want to know what other publishers’ market research has shown to be worthy of stacking on those bookstore shelves today. And that is what bookstore crawling will tell you.
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Smart Tip

The fact that there are no books the least like yours on the shelves can be a plus—or a minus. If you find a dozen titles on financial investments, it doesn’t necessarily mean the market is saturated; it means people are eager readers on the topic. If you can’t find even one volume about cockroach farming, this can be a valuable clue that there’s no market for the subject.
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Your Publishing House

Office and Business Structure

 




Every publisher, from the mighty Time Warner Publishing to the smallest small press, has a “house,” or office. As a self-publisher, you’ll need one, too. You’ll also need a sound business structure that will take you from novice book producer to seasoned publisher. In this chapter, we’ll investigate the issues involved in getting established, including your legal business  structure, company image, and domain name, as well as dealing with zoning regulations and Uncle Sam. It’s not all drudgery, and it is crucial for getting your business off to a good start. So let’s get to it!




Creating an Image 

Even though self-publishing has come out of the closet and is now a respected segment of the industry, it can still easily carry a stigma of amateurism. So the image your company will have is important. You’ll want to craft one that will tell readers, reviewers, distributors, bookstores, and everybody else you’ll deal with on a business basis that you’re a professional.


The Name Game 

The first element of your image is your company name. It’s going to reflect not only your first book but also all the others to come, so plan it carefully. You might choose a name based on the types of books you’ll publish, like “Gardeners Press” for a publisher of gardening guides, or “Cookbook Nook Publishing” for a cookbook publisher. The upside of this technique is that readers know exactly what to expect from you—and that’s a plus. The downside is that if you decide later on to add to your repertoire by publishing quilting books in addition to cookbooks, your name will be misleading.

You might try naming your company after a local or regional feature, perhaps “Three Trees Press,” “Seaside Publishing,” or “Moonlight & Magnolias Press.” Instead, you might decide on something quirky like “Glitterbug Press” or “Three Jakes Publishing,” which is perfectly fine—just make sure that your name properly reflects your products. For example, if you plan to publish serious works like surgical manuals for physicians, a name like “All Thumbs Press” won’t give you much credibility.
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Beware!

If you name your company after yourself, as in Joe Doaks Publishing or Doaks Press, book reviewers and other industry movers-and-shakers will likely brand you an amateur self-publisher and refuse to take your book seriously. And if you ever decide to sell your press, your name on it won’t be a valuable feature.




Name Fiction 

Once you’ve decided on a company name, you’ll need to register it with your local  authorities. In doing so, you need to make sure that no one else in your area is already using that name. You also need to ensure that no one else in your area can legally take on your business name at a later date, and you give your company its first legal status. This is important: Banks will not give you a business account without a fictitious business name statement, also called a DBA, which stands for “doing business as.” And without a business account, many vendors will not deal with you.
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Smart Tip

Don’t panic if your most obvious domain name has already been taken; there’s usually a way around it. If your company is called “Bell Book Press,” for instance, and there’s already a www.bellbook.com, try something like www.bbpress.com or www.bellbookxpress.com. Get creative!



Obtaining a DBA is easy, although the process varies a bit in different regions of the country.

In many states, this process has become electronic, at least in part. In both Florida and New Hampshire, for example, you can do a quick name search online (although your name choice is not officially yours until the paperwork is filed and approved). The appropriate form for applying for your trade name is also available online but you must print out the form, fill it out, and either hand deliver it or send it in by mail. When approved, you will receive an official letter or certificate and you can now legally begin using your DBA.


Your Domain


While you’re registering your company name, you should also consider registering your business website name, or domain name, which is the www.whatever.com thing people type in to access your virtual office. There can be only one company per domain name, so you’ll have to think up several versions of the name you want in case one has already been taken.

Here’s what you need to do: Go into your web browser and type in www.networksolutions.com. Once you’re at the Network Solutions website, which is very user-friendly, follow the easy directions and check to see if the domain name you’ve chosen has been taken. If it has, keep choosing alternatives until you find a permutation that’s available; then register it online. The cost—if you already have a web host for your site—is $35 for a one-year registration. There are other domain registrars as well, such as GoDaddy.com.





Business Name Brainstorming

List three ideas for a business name based on the type of books you plan to publish (paranormal, romance, children’s fantasy, auto repair, etc.).
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List three ideas for a name combining a favorite theme with your planned products (i.e., New Age, eco-awareness, empowering women, etc.).
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After you’ve decided which name you like best, have you:

[image: 130] Tried it aloud to make sure it’s easily understood and pronounced? (Has it passed muster with your family? Have you had a friend call to see how it sounds to say it, and hear it, over the phone?)


[image: 130] Checked your local Yellow Pages and/or searched the internet to make sure the same or similar name is not already listed?


[image: 130] Checked with your local business name authority to make sure it’s available?








Of Logos and Letterhead 

There’s more to image than a name. Your visual image—the colors, graphics, typefaces, and paper stocks you choose for everything from stationery to brochures—also plays a starring role in how people perceive your company.

If you’ll publish books for the home handyperson, for instance, design a logo that says home repair with saws, wrenches, or hammers embellishing your company name. If you’ll publish travel books, splash your materials with travel stickers, suitcases, or a stylized cruise liner. And if you publish sci-fi tales, how about a logo featuring a UFO or an extraterrestrial? You can play with designing your logo yourself or search the internet for appropriate clip art, but this can often smack of amateurism—something to avoid in an industry that has just crawled out from under the amateur rock in a big way.
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Smart Tip

If you choose to have your stationery professionally printed instead of going with your own desktop publishing, check prices with a variety of vendors: local printers, quick-copy centers like FedEx Office, and also office supply supercenters like Staples and Office Depot.



You expect people to pay you for what you do best—write books—so why not plan to pay someone whose craft is graphic design to design a knockout logo for you? After all, your logo is something that you will use forever and represents you and your company. Ask the designer to provide it to you digitally so you can do things like create online letterhead and email it to book cover designers.

You can design and print everything from letterhead and envelopes to business cards using your own computer system. Since the process does not have to be expensive, use papers with oomph—those with weight, class, and distinction:
• Letterhead paper weight should be about 24 pounds—not the copier-grade see-through stuff that’s 20 pounds. You might try a style that’s specially textured for added interest.

• Business cards that you print off your computer come in sheets with each card perforated so you can tear them out easily. Go for stock with fine perforations so they look professionally printed; avoid the sheets with raggedy “punched” edges.

• Envelopes should match your letterhead and your business cards.








Laying Your Foundation 

Your publishing house will need more of a foundation than a business name and a domain name. You’ll need to decide on a legal structure, check into sales tax, get insurance coverage, and line up an attorney and an accountant—all the nitty-gritty stuff that will give your company a solid base on which to grow.
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Smart Tip

When you contact your local municipality, don’t forget to ask about a business license. Getting one generally involves filling out a simple form and paying a nominal annual fee. It’s easy!




The Soul of Your Proprietorship 

To appease those hard-working IRS employees, your business must have a structure. You can operate it as a sole proprietorship, a partnership, or a corporation, with variations thereof. Many self-publishing newbies go with the simplest and easiest version, which is the sole proprietorship. If you’ll be starting out on your own, you may choose the same option. It’s the least complicated and the least expensive.

You can always switch to another format later on, if and when you take on partners and employees. Anna J., the self-publisher in Temple, Texas, for example, has chosen to reformat her company as a nonprofit corporation after four years as a sole proprietor. This is time-consuming and expensive, and it’s not a do-it-yourself option—you need the assistance of an attorney. But Anna decided to go for it because the money she saves on taxes will enable her to help many more families with sick children.


A Taxing Affair 

If you plan to sell books by mail order (which includes internet sales) or in person at seminars and workshops, you will need to register to collect sales tax by applying for a state sales license or permit. Sales taxes vary by state and are imposed at the retail level. This can all get a bit complex. You only charge sales tax to mail order customers who live in your state—when you ship out of state you don’t charge tax. The best way to handle the situation is to check with your accountant when you get to that point. He or she can advise you on where to get your license and who to charge for what.


Expert Advice 

Attorneys are like plumbers: You don’t want to think about them until you need one, but as a business owner, you should have a good attorney on call—one that knows the intellectual property business. You will want her to check over any contracts you write with wholesalers, distributors, book clubs, printers, and other authors or publishers. You’ll also need your lawyer to advise you on the fine points of general small-business law. You won’t need to call her every week, or even every month, but there’s no point in waiting until you have a problem to establish a relationship.
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Smart Tip

If you plan to hire employees, you’ll likely need workers’ compensation insurance. Requirements vary by state, so check with your insurance agent to find out what the laws are in your state.



 
Mission Style


While you’re setting up the elements of your publishing house, you’ll want to design a mission statement. This is a short and sweet summary of your company’s products, philosophy, market niche, and goals. The mission statement is the business version of the positive-thinking “sticky” notes you put on your bathroom mirror. It gives your company a plan—and a style—which are easily referred to and easily remembered.

A mission statement for a self-publisher of parenting books might look something like this:
Parent City Press is devoted to helping parents raise a new generation of caring kids. Our mission is to foster a feeling of community among parents and children around the world with a series of books by and for parents of smart, happy young people. Our goal is steady and incremental growth and annually increased profits that will fund us in teaching the global village to raise its children wisely.







Along with that on-call attorney, you’ll want to look into hiring an accountant to fill out your tax returns and advise you of any special ways you can save money with your business structure.

And don’t forget your insurance agent! He can be an invaluable source of information and expertise. If you’ll be homebased, you’ll need to find out if your homeowners’ package covers your business assets, inventory, and equipment, or if you need additional coverage. If you’re based outside the home, you need coverage for these same items, as well as your physical location.




On Location 

One of the great perks of being a self-publisher by trade is that you can work at home. You don’t need a high-traffic or high-visibility location, so you don’t need to  set up shop in a trendy part of town. Because all your business is virtual, you won’t need an executive office with client seating or a Lucite-and-chrome conference room. The only space requirement is an area large enough for your desk, your chair, filing cabinets, and a bookcase.

The home office is convenient: It cuts commuting time and expense down to zero. It’s also economical—you don’t need to spend money on leased space, extra utilities, or lunches in the building cafeteria.

Working at home is not compulsory for the self-publisher, but it’s a definite plus, and one that you should not ignore. Unless you’ve got a boisterous family or a roommate who’s an aspiring rock-and-roll drummer, wait until your company has outgrown your home work space to shop around for something else.


The Home Office 

The self-publishers we interviewed for this book have home offices. If you go the same route, you can locate your office work space anywhere in the house that’s convenient; but ideally, you should have a dedicated office, a room that’s reserved just for the business. You can locate this room in a den, a FROG (finished room over garage), the garage itself, or a spare bedroom. Keep in mind that whatever space you choose will be your work station and command center.

If a dedicated office is not an option for you, you can also station yourself in a corner of the kitchen, or at the dining room table. If you’ve got a noisy family, however, a cubbyhole in your bedroom is liable to be much more conducive to quiet, clear thinking than a nook in the family room with the TV blaring at all hours.


The Big Write-Off 

A big advantage to the home office is the ability to wear two hats—to be at home with your family and be at work at the same time. Another advantage is the ability to count your home business as a tax write-off. The IRS will graciously allow you to deduct money from your income taxes if you’re using a portion of your home as your income-producing work space. You can deduct a percentage of expenses equivalent to the percentage of space your home office occupies. If, for example, you’re using one room in an eight-room house, you can deduct one-eighth of your rent or mortgage, plus you can deduct one-eighth of your utility bills.
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Smart Tip

If you plan to work from home, you’ll want to check into zoning regulations. Find out from your city government whether any permits are necessary. If you need a zoning variance, apply for that, too.



There is an “if” involved here. You can only use this deduction if you’re using a space in your home that serves solely as your office. If you have turned your spare bedroom into your office, and you don’t use it for anything but conducting your business, then you qualify. If, however, your office is tucked into a corner of the kitchen, and you’re still feeding people in there, you don’t qualify for the home office deduction (unless you can convince the IRS that the microwave oven is actually some sort of quick-dry printing device).


Organized and Efficient 

Even though you will be working at home, it’s important to remember that you are still a professional. Your work quarters, like yourself, should be organized and efficient. If at all possible, designate a separate room with four walls and a door. Aim for pleasant, quiet, well-lit surroundings. You’re going to be spending a lot of time in this space, so you want it to be comfortable.

Find a desk or a table large enough to hold your computer, keyboard, phone, pencil holder, stapler, etc., and that will be big enough to have room to spread out your working papers.

Make sure you have enough space to neatly file bids from printers, distributors, and other vendors. You’ll also need a place to file manuscript pages in various stages of revision, artwork, and order forms from customers. You’ll probably need a separate room or storage area to stash your company brochures, catalogs, and other direct-mail materials, as well as industry magazines you’ll subscribe to and copies of your own books!

Whether you use the fanciest hanging file folders in mahogany drawers, or simple manila ones in cardboard boxes, you must be able to access this information quickly and easily. It’s no fun digging through the back of the clothes closet or running out to the garage every time somebody calls with a question.


The Storage Space 

You’ll need storage space for your books after you get them from the printer. We’ll explore this issue further in Chapter 8. For now, consider having to store a print run that’s anywhere from 150 to 5,000 books. Do you have a garage or spare room where you can store them in clean, dry, low-humidity splendor?
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Smart Tip

You’ll need enough space for your company “shipping department,” an area you’ll use to package your products for shipping. It doesn’t matter if it’s the kitchen table or a special workstation in your office, so long as there’s adequate room to spread out your materials and wrap that package professionally.



 
The Home Office

Use this handy worksheet to locate and design your home office.

Start by listing three possible locations in your home for your office, which should include a work area for you and enough space for your desk, computer, and telephone.

[image: 042]

Make a physical survey of each location.



[image: 130] Are phone and electrical outlets placed close enough to your equipment so that they can be accessed easily? Or will you be faced with unsightly, unsafe cords snaking across the carpet?


[image: 130] Measure your space. Will your current desk or table (or the one you have your eye on) fit?


[image: 130] Do you have adequate lighting? If not, can you create or import it?


[image: 130] What is the noise factor?


[image: 130] Is there room to spread out your work?


[image: 130] Optional: How close is it to the kitchen? (This can be either a plus or minus, depending on your current waistline.)



 



Take a survey of possible home storage spaces for books.



[image: 130] Is there adequate lighting, ventilation, and space for you to easily access books?


[image: 130] What is the humidity factor?


[image: 130] Will you need to construct special shelving or add other storage space? If so, make notes here: _____________________________________________[image: 043]








If not, you’ll have to look into renting a space, as Anna J. in Texas does. “I used to have all my books in my house, but since I printed 5,000 copies of each of my last two books, I have had to rent a climate-controlled storage facility,” she says.

For Steve C. in Hinesburg, Vermont, storage is not a problem. “I live in the country on a big piece of land, and my favorite hobby is building and remodeling,” Steve says. “So I’ve built whatever storage facilities I need. If I lived in a city apartment, that obviously wouldn’t be an option. More and more publishers are signing up with the kinds of fulfillment services that store large quantities—companies like Publishers’ Shipping and Storage, Rayve, and Pathway. When they get an order from Ingram [a book wholesaler] for 90 cases of books, they just call the storage company and have the books shipped from there. Of course, there are still lots of self-publishers with one or two titles who find their garages adequate for storage—as long as they don’t mind parking in the driveway.”


The Commercial Office 

If you decide to go for an office outside your home, you can choose just about any spot, so long as it’s clean, dry (books don’t like dampness), quiet, and accessible to the UPS courier for those book deliveries.

You could go with a downtown loft, a space in a light industrial park, or an older house in a quaint historic district. Since you won’t need visibility, you could even start out by subleasing space from another aspiring businessperson who could use help with the rent.


Outfitting Your Space 

Whether your office is in an historic building, a modest office plaza, a downtown office, or a barn by the river, you’ll need the same basic setup as in a home office. You’ll need plenty of room for your files, plus your desk, chair, a few pieces of visitors’ furniture, and desks and chairs for any employees you may hire.

Whether in a home or commercial office, your computer should occupy a place of honor, away from dirt, drafts, and blinding sunlight. The same applies to your printer and fax machine. And don’t forget to outfit your office space with every worker’s favorite piece of equipment—the coffee maker!

Take into consideration, too, book storage and shipping issues. If you go with a light industrial site, it will likely include a warehouse or work space in the back that  can serve as an ideal storage and packaging space. But if you’ll take on a quirkier alternative, like a room in somebody else’s office, you might need to go with an off-site, climate-controlled storage unit to hold all your books.


The Commercial Office

This worksheet will help you plan your commercial office.

Start by listing three possible locations for your office based on proximity to your home, rental price, and storage space for your books:[image: 044]



Make a physical survey of the interior office space of potential locations.



[image: 130] Is there enough room for desks, computers, and telephones for you and for employees who may need their own units?


[image: 130] Can phone and electrical outlets be accessed easily at potential workstations?


[image: 130] Is there adequate lighting and proper ventilation?


[image: 130] Is there adequate storage space?


[image: 130] Optional: Where will you place a coffee maker? A refrigerator?





Keep in mind that the book publishing biz entails a lot of time sitting at a work station in front of a computer. Consider the ergonomics of your work station—chair height, monitor distance, keyboard style—and be sure to have lots of task lighting in all the right places. Your comfort and your health depend on making good choices in these areas.
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Your Startup Finances


As you know, one of the really grand things about self-publishing is that your costs can be relatively low. You won’t need a commercial space, workroom, or equipment for scads of employees, and, if you publish electronically or on-demand, you won’t need thousands of dollars of inventory to put on store  shelves. But self-publishing isn’t cost-free, either. Your expenses will fall into three basic categories:1. Company expenses. These are the expenses like a computer, software, telephone, and membership fees to various organizations that you’ll incur whether you produce one book or a hundred.

2. Book production expenses. These costs will be different for each title you publish; they include things like printing, illustration, and copy editing fees (see Chapter 6).

3. Sales and promotion expenses. The costs associated with sales and promotion will be covered in Chapters 9 and 10. Distributors’ fees and shipping costs will also fall under this category (see Chapter 8).



In this chapter, we’ll explore the costs involved in starting your self-publishing company. We’ll return to the costs associated with book production and selling and promoting your books in later chapters.




Computer Caveats 

Perhaps the most important item on your startup list is a computer system—a hard drive, monitor, mouse, modem, and printer, plus whatever peripherals you choose to tack on. A good system will allow you to shine as a self-publisher by taking on all these tasks on your own:
• Writing and editing your manuscript.

• Writing and editing promotional materials like press releases and reviews. (Yes, you will sometimes create your own for reviewers to print!)

• Creating your own brochures, display ads, and other direct-mail pieces.

• Generating stationery, invoices, and order forms.

• Tracking royalties (your own from e-publishing sites and/or those you pay to other authors).

• Performing accounting functions and generating financial reports.

• Maintaining customer databases.

• Accessing research materials and other resources online.

• Creating a website and selling via an online or “virtual” brochure or catalog.

• Communicating with repeat and potential customers, suppliers, vendors, and distributors via email.





For those readers young enough to remember when calculators first made it beyond scientists and to the general public, they cost well over $100 and up. Now you can buy a calculator that does the most complex scientific calculations that is smaller than your cell phone (in fact, most cell phones contain a calculator) and costs $2.95 at the big box store checkout counter. Computers have gone a similar trajectory, with operating systems that supply a calculator as an “accessory” program.

Your new computer should be Pentium-class with the latest version of the Windows operating system, since this is what the majority of software packages are geared toward. Computer specs change almost weekly, but for not much more than $1,000, if not less, you can get a desktop computer with almost unbelieveable amounts of short-term and long-term memory that will run almost any software you might want, store photos, etc. Although CD/DVD drives are almost a thing of the past, they haven’t quite reached that status so be sure to get a computer with a drive. That same $1,000 can cover a package that includes the CPU, keyboard, and a 20- or 21-inch monitor with built-in webcam and speakers. Packages may include even a basic printer, but you will want to have a reasonably sophisticated printer that can spit out a paper copy of a your manuscript in a short amount of time. Even if you plan to do most of your editing electronically, there is still a place for having a “hard copy” in your hands.


Soft on Software 

As beneficial as your computer is, it can’t help you unless you give it software to make it sing. A stunning array of software lines the shelves of most office supply stores, ready to help you perform every business task—design and print your own checks, develop professional-quality marketing materials, make mailing lists and labels, even act as your own attorney and accountant.

Most new computers come pre-loaded with all the software you’ll need for basic office procedures, although the preloaded basic software may not be complex enough for your needs and you may outgrow it pretty fast. Like the specs of the hardware, you can often buy packages with software upgrades preloaded per your specifications (and increased cost accordingly). You’ll also need to look into the following programs:
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Smart Tip

You can get all your computer components separately, which is an OK way to do it if you have very specific things you want. However, many times it can be less expensive to purchase a package but upgrade one individual component.



• Word processing. A good basic program such as Microsoft Word or Corel WordPerfect Office can be had  for around $100. With this software, you can write your book, as well as correspondence, contracts, press releases, articles, and whatever else strikes your fancy. Microsoft Word can be bought as a package within Microsoft Office, which also includes some configuration of the database program Access; the spreadsheet program Excel; the design program Publisher; and the presentation program PowerPoint, depending on what version—Home and Office, Small Business, etc.—you choose to purchase.





• Accounting. These software programs are a sort of checkbook on a CD, and they make record-keeping a breeze. You assign categories such as office supplies and business travel to the checks you write, and at tax time you print out a report showing how much you spent for what. Your accountant not only thanks you but also gives you a discount for not having to wade through all your receipts. You can expect to pay $30 to $180 for a program like Intuit Quicken for Home and Business, Intuit QuickBooks, or Peachtree Accounting to track your business finances.

• Desktop publishing. This type of program will help you transform the manuscript you generate with word processing software into a format that book printers will accept. You can also use this software for creating sales and promotional materials. The two true publishing programs available are pricey and often considered challenging to use. So be prepared to work at it, and eventually you will learn to love them. Choose Adobe InDesign or Quark Xpress, which both dent your wallet for around $700.

• Mailing list management. For those mailing lists you’re developing of past and potential participants, you’ll also want to purchase a list management program like My Mail List and AddressBook from Avanquest for around $30. You can organize mail lists, create and import databases, and design a variety of mail pieces.

• Software designed for publishers. Instead of going amateur with a mailing list program and a general-purpose accounting program, you might opt to start off with the real thing: software designed especially for publishers. Publishers’ Assistant by Upper Access Inc. gives you everything you need to track invoices, royalties, and inventory; handle billing and order entry; and manage your mailing lists. Pencil in about $495 for the “Sonnet” version, or be ready to shell out big bucks to the tune of $2,245 for the “Epic” edition. You can download a free trial of any version of the program, but you are limited to 24 uses (see the Appendix for contact information). Other popular publisher software programs include Publishing Solutions from Quality Solutions Inc. and Publishing Manager from Trilogy.
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Dollar Stretcher

When you purchase your new computer, you can often buy it preloaded with word processing and accounting programs that will suit your needs. If you negotiate wisely, you might save valuable software dollars.



 




Go ISP! 

As a self-publisher, you must have a safe and reliable ISP, or internet service provider, such as America Online, AT&T, People PC, Net Zero, or countless others. With the power of the World Wide Web at your command, you can go anywhere on the globe instantly, all from the comfort of your own desktop. You can research, promote, and sell books, as well as communicate with customers and vendors. And it’s cheap! Most internet service providers, or ISPs, charge about $20 to $25 per month and give you unlimited web and email access.


Web Weaving 

As a self-publisher, you should have your own website. If you plan to sell by mail order (which includes internet sales), a company site can be a boon. And even if you don’t go this route, a website can help promote your books.

The cost of putting up and maintaining a business site can vary considerably. If you’re lucky enough to have a computer brain in the family, or if you take the time to become your own computer expert, you can pencil in a zero under website design and construction costs. There’s a definite learning curve, but once you have it, you can make all the changes you like whenever you like, without having to rely on an outside source.

Many entrepreneurs opt for outsourcing this task instead. What can you expect to pay if you outsource website construction? You can pencil in about $300 to $500 for hands-on help from a website designer. As a third option, you may be lucky enough to have a qualified friend or relative who’ll put up your site in exchange for lawn mowing, baby-sitting, or a steady supply of home-baked cookies. Don’t forget that you’ll also need a web host (see Chapter 11 for more information). For now, plan on spending anywhere from $10 to $75, and more, depending how much you want to update the site per month for basic web hosting. See Chapter 11 for more on websites.
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Smart Tip

Website design and hosting fees may be higher in large urban areas. Shop around. It doesn’t matter if you’re in Atlanta, Chicago, or Los Angeles; you can hire a webmaster in Pipsqueak, South Dakota, and work with the designer as easily as if he or she were next door.
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Beware!

Remember that you can’t use anything somebody else holds a copyright on, including graphics, artwork, and text. Make sure the material you scan into your own work is copyright-free, or in the case of other companies’ brochures, that you have permission to use the material before you import it.




Doing It Digitally 

If you plan on producing your own website or your own advertising materials (or both), you might want to spring for a digital camera. With one of these gadgets, you simply snap photos of, say, the slim-and-trim participants in your aerobics book, or the crafts projects in your candle-making title. Then you connect the camera to your computer, move your mouse around a bit—and presto! You’ve got the picture right in your desktop publishing program. Expect to pay from $200 to $500 for a good-quality digital camera.

You may also want to consider a scanner—a nifty gadget that digitizes graphics from just about any printed medium—books, photographs, brochures, original art, or postcards, for example. You can pick up a basic scanner for about $100 to $200; look for one with resolution of 4,800 x 9,600 dpi (dots per square inch) or better.


Photo Finish 

Once the photo is in your computer, you can manipulate it in all sorts of interesting ways, acting as your own photofinishing expert. You can crop it; expand it; zoom in or out on various features; blur the edges for that shot-through-gauze look; make it look like a watercolor, pastel, or oil painting—ad infinitum, depending on the kind of photo-manipulating software you have. This stuff is not only great for business purposes, it’s a heck of a lot of fun! Some digital cameras, like Kodak, come complete with this software. Or you can purchase any number of programs, from Corel’s Paint Shop Pro Photo, priced at about $100, to Adobe’s Photoshop, which costs about $600.


Printer Mania 

A good printer is a must. Not for your manuscript—which your printer or e-publishing site will want sent by email, internet, or on a portable drive and of which you may likely print but one hard copy—but for all the other materials you’ll produce. You’ll have promotional materials, order forms, mailing labels, contracts, statements, and sundry other materials that will need to look polished and professional. The materials you produce will be a direct reflection of your company.
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Dollar Stretcher

If you like Adobe Photoshop but can’t justify the price, try Photoshop Elements for around $100. If you can live without all the bells and whistles, you’ll find it performs many of the same functions as the standard version.




Take a Number


You’ll also want to figure in the cost of buying ISBNs (International Standard Book Numbers) as part of your company setup expenses. The ISBN is a number that is used to identify a book by edition, binding, and publisher. There’s a price tag attached to the ISBN.

A single ISBN costs $125. If you are pretty certain you are only going to publish one book, then go for it. But if you are likely to publish just one more book, go for the group of 10 ISBNs purchase—that’s like getting eight for free. You can purchase them in bigger bulks as well: 100, 1,000, or even 10,000 at a gulp. You will pay extra for expedited processing.

Where do you get your ISBN numbers? You can purchase them only through one source, R.R. Bowker in New Providence, New Jersey, which acts as the ISBN databank, as well as the purveyor. Go to www.isbn.org to order your numbers online or download a snail mail order form. You can order one ISBN at a time, and you can order an ISBN for your e-book. If your book is available in hardback, softcover, and as an e-book, you need to order three ISBNs, one for each version. At isbn.org, you will find MyIdentifiers.com, where you can purchase ISBNs and bar codes for your books. ISBNs are assigned instantly upon paying for your order.

To make your publishing life sans souci, or carefree, you may want to spring for a SAN, or Standard Address Number. This is a number used by publishers, libraries, bookstores, and other industry buyers, vendors, and suppliers to give them instant computerized billing and shipping information. With a SAN on your letterhead and invoices, any library or bookstore that purchases from you can immediately plug your address into their system and pay you ASAP.

SANs cost $150 per address. If you have separate payment and shipping addresses, you’ll need two SANs. Go to www.isbn.org and then click on the SAN button to order your number(s).



You’ll want sharp, bold graphics and high print quality to give your business an aura of confidence and success. You’ll also want a printer that’s fast. There’s nothing quite like the frustration of waiting for material to trickle out of a slow-going printer: One page per minute can seem like one page per hour.

Fortunately, the really hot-stuff printers are much less expensive now than ever before. You can purchase an inkjet, many of which can produce all the wonderful colors of commercial artwork. Color-capable models print more slowly than black-and-white models do, but if you’ll be printing lots of marketing materials, like brochures and newsletters, then color should be a consideration. You can expect to pay from $150 to $300 for a color inkjet printer, and from $200 to $1,000 or more for a basic laser printer.




Fax Facts 

Now that just about everybody communicates by email, a fax machine is not a hard-and-fast necessity, but it’s a nice touch. Customers who can’t—or won’t—order products on the internet can fax their book orders to you. And you can fax RFQs (request for quote) to printers, who usually have pre-printed forms on which you check the services you want.

You can purchase a basic plain-paper fax for as little as $50 to $150, or a fancy multifunctional machine incorporating fax/copier/scanner/printer from $250 to $800.




Phone Fanatic 

We assume that you already have a telephone, in which case you already know all about phone bills. And as a businessperson, you can’t let phone calls go unanswered—it’s unprofessional and results in lost orders. If customers can’t reach you, they give up and don’t order books. The phone company’s line installation fee should run you in the range of $40 to $60. Check with your local phone company to determine exactly what these costs are in your area.

If you’re working from a home office (or even from a commercial one), you’ll want a two-line phone so you can put one line on hold while you are answering the other. A speaker is also a nice feature, especially for all those on-hold-forever calls to your banker, attorney, insurance company, or whoever. Your hands are free to work on financial data or your latest advertising materials, your shoulder remains unhunched, and there’s no earring jabbing you in the side of the head while you listen to Muzak and wait your turn.

You can expect to pay about $70 to $150 for a two-line speakerphone with auto redial, memory dial, flashing lights, mute button, and other assorted goodies. Add another $20 to $100 for an answering machine, or $6 to $12 per month for voice mail service.

You also probably already have a cell phone. If you don’t want a dedicated cell phone line for your business (many use it instead of having a landline at all), then you can still have your business landline number forwarded to your cell phone when you are away from your desk but still want to get business calls. Cell phone packages run the gamut for costs, particularly as more and more features are added. “Smart” phones are handy for businesses—you can check and respond to emails and search the internet from just about anywhere.
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Beware!

Don’t “enhance” your voice mail message with background music or a cutesy script. It’s just not professional. And don’t use an electronic message—potential customers want to be sure they have reached the business they thought they called. Create a personal message but keep it simple. Give your business name—spoken clearly and carefully—and ask callers to leave a short message and a phone number. Thank them for calling and assure them that someone from your office will return their call as soon as possible.






Misery 

If you’ve read Stephen King’s Misery—or seen the movie—you know how really traumatic it can be to lose that book you have been working on so diligently. (If you aren’t up on your King, take our word for it. You do not want to chance losing a manuscript. It’s every writer’s worst nightmare.)

Why are we suddenly discussing the subject? To convince you to invest in an uninterruptible power supply, or UPS (not to be confused with UPS—United Parcel Service), for your computer system. This is especially important if you live in an area where lightning or power surges are frequent phenomena. (Or if you have a pet or small child who thinks disconnecting the power is kind of fun.)

If you’re a computer newbie, you may not realize that even a flicker of power loss can shut down your computer, causing it to forget all the data you have carefully entered during your current work session, or—the ultimate horror—fry your computer’s brains entirely. With a UPS in your arsenal, you won’t lose power to your system when the house power fails or flickers. Instead, the unit flashes red and sounds a warning, giving you ample time to safely shut down your computer.

If you’ll be spending a large amount of time on the internet, which accesses the World Wide Web through the telephone, you want to be sure that your UPS includes phone line protection. You can expect to pay between $70 and $200 or up for one of these indispensable units.

A surge protector safeguards your electronic equipment from power spikes during storms or outages. Your battery backup will double as a surge protector for your computer’s hard drive (or CPU) and monitor, but you’ll want protection for other valuable office equipment, like your printer, fax machine, and copier. They do not need a battery backup because no data will be lost if the power goes out, so a surge protector will do the job for a lot less money (expect to pay in the range of $15 to $60). If you’ve got a fax machine, be sure the surge protector also defends its phone line.
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Smart Tip

Although an uninterrupted power supply/surge protector and battery backup are a must, to really cover your backup needs, be sure to sign on to an online backup system, known as “cloud storage,” like Mozy or MobileMe from Apple. Once or twice a day, the cloud backup system updates its memory with anything that you have stored on your computer since the last time it backed up. Costs can be as little as $5 a month.






Electronic Money 

An electronic credit card terminal can be a major boon to your business. Remember that you’ll likely be selling your books on the internet, by direct mail, or to specialty stores, as well as through a book distributor. So you’ll need a method of accepting payments, and credit cards are the method of choice. They make payment easier and faster for customers and for you because you can take credit card information over the phone, on the web, or by fax, and send out the order immediately.

More and more merchant card service firms are springing up that cater specifically to the SOHO, or small office/home office, and to the internet entrepreneur. Shop around (especially on the web), and you’ll find a variety to choose from.

What can you expect to pay for an electronic terminal? Fees depend on several factors, including the company you go with and your personal credit history. Take a look at the Electronic Card Terminal Fees on page 63 for an idea, but also keep in mind that this is an industry that’s growing rapidly with better deals all the time. You can lease or purchase the terminal itself from the merchant bank, or you can go the bargain hunter route and buy a used (but still serviceable) machine from a company that’s gone out of business or has upgraded its unit.

 
Electronic Card Terminal Fees






	
Item 
	
Fees (Swiped*) 
	
Fees (Mail, Phone, or Internet Order) 



	Discount rate (Multiply each transaction by this rate, i.e., $200 ticket fee x 1.59% = $3.18 that the bank charges you to process the transaction.) 
	1.18% to 1.89%
	2.09% to 2.50%



	Transaction fee (another fee the bank adds on for each transaction processed) 
	20 cents
	25 to 30 cents



	Monthly statement fee
	$5 to $10
	$5 to $15



	Monthly minimum (If your monthly sales are less than the minimum amount, you pay this amount.) 
	$10 to $20
	$10 to $20



	Application fee
	$0 to $75
	$0 to $75



	Programming fee
	usually free with equipment lease or purchase
	usually free with equipment lease or purchase



	Electronic card terminal
	$300 to $600 purchase or $19 to $72 per month lease option
	$300 to $600 purchase or $19 to $62 per month lease option


	*Merchant card services charge higher discount rates for orders taken by mail, internet, or phone than for those handled in person, or swiped, through the credit card terminal. Why? Because if a customer signs for your product or service while he’s standing there, you and the merchant service run less risk of a charge-back.

	In addition to the fees shown here, you may be charged an address verification fee per transaction, a daily batchout fee to send charges from the electronic terminal to the merchant service in batches or chunks, and an annual membership fee. Be sure to ask and negotiate before you sign up!








You can also simply use PayPal, the online payment service owned by eBay. Go to PayPal and set up an account. Depending on the level of service you choose, customers can pay for your books with several different types of credit cards or directly from their PayPal account to yours. You get an email notice from PayPal that someone put money in your account and for what. When you go to your PayPal account, you get the address for shipping (if applicable), and if you are shipping a physical book, you can click a couple buttons to create a pre-paid mailing label, print it out on your printer, attach it to the package, and put it in the USPS mailbox at the end of your driveway (or nearest post office). Fulfillment of orders can take minutes! You can also opt for UPS or FedEx shipping; drop it at the closest drop box.
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Smart Tip

The copier is an optional item, but as you grow you may find it a necessary luxury for running off forms, brochures, fliers, and other goodies. It’s far easier to run off a few copies in your own office than having to run down to the copy center every time the need arises. Copiers range from $200 to $2,000 and up. If you feel the need to collate to your heart’s content, consider leasing a higher-end model.






Domain Décor 

Office furniture for your publishing domain is another optional item. It’s important that your work environment is comfortable and ergonomic, but if you are homebased it’s perfectly acceptable to start off with an old door set on cinder blocks for a desk and an egg crate for your files. When you’re ready to go the big step toward real office furniture for that oh-so-professional look, you’ve got a stunning array of possibilities to choose from.


Not Going Postal


If you plan on selling via direct mail, a postage meter may keep you from “going postal.” Depending on how snazzy a model you choose, you can fold, staple, insert, seal, label, weigh, sort, stack, wrap, and stamp your mail. Phew! And, it used to be that you’d have to lug your postage meter down to the post office and stand in line to get it reset, but you don’t have to anymore! Now you simply reset it via phone or computer.

The fancier and faster the machine, the more expensive it will be to rent, lease, or purchase. As a ballpark figure, you can expect to rent a combination postage meter/electronic scale for about $18 to $100 per month. Check PitneyWorks.com for information about Pitney Bowes authorized digital postage meters.




The big office supply warehouse stores typically offer midrange desks from $200 to $300, computer work centers for around $200, printer stands from $50 to $75, two-drawer letter-size file cabinets (which can double as your printer stand) from $25 to $100, and bookcases for $25 to $70.

Chairs are a very personal matter. Some people like the dainty secretary’s chair for its economy of space; others want the tonier, high-back executive model. There are chairs with everything from kangaroo pockets to pneumatic height adjustments. Prices range from $60 to $250 and up.




Pen and Paper 

Don’t forget that you’ll also need paper—lots of it—to print various drafts of your book as well as press releases and correspondence. Plan on allocating about $45 for a box of good-quality printer/copier paper. This will give you ten reams of 500 sheets each. (It might sound like a lot of paper, but it goes quickly!)

You’ll also need envelopes, business cards, pens, pencils, and all those miscellaneous office supplies like paper clips, cellophane tape, and staples. And if you’ll do any sort of mail order (which includes internet sales), you’ll want shipping materials in which to send off your products. You’ll spend in the range of $100 to $150 for a starter collection of shipping supplies, including sturdy bubble-lined envelopes, sealing tape, and a gun-style tape dispenser.


Spawn of Publishers


While you’re investigating professional associations, check out SPAWN, which is the acronym for Small Publishers, Artists and Writers Network. This group has a slightly different mission, as its name implies. SPAWN seeks to give authors, illustrators, graphic designers, and photographers, as well as editors and self-publishers, a place to share information and ideas.

SPAWN’s $45 annual membership fee includes a newsletter, a member directory, chapter meetings, discounts on seminars and workshops, discount supplemental health benefits service, an online bookstore for small publishers, discounts on web services, and your very own web page. Plus—as an added bonus—SPAWN members get a discount on their Publishers Marketing Association membership. 







Get Professional 

We’ve now given you a shopping list of every office gizmo you’ll need to get up and running as a self-publisher—including two take-along checklists to have in hand when you hit the office and computer superstores. You will find “The Self-Publisher’s Office Equipment Checklist” on page 68, and “The Office Supplies Mini-Shopping List” on page 67.

But there’s still more to come! You should also budget for membership in professional organizations and subscriptions to industry publications. Taking these steps gives you up-to-the-nanosecond information on news, reviews, and issues in the publishing world. You’ll also have access to industry gurus who can answer pressing questions, as well as a support team of other publishers who are actively “being there and doing that.”

“It’s good to belong to as many organizations and networking opportunities as you can spare time for,” advises Steve C. in Vermont. “They provide opportunities to keep abreast of the constant changes in the book businesses and to share insights and ideas that will help you sell books.

“I belong to Independent Book Publishers Association (IBPA), Small Publishers Association of North America (SPAN), National Association of Independent Publishers (NAIP), the Vermont Book Publishers Association (VBPA), and Independent Publishers of New England (IPNE),” Steve says. “I’m also an associate member of American Booksellers Association (ABA) and an active member/participant in the pub-forum listserv [a forum for independent book publishers offered through eGroups, a free service that lets you create or join email lists (www.egroups.com/group/pub-forum)].

“Among the magazines I take (other than those associated with the organizations I belong to) are ForeWord and Publishers Weekly,” says Steve. Another group I belong to that is not specific to a book business is Vermont Businesses for Social Responsibility. If that didn’t exist I’d probably join the Chamber of Commerce and Better Business Bureau, but being a member of a BSR group establishes to the public that you are a highly ethical business.”
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Dollar Stretcher

Membership in professional associations often qualifies you for discounts on a variety of services, from insurance to shipping.



 
The Office Supplies Mini-Shopping List





	
Items 


	
[image: 130] Computer/copier/fax paper
	$



	
[image: 130] Blank business cards
	



	
[image: 130] Blank letterhead stationery
	



	
[image: 130] Matching envelopes
	



	
[image: 130] Shipping materials (for mail orders):
	



	
	
[image: 130] Bubble-lined envelopes
	



	
[image: 130] Sealing tape
	



	
[image: 130] Tape dispenser
	



	
[image: 130] File folders
	



	
[image: 130] Return address stamp or stickers
	



	
[image: 130] Extra printer cartridge
	



	
[image: 130] Extra fax cartridge
	



	
[image: 130] CD-ROM discs
	



	
[image: 130] Flash drive for backup
	



	
[image: 130] Mouse pad
	



	
[image: 130] Miscellaneous office supplies (pencils, paper clips, etc.)
	



	
Total Office Supplies Expenditures 
	
$ 










Spanning the Industry 

The Small Publishers Association of North America (SPAN—spannet.org) is a terrific place to start your professional hobnobbing. With more than 1,100 members, this group offers all sorts of membership perks including: 
 The Self-Publisher’s Office Equipment Checklist

Use this handy list as a shopping guide for equipping your office. It has been designed with the one-person home office in mind. If you’ve got partners, employees, or you just inherited a million dollars with the stipulation that you spend at least half on office equipment, you may want to make modifications.

After you’ve decided what you want to buy, fill in the purchase price next to each item, add up the total, and use this figure in the “Your Company Startup Costs” worksheet on page 74!






	
[image: 130] Windows-based Pentium-class PC with SVGA monitor, modem, and CD-ROM
	$



	
[image: 130] Laser or inkjet printer
	



	
[image: 130] Fax machine
	



	
[image: 130] Software:
	



	
	
[image: 130] Word processing
	



	
	
[image: 130] Desktop publishing
	



	
	
[image: 130] Specialty software
	



	
	
[image: 130] Mailing list management
	



	
[image: 130] Phone(s), two to three lines
	



	
[image: 130] Answering machine (or voice mail)
	



	
[image: 130] Uninterruptible power supply
	



	
[image: 130] Flash drive
	



	
[image: 130] Surge protector
	



	
[image: 130] Calculator
	



	
[image: 130] Electronic credit card terminal (cost to lease or buy)
	



	
[image: 130] Postage meter (cost to lease)
	



	
Not on the critical list 
	



	
[image: 130] Digital camera
	



	
[image: 130] Scanner
	



	
[image: 130] Copier
	



	
[image: 130] Desk
	



	
[image: 130] Desk chair
	



	
[image: 130] Filing cabinet
	



	
[image: 130] Bookcase
	



	
Total Office Equipment/Furniture Expenditures 
	
$ 










• Access to the SPAN blog, IndyPub, about all-things-publishing

• Discounts on industry publications

• Participation in book expos, fairs, and other exhibitions

• Royalty-free sales of your books on SPAN’s online bookstore (i.e., you do not have to pay them royalties for being listed on their site)

• Discounts on book freight and shipping, including FedEx

• Co-op advertising program

• Waiver of book wholesaler fee

• Access to library distribution services





What does it cost to join SPAN? At this writing, annual membership tallies in at $89 per year, which isn’t a bad investment!


IBPA 

Another handy organization to be affiliated with is the Independent Book Publishers Association, or IBPA. With more than 4,000 members, IBPA advances the efforts of book, audio, video, and CD publishers worldwide. Like SPAN, it also offers many perks for its members, including:
• Various discounts on publishing/advertising/marketing services

• Dispute resolution program

• Exhibit opportunities at book trade shows

• Discounted freight and mailing services

• Health insurance

• Liability insurance

• Merchant credit card acceptance program

• Discounted rate for Nielsen Bookscan

• Monthly newsletter





The cost for all these member services depends on the number of employees in your company. For a publisher with one to nine employees (which will more than likely describe you at this point), the annual membership fee is $95.




Read All About It 

There’s no dearth of reading material in the publishing industry—in fact, there’s so much that you could easily spend all your time perusing other people’s texts instead  of producing your own. But as a savvy self-publisher, you will want to stay up to speed in the field. We recommend you start with subscriptions to the following three publications. (You can check out many more that are listed in the Appendix at the back of this book.)

1. ForeWord. Who couldn’t like a publication with world headquarters over a chocolate shop? Besides understanding one of the truly important food groups, ForeWord does a wonderful job of providing news and reviews specifically about small and independent presses. A must-read, so budget $40 for 12 annual issues.

2. Writer’s Digest. This venerable publication is as the name implies written more for writers than publishers, but since self-publishers are both, it is always full of helpful tips and hints. An annual subscription of 13 issues costs about $20.

3. Publishers Weekly. The name says it all—news, reviews, and lots more for the publishing trade. It’s pricey at $240 per year, but read by everybody who’s anybody in the field.




Are You Insured? 

Don’t forget insurance. Since your office will most likely be in your home, you’ll need to find out if your homeowner’s package covers your business assets, inventory, and equipment, or if you need additional coverage. As a ballpark figure, allow from $100 to $500 annually over your existing homeowner’s policy. Then you’ll want to add special publisher’s liability coverage to cover you for horrors including errors and omissions or defective advice. Budget $1,200 to $2,500 per year; costs vary depending on your gross annual revenues.




Tally It Up 

OK, now it’s time to don your bookkeeping cap and tally up the company setup expenses we’ve investigated in this chapter. Besides the ones we’ve already checked into, you will want to add other expenses like business licenses, business insurance, legal advice, and all the other costs intrinsic to any company’s birth. To give you an idea of how much you can expect to budget, check out the “Equipment Expenses” and “Self-Publisher Company Startup Expenses” charts for two hypothetical self-publishers, Glowworm Press and Bell & Candle Publishing (see pages 71 and 72).

As you peruse these publishers’ setup costs, you will see that Bell & Candle is spending significantly more than her colleague, even though both companies will be homebased with the owner as the only employee. The biggest cost differences can be attributed to computer and website-related items. Bell & Candle, for instance, will go with an all-new, top-of-the-line computer system and software, while Glowworm will use the owner’s existing system and software. And Glowworm’s computer-savvy owner will also design and put up the company’s website, while Bell & Candle’s owner will outsource these functions.

 
Equipment Expenses






	
Furniture, Equipment & Supplies 
	
Glowworm Press 
	
Bell & Candle Publishing 



	Computer system (including printer)
	0
	$2,500



	Fax machine
	$150
	$250



	Software
	0
	$995



	Phone system
	$70
	$90



	Uninterruptible power supply
	0
	$125



	Surge protector
	0
	$34



	Calculator
	$25
	$75



	Postage meter
	$24
	$117



	Copier
	0
	$500



	Electronic credit card terminal
	$300
	$450



	Desk
	0
	$300



	Desk chair
	0
	$100



	Printer stand
	0
	$70



	File cabinet
	0
	$50



	Bookcase
	0
	$70



	Printer/copier paper
	$25
	$50



	Blank business cards
	$6
	$12



	Letterhead paper
	$30
	$30



	Matching envelopes
	$35
	$35



	No. 10 blank envelopes
	$3
	$6



	Shipping materials (for mail orders)
	$117
	$150



	Address stamp or stickers
	$10
	$10



	Extra printer cartridges
	$70
	$70



	Extra fax cartridge
	$80
	$80



	Mouse pad
	0
	$10



	Rewritable CDs
	$7
	$12



	Flash drive
	$25
	$50



	Miscellaneous office supplies
	$50
	$100



	
Total Expenditures 
	
$1,027 
	
$6,341 









 
Self-Publisher Company Startup Expenses






	
Costs 
	
Glowworm Press 
	
Bell & Candle Publishing 



	Professional associations
	$190
	$235



	Equipment and office supplies (see chart on page 71)
	$1,027
	$6,341



	Licenses
	$100
	$100



	Phone (installation/line charges)
	$90
	$90



	Subscriptions
	$50
	$219



	Legal services
	$375
	$375



	Miscellaneous postage
	$50
	$50



	Internet service provider (six months)
	$120
	$120



	Website design and marketing
	0
	$500



	Web hosting (six months)
	$180
	$300



	Insurance (six months)
	$850
	$1,150



	ISBN (set of 10)
	$205
	$205



	SAN
	0
	$100



	
Subtotal 
	
$3,237 
	
$9,785 



	Miscellaneous expenses (add roughly 10 percent of total)
	$324
	$979



	
Total Startup Costs 
	
$3,561 
	
$10,764 









 You can use the worksheet “Your Company Startup Costs” on page 74 to list the expenses you will have for setting up your own company. If you make a few copies of this sheet, you can work up several options, compare them all, and decide which will be the best one for you.




Romancing the Bank 

Now that you’ve done all the arithmetic, you can determine just how much capital you’ll need to start your company. If you find that your bank account falls short of the necessary funds, you can show all these beautifully executed figures to prospective lenders. This will help you convince them that your business is a good risk and that you’ll be able to repay a loan without difficulty.

You might want to consider financing through your bank or credit union. In this case, your projected startup costs will be extremely important. The bank will want to see all of this information neatly laid out and carefully calculated. You’ll also want to show them all the statistics you can gather about the bright future of the self-publishing industry.


Friends and Family 

Most entrepreneurs use a very exclusive source to finance their startup expenses—family and friends. You may choose to go this route yourself, especially because bankers are generally not very gung-ho about so-called nontraditional businesses like self-publishing.

If you go with someone from your own inner circle, you’ll have less paperwork to fill out, and you can let your financier share in the excitement as your company takes off. But remember that you’ll still need to figure the repayment of borrowed funds into your costs, and that you should treat your repayment agreement as seriously as you would any bank loan.


Going Plastic 

Another route many entrepreneurs take to obtain financing is through an entity as close as your back pocket—the credit card. Before you choose this option, take a look at your available credit balance and at the annual percentage rate. Card companies frequently offer low, low rates as an incentive to sign up or to use their service; they usually raise these interest rates after a certain period of time. Go with the one that offers the best rate for the longest period.

 
Your Company Startup Costs






	Professional associations
	$



	Office equipment (insert total from “The Self-Publisher’s Office Equipment Checklist” on page 68)
	



	Licenses
	



	Phone (installation/line charges)
	



	Subscriptions
	



	Legal services
	



	Internet service provider
	



	Website design and marketing
	



	Web hosting
	



	Office supplies (insert total from “The Office Supplies Mini-Shopping List” on page 67)
	



	Miscellaneous postage
	



	Insurance
	



	SAN
	



	ISBN
	



	
Subtotal 
	
$ 



	Miscellaneous expenses (add roughly 10 percent of total)
	



	
Your Total Startup Costs 
	
$ 
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More Bookkeeping

Production Costs

 




In the last chapter, we explored the costs involved in setting up your business office, including everything from computer equipment to memberships in professional organizations. But there’s much more to the excitement—and the expense—of self-publishing. There are also the actual costs involved in producing a  book, from proofreading, to illustrations, to printing, if that’s the route you decide to take. We’ll investigate all of that in this chapter.




Pre-Production Basics 

Prospective self-publishers always want to know: How much does it cost to print a book? This is a very good question, but printing is only one aspect of getting a book from your imagination into a bound group of pages. A better question to ask might be: How much does it cost to produce a book? A lot of elements go into a book’s production long before it’s ready for the printer, things like cover and interior design, copyediting, and proofreading. These are important elements that you do not want to skimp on. If your book’s artwork is clumsy, the layout is awkward, and the text is riddled with typos and grammatical glitches, it smacks of amateurism and nobody is going to buy it. Distributors, booksellers, and librarians will perceive your book as the worst form of self-publishing, and prospective readers won’t buy it—if it’s nonfiction, they will not feel that the information looks reliable. If you’re a professional who can competently perform some of these services yourself, terrific! If not, it’s worth it to pay someone else to do them for you.

Look at the chart called “Book Production Costs” on page 92 as you read through this chapter. You can use the costs incurred by our hypothetical publishers, Glowworm Press and Bell & Candle Publishing, as a guide for what your costs may be. Glowworm Press is going with a 6-by-9 softcover (or trade paperback) that will be 192 pages, with a four-color cover and no interior artwork. Bell & Candle is going for a snazzier presentation, with a 6-by-9 hardcover (or case bound book) that will be 288 pages, with a four-color dust jacket, and no interior artwork. We’ve also provided a worksheet for determining your own book production costs on page 97.


A Book by Its Cover 

The old adage that you can’t tell a book by its cover doesn’t hold true in the publishing world—at least not as far as readers are concerned. The average consumer spends an astonishing eight seconds perusing a book’s cover before moving on to the next selection on the shelf. That means your book has eight seconds to make a positive impact—eight seconds to communicate its value as a source of information or entertainment. That is not much time. And it’s the reason that many savvy publishers turn to professional book designers to produce their covers. Even e-books need a “cover.”
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Smart Tip

When discussing graphics, four-color actually refers to all the colors in the rainbow. It’s called four-color because every hue and shade is derived from a specific mix of four basic colors: blue, red, yellow, and black, which you will see abbreviated as CMYK: cyan, magenta, yellow, and black.



 “A designer who specializes in book covers knows about the appropriate positioning of text and graphics, the power of the spine and back, the ‘rules’ for bar codes, how to prepare artwork for specific book manufacturing methods, how to speak the book printer’s language, and understands the critical scheduling and positioning of your book cover design in the marketing process,” explains Kathi Dunn of Dunn & Associates Design (dunn-design.com) in Hayward, Wisconsin. “If you choose to hire a graphic designer who is not experienced in book cover design, be sure you have time to invest in supervision and are willing to take responsibility for the results.”

Dunn & Associates is one of the savvy book design firms who have embraced the burgeoning self-publishing world. Their website offers tips for self-publishers that will help make the design process go more smoothly. And for those that want to be led through the process of creating their book, they have created a Bestseller System™ which, while a considerable expense, may pay for itself in the long run. If you plan to do more than one book, you won’t be stumbling along learning the process on the fly.

How much does it cost to have a cover professionally designed? Prices vary with the type of cover, colors, images, graphics, and effects. A one-color softcover book will be far less expensive than a fancy four-color dust jacket with multiple images or graphics embossed with foil lettering. As a ballpark, pencil in a minimum of $1,000 to $2,500 for a “full-service” design. There are many design companies offering cover design for as low as $300, but do your homework. They may not offer original designs or might make liberal use of stock photography that you are likely to see pop up on other covers. Be sure you know what you are getting for your money.


Designer Search 

Since the cover design of your book is so critical to its success, how do you find a designer that will do your project justice? Choose one with whom you can forge a healthy relationship, counsels Pam Terry, owner and senior designer at Opus 1 Design in Beverly Hills, California. “Feel that she’s enthusiastic about your work. See if you like her style. Make sure she’s open for comments, suggestions, and critiques.

“Don’t expect free work beforehand to see if she understands your idea,” Pam adds. “Pay to see roughs only—maybe $200 for some very rough sketches to see if she’s on the right track. If you have an idea about how you want your book to look and there’s another book that looks similar, bring it along or let the designer know the title. She can look it up on Amazon.com.”

Don’t think just because you are publishing an e-book that you won’t need a cover. Creating a cover for your e-book gives your book an identifier that can be the same for all versions of the book, from hardcover to paperback, to e-book to print-on-demand versions.


Drawing the Line 

If you plan to produce a children’s book, or other title that includes drawings and other artwork, you will have yet another reason to think about hiring a professional. If you’re an artist or have one in your family, you’re home free. If not, you’ll need to hire an illustrator.

“I hire a graphic artist to do my covers and have hired other artists for interior illustrations,” says Steve C. in Vermont. “If you’re not good at packaging, you should hire a professional. The biggest mistake many new publishers make is producing a book that looks like amateurs threw it together. It doesn’t matter how good a book it is—if it doesn’t look professional and attractive, bookstores and distributors won’t carry it, and it won’t get reviews. You’ll die with a garage full of copies.”

Prices for professional illustrators are all over the map and depend on whether you’ll need a few black-and-white line drawings or dozens of pages of four-color, full-page splendor. The only real way to pencil this expense into your book budget is to get quotes based on your particular needs. Shop for an illustrator by going to the Society of Children’s Book Writers and Illustrators or the Graphic Artists Guild. (See contact information in the Appendix.) You can find names of illustrators by checking the cover and interior illustrator credit (usually cited on the copyright page) on books you like whose covers and/or illustrations are in the same style as you envision for your book.
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Smart Tip

“Don’t take any changes by the copyeditor personally,” counsels Laura Poole of Archer Editorial Services in Durham, North Carolina. “We don’t mean to hurt your feelings or slight your writing skills. We want you to sound good on paper!”




Copy Quality 

The copyeditor, also called a content editor, is another professional you should turn to. This behind-the-scenes expert will read your text or copy to make sure that your material isn’t garbled, inconsistent, or otherwise confused.

Copyeditors look for all sorts of manuscript problems, like the fact that you change tense from present to past and back again throughout your text, or the fact that  your character’s mom is named Thelma in Chapter 2 and Nonie in Chapter 6. (Hey, it happens. You change the name in mid-manuscript for whatever reason and forget to go back and correct earlier pages.) They can catch errors like the fact that you said cold cereal is unhealthy in Chapter 3, but that granola is good for you in Chapter 4. Copyeditors also look for style glitches. Say you put tip boxes in every chapter except Chapter 8, or that you start each story with a quote but stop doing so halfway through the book. In other words, they nitpick—but in the best way. When you’re writing a manuscript, it’s hard to see the forest for the trees, but a good copyeditor can do just that.
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Smart Tip

Text in a finished book should be single-spaced. But when you submit your manuscript to a copyeditor or proofreader to be worked on, send it double-spaced. This gives them room between the lines to make corrections and also marks you as a professional.



“I was a professional editor before I started this business, but even so, when I’m editing a book I become too close to it to see all the mistakes, the awkward phrases, the gaps in information, etc.,” says Steve C. in Hinesburg, Vermont. “I usually do the heavy editing, then send it out to two or three freelancers. Some of the freelancers are professionals, others are English majors who love books and offer their services for cheap. The more literate people who go through a book to make corrections and suggestions, the better book it will be.”

Anna J. in Texas agrees. “I hired an editor and proofreader for my third book, which had a lot of text,” she says. “I’m glad I did. She has a degree in English, and she was wonderful. Hiring her was good for a number of reasons. She was a stickler for perfection and looked things up when she wasn’t sure if something was ‘stylistic’ or just plain wrong. She worked with me throughout the process and asked me what kind of editing/proofreading I wanted and adhered to what I said. But most importantly, she was unfamiliar with the jargon and experiences of the authors, and her fresh perspective brought to the forefront any passages that to a layman were a bit unclear.”

How much should you pencil in for a copyeditor? Ink in $2 to $3 per manuscript page—which is double-spaced with one-inch margins and standard 10-point to 12-point font (see Chapter 7), advises Laura Poole of Archer Editorial Services in Durham, North Carolina. You may also see prices quoted by the hour; a ballpark range is $25 to $50 per hour, a lot of which depends on the level of editing your particular book needs.

How do you know whom to choose? “Find someone who has experience editing the type of book you’ve written,” says Laura Poole. “Use someone with whom you are comfortable. Be willing to submit a sample (from two pages to a whole chapter) for an editor to do, and be willing to pay for their time.”


Proof Positive 

Copyeditors typically also serve as proofreaders—at the manuscript stage. Once your book is “set in type,” you will want to have it proofread again by someone who is concentrating just on that. It’s extremely difficult to detect these sorts of glitches in your own work—you’re so close to it that you can be completely blind to a blatant typo even when it has stared you in the face through ten revisions. The proofreader also is able to catch mistakes that are made in the copyediting process, as text is revised and rearranged. Rates for a good proofreader range from $1 to $2.50 per page.




By the Numbers 

Every book, like every good secret agent, has to have a number to go along with its name. For books, this number is the ISBN, or International Standard Book Number. Every book has its own individual 13-digit ISBN printed on the back cover or dust jacket as well as somewhere in the front matter or first few pages.

The ISBN is like a fingerprint—it identifies you as the publisher and also identifies each of your products as a specific version of a specific title. The classic hardcover first edition of Raising Radishes for Fun & Profit will have a different ISBN than the revised second edition. The paperback edition will carry its own ISBN. The Japanese-language version will have a different ISBN than the English one. And the audiobook of Raising Radishes will have its own separate ISBN, different from both the book and DVD versions.

We placed basic ISBN costs under your company setup expenses since you will need to purchase these numbers in groups of at least ten at a time, regardless of when you intend to use the numbers. They must be purchased through R.R. Bowker in New Providence, New Jersey (www.isbn.org).


Lucky Number 13 

In 2007, the book industry converted its 10-digit ISBN system to 13 digits. Why? In short, there was a number shortage. So many books are being published, the amount of 10-digit numbers was running low. The new 13-digit system will allow the ISBN system to grow its numbering capacity and allow for more numbers that can be assigned. In addition, the new system will make the book numbering system complement the global EAN.UCC ID system that most other consumer goods use for identification purposes.

Two new prefixes were added to the system—978 and 979. The 978 prefix will be added to the front of current ISBNs and one new digit will be added at the end. Voila! The 979 prefix will only be used once all of the 978s are gone and cannot be used to convert back to a 10-digit ISBN.

If you have already purchased a boatload of ISBN-10 numbers, you can convert them to ISBN-13 by visiting www.isbn.org and clicking on the “ISBN-13 Support” link. There, you will find a handy-dandy converter tool that’s a snap to use.

Another facet of the change is that all publishers will cease using the UPC barcode on the back of books and will instead use the EAN barcode. Since some consumers will continue to reference old ISBN-10 numbers when ordering books, be prepared to transact with that number, but discourage its use and spread the word about the new system.

For more information, you can download a PDF of ISBN-13 For Dummies on the ISBN website.


Name, Rank, and Serial Number 

If you plan to publish serials—which include magazines, newspapers, annuals, frequently revised directories, and other ongoing publications—you’ll need an ISSN or International Standard Serial Number. ISSNs are basically just like ISBNs except that:
• Their eight digits don’t mean anything in particular (see “Anatomy of an ISBN Number” on page 85 for comparison).

• They describe the whole of a series, like The Butterfly Breeder’s Home Companion magazine, issues 1 through 25, instead of one specific issue. They also describe “continuing resources” that most publications make available online. There are specific restrictions on what internet-based content does and does not require an ISSN, so check the ISSN website for more information. (For example, different language versions and media outlets get different ISSNs.)





There’s no charge for an ISSN. For more information, check out the ISSN International Centre website at www.issn.org.


Bar Codes in Bookland 

In addition to your ISBN (or ISSN), you’ll need a bar code for each book title that you publish in hard copy. This is simply the book’s ISBN and its price, rendered in store-scanner format and called the Bookland EAN number with price code. Unless you absolutely, positively plan to sell only to passersby at flea markets or at your annual  church bazaar, you must have a Bookland bar code. Bookstores and their wholesalers insist on them so they can ring up books at their registers equipped with scanners.

You buy one digital file of the Bookland bar code for your book, and then you have it printed on the back cover of each copy. The cost is reasonable, and you can get them from a variety of sources. Check out the Appendix at the back of this book for contact information.


Advanced Information 

Once you’ve received your ISBNs, you’ll need to fill out an ABI, which is an Advanced Book Information form. This step is critically important because the ABI form gets your book into the bible of the publishing industry, R.R. Bowker’s Books in Print. Booksellers and librarians, as well as everybody else in the trade, use Books in Print as the source for information about titles in print and their publishers. If your book is not listed here, it might as well be lost in the ether.

You can fill out an ABI form on the internet for free, so there’s no reason not to do so. Go to the R.R. Bowker website for publisher services, www.bowkerlink.com, and click on the “Books In Print” link at the left of the screen. Make sure you apply about six months before your book rolls off the printing press. You must have an ISBN before you can fill out your ABI, so don’t procrastinate on that, either.


[image: 057]

Smart Tip

If you go with a graphic artist who specializes in book covers, she’ll handle the Bookland bar code assignment for you so you won’t have to worry about it.




Getting Carded 

Yet another alphabet item to tackle is applying for your book’s LCCN or Library of Congress Catalog Card Number. This is like an ISBN for the library trade. It’s assigned by the Library of Congress and allows librarians all over the country to order books by the numbers from the Library’s catalog. Since the majority of public and private libraries subscribe to this catalog and order freely from it, your book will lose out if it’s not listed.

The Library of Congress is a bit picky about what types of publications it chooses to assign LCCNs to. Among the materials that get the thumbs down are: books under 50 pages in length, except for picture books; religious school materials; workbooks; mass market paperbacks (which are the kind of novels found on supermarket and drugstore racks); and e-books.

 
 Anatomy of an ISBN Number

As of January 1, 2007, the entire book publishing world converted to using a 13-digit ISBN. Each ISBN is divided into five sets of numbers of various lengths, separated by hyphens. Here’s an example of the difference between the 10- and 13-digit ISBN.

[image: 058]



You can find a complete list of unacceptable materials on the Library of Congress LCCN website at http://pcn.loc.gov/pcn005.html. (Don’t be misled by the fact that, in true government-speak, the LCCN is called the PCN here. It means Pre-assigned Card Number because the number is assigned before the book is printed.) You can also apply for your number on this site. It’s free—all the Library asks is that you send a complimentary copy after publication. This means your book will be on the shelf at the nation’s library in Washington, DC!


Newly Revised


Plan ahead when you write that nonfiction book. If it contains material that should be updated every few years, you can make the necessary changes and reprint it as a revised edition. The beauty here is that it will be a brand-new book (with a brand-new ISBN), and you can start your pre-publication marketing campaign all over again. You’ll have new reviews from book industry publications, niche industry publications, and other opinion molders.

Don’t get confused about the difference between reprints and revised editions. A reprint is another printing of a book with no changes made to it (except perhaps to fix a few previously unspotted typos). A revision is a book in which a significant amount of material has been changed—because new information has been added, new research has been done, contact information (like addresses and phone numbers) has changed, or any combination thereof.



This is another task that you’ll need to complete well before your book goes to the printer. If you wait until after printing, you can’t list your LCCN on the copyright page where it belongs.


The CIP on Your Shoulder 

One more item to concern yourself with before your book goes to print is the CIP or Cataloging in Publication record, which is also issued by the Library of Congress free of charge. This is the block of text you find on the copyright page of LCCN-REGISTERED books that gives all the technical stuff librarians love, including Library of Congress subject headings, Dewey decimal numbers, and Library of Congress classification numbers.

The CIP is important for any book that has an LCCN—but there’s a catch. Even though the Library of Congress hands out LCCNs to books from even the newest of publishers, it won’t give out CIP records until you already have three previous titles under your belt. And the Library of Congress will want proof in the form of front matter (the pages that precede the main body of a book) for several forthcoming books from your company, by more than two authors. For more information, check out the CIP website at http://cip.loc.gov/.

But there’s hope. You can also develop your own P-CIP, which is a CIP made up by a publisher or its agent. Quality Books, a distributor based in Oregon, Illinois,  which specializes in library sales, will provide a P-CIP record for you for around $150. It also provides an excellent explanation of CIP information on its website. (You’ll find Quality Books listed in the Appendix of this book under “Distributors”.) If you want to go it alone, ask your local librarian for help.
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