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-------------------------------------------------------------------

You are receiving this e-mail because you subscribed to it on www.gordonburgett.com or because you are one of Gordon’s clients, seminar attendees, relatives, or product buyers. If you’d rather not receive it, go to the bottom of this message and click on “unsubscribe.” We never rent or share your name with anybody. Finally, if you want to forward this copy to others, we thank you.  

---------------------------------------------------------------------------

Checklists: is your book ready to send to the printer?

(1) Is your book complete: title, volta face page, table of contents, contents, index—plus, perhaps, an acknowledgement and/or dedication page, artwork (graphs, charts, images), appendix, glossary, other products page?

(2) Does the cover compare well with other books on the bookstore shelves, if it’s to be sold that way, or does it at least contain the essence of the bookstore front cover, if it’s to be an e-book?

(3) Does it have a selling back cover if it’s being marketed commercially. See Dan Poynter’s Self-Publishing Manual here, or repeat the kinds of contents you see in the top books on the shelf. Does it have an ISBN bar code, a “kind of book” category top left, the title somewhere, benefit-laden text, maybe a testimonial or two, your summary bio (if needed), perhaps your photo (if an asset), a grabber selling question lower left?

(4) Does its layout compare well with other bookstore books? Is the table of contents clean and uncluttered? Solid chapter heads, uniformity in style, a header or footer, page numbers (if not an e-book), pleasing serif text type, comfortable margins?

(5) Has it been thoroughly proofed—every page? After final proofing, you have nonetheless read it word-for-word one more time? Have you reviewed every word or phrase popping up in green or red in spell check? Are all names and numbers accurate? Do you have releases for all copyrighted text and illustrations on your pages that aren’t public domain?         

(6) Is the book the best it can be to do what you want it to do: meet needs, resolve frustrations, inform, incite, inspire, reveal new ideas or facts, amuse, entertain, educate? Could it be better organized, clearer, easier to follow?
(7) Do you have a plan for its sale and distribution? Does it best meet that plan as it is?

(8) Are you proud of how it will look and read? Any reservations? Could it be better?

Without dwelling on the word-by-word contents (which I trust the proofreader will at least put in proper order), the items above are the obvious things that I look for in others’ (and my own) books. Turning out a book that deserves a “you bet,” “no,” and “no” to (8) just ain’t easy. It’s hardest the first time, but a pain all the time. Still, if you have something valuable to share, mixing a big dose of no-nonsense writing and rewriting with a bigger dose of courage (and some roll-the-dice publishing cash) can create a book that will change your life and make your readers very grateful.
------------

When do you charge a little or a lot for your products?
A few years back I first met Brian Jud when we co-offered a program about niche publishing to the then PMA Publishing University before an American Booksellers Association convention in New York City. I was properly impressed by him, and that was reinforced when I heard him speak a few days ago on a CreateSpace webinar. (Brian is at www.bookmarketing.com.) I thought you’d benefit most from one of Jud’s workbook pages called “Pricing Strategies.”  

Because charts don’t work well here, let me share the 12 categories Brian calls “Consideration,” in bold below, followed by when you’d consider pricing low or pricing high:

Product class / commodity widely available / custom item

Production method / mass-produced / digital printing (POD)

Obsolescence / extended usefulness / quickly outmoded

Expected life / short / long

Distribution channel complexity / simple / complex

Market coverage / intensive (many industries deep) / selective

Market share desired / large / small

Market development / mature (heavy competition) / new or declining

Promotion expense / little / large

Promotional contribution to product line / rounds out line and helps sell other, more profitable titles / little; product stands on its own

Turnover of titles / fast / slow

Profit potential / long-run / short-run 

----------

A teleseminar that should well be worth hearing (and seeing) ...
By now you know that I’m a big fan of Bob Bly’s, and he’s a bigger fan of Wendy Montes de Oca, so when I heard that the two of them are combining forces to decipher how to make that pesky, over-hyped Internet really work for more sales, traffic, lead, and buzz—on a shoestring budget—I wanted you to know about it too. I’m eager to hear what they have to say!
Please check out the details of “Content 2.0” here. 
Should I say more? I kind of hate webinars (or anything that makes me hold a phone or earpiece for long periods). More daunting, this program costs a staggering $19 and is two sessions long (on 2/17 and 2/24). But Bob assures me that it will be recorded and can be downloaded later (if nature or a client call) —and, blessedly, anything visual will also be downloadable later, so I needn’t take notes like a medieval scribe!  

Still, I need to learn more about this new-fangled web stuff and I trust that Wendy and Bob will clearly explain where we can find the correct, gilded buttons that lead directly (and quickly) to the digital treasure. 
----------

Letting hundreds (times hundreds) see your digital articles...
I’m just expanding into getting my articles displayed on two sites where Web users can go for needed copy for their readers (those users may have lists of many thousands more). Check my most recent, short blog with the two key addresses so you can get started too. I’m certain that Bob and Wendy (above) will expand on this means sharing. It takes a pinch of adjusting to fit into the formats—my first two were sent back for modest redoing—but I’m going to pursue this diligently. I’ll share results as we go along, but don’t wait for that if it meets your needs now. 
--------------

Something fun?

My brother asked me, by email, if I wanted to see what the old neighborhood where we grew up looks like now. He told me to go to www.VPike.com. I typed in the address and, voilá, I was back walking down the old cul-de-sac, then up town where the coal-burning trains took on water (and we caught the bus), and finally in my front yard right now just a few (thousand) miles away! Have fun...
----------

More about POD books...
I admit to listening to another webinar two days ago, created by BISG, in which Kurt Beidler, an Amazon.com V.P. and a POD (print-on-demand) honcho, spoke about the emergence of POD books (in a world that was either offset or mimeograph machine when I began). CreateSpace and Amazon are linked, and his emphasis was on the one-day availability of any book either directly from POD, JIT production or the publisher laying in a quick back-up stock (a carton or several) while the offset book is being reprinted.
What I thought was the most interesting was his six-step evolution of POD. Here’s the briefest of summaries (if I kept up accurately with my notes!):

* POD began about 5-10 years ago. 

* In the beginning most of the books using POD were slow-selling, out-of-stock editions run in small quantities to meet immediate or very short-term needs.
* POD hit the big time when it caught on in France and the UK. A publisher could also have their books printed abroad, as needed, to avoid the shipping cost and delays.

* Then some of the front list books were run POD, to backfill, if they sold out quicker than anticipated.

* Next, the publishers planned to print both offset and POD from the outset so they initially created the modified files and covers required to do both.

* Now, the most extreme is where the book is printed by POD only in the immediate or short-term quantities needed, thus removing all warehousing costs and worries (but introducing a few new challenges!)

Two more points: all along, three other kinds of alternative form of the core book have been printed by POD: large print, custom, and foreign-language.
And in answer to how the costs compared between offset (long-run) and POD, Kurt itemized the costs by categories like print, inbound shipping, outbound shipping, spoilage, inventory carry costs, returns, returns receipt/handling, and liquidation. If it was a $1.50 long-run print-cost book, the total long-run cost was $3.01. The same book, by the same criteria, cost one penny less ($3.00) by POD. 

----------
The archives of the past newsletter issues are hiding at www.gordonburgett.com/NLarchives.htm. And my blog is at www.blog.gordonburgett.com. 

Do you have friends who should be reading this newsletter? Please send them to www.gordonburgett.com/free-reports.

Finally, my bio is at www.gordonburgett.com/gbbio3.htm. 

Best wishes,

Gordon Burgett

glburgett@aol.com
www.gordonburgett.com
P.O. Box 845

