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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.  

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

A new book you may need—
     and a look at the thought process at a new book’s birthing time!

First, the book. Bugles and a drum roll, please...

How to Get Your Book Published Free in Minutes 
and Marketed Worldwide in Days 
The author, me. 6” x 9”, 192 pages, trade paperback ($19.95) or digital download ($15.95). Where can you get the details? See www.mybookpublishedinminutes.com. 
Every new book birth is different. If a peek behind the scenes helps you, here are some truths:
Timing: I plan to publish a book a year (12-month gestation) but I usually loaf and think about it for the first six months. In September, I booked two four-hour seminars about ancillary publishing, on March 17 and 24. So to have books in hand (for back-of-the-room sales) I suddenly had a drop-dead target date of March 16, so I’d have bound trade paperbacks in my warehouse to schlep south the next day. Which also meant that I’d have salable digital download copies (same book, front cover, sold from my website) available about March 4. (In other words, it’s easier to write a book when you have a date certain you need it.)
I missed both by a week—I miscalculated the printing and shipping time. (Duh, you’d think by the 39th birth…) Still, the download happens when it happens. But it means that for the late bound copies I will pay the shipping and tax for any orders bought at the first presentation. That will cost me about $5 each, and fewer will buy without a copy to take home that night or for me to show in front of the room.   

Writing: The book has four components—writing, submitting, and marketing (mostly for newbies), and how the process works for professionals. First, I tried the process, starting in November (one result was this article that I’ve already mentioned in this newsletter), and while doing that I wrote an e-book called “Writing Your Book for Ancillary Publishing.” Then the tough part, deciphering how you can wade through the ancillary publishing jungle to do it right and quickly. From that came another e-book, “Publishing and Marketing Your Book by Ancillary Publishing.”  Next, I went through the entire process again when I merged the two e-books, rewrote them, and added the fourth segment. (What a pain. But it’s easier to write it in sections as you go along.) Early on I swiped the book layout format from an earlier book, stripped out the words, and filled it in with the new copy, a header, and chapter titles. That was AP Book (call it something short in the interim) Magic File #1—I just did what I suggest on my new book’s pages!

Proofing: Somebody has to scratch her head, dictate the right commas, and pluck the excessive (or wrong) words—a knowing buffer and referee between me and the readers. I have never met my proofing boss (she hides in Illinois) but hers was the deadline I really had to meet. So I e-mailed the heart of the book, then sent the front and back parts a week later after I wrote them, made her corrections, and together we nudged the monster into its ready-to-print cage. Whew! (Find a proofer and only send final, almost-ready-to-go copy for one reading. But if you then make extensive changes and rewrites, that must be proofed again.)
Cover: I’ve seen my cover man in diapers—he’s kin. Now he’s married and far busier than I am, in a grand job, and I can barely squeeze in. Still, we e-mailed and he wrestled with a title long enough to paper a room, and we decided on a front cover and a temp back while I scouted out testimonials for the final back and promo. In the meantime, I’d print 60-100 copies P.O.D. to tide me over, and we’d send the final book, full back cover and spine too, with testimonials, to a major printer about March 20. (And maybe print another 100 PODs, five-day delivery, if needed, before the big shipment arrives.) 

Testimonials: This is where it’s nice to be seasoned (okay, old). Despite myself, I’ve gathered a bunch of writing/publishing friends whom I admire and who aren’t ashamed to tell me to buzz off if I ask them for a testimonial for a book that stinks. I suggested that an appropriate testimonial might be “This is the greatest book ever written. You feel the hand of God in every phrase.” Somehow they saw through that, but they were just as kind, and about as fast as it took them to look though the digital copy I’d e-mailed them, the first two responded with professional alacrity:
“This is a new option for getting a book in print quickly and without risk, made possible by the modern technology of the 21st century. Gordon’s book is a how-to guide to this new publishing model.” (Bob Bly, author of 75+ books)

“Here’s a way to publish a book quickly and affordably, then have it widely accessible in several formats. Burgett walks you through the writing, submitting, and marketing. Highly recommended.” (Dan Poynter, The Self-Publishing Manual) 
The starter selling tools: I needed something to get sales flowing. That means a way for others to know what the book is about and why they might want or need it. That usually means a squeeze page (about 4-8 paragraphs long that whets a buying whistle), a landing page (longer, where I can send a buyer to learn more about the book’s contents, my bio, and how to order), and an order form. I’ve yet to need the squeeze page. Let me give you the landing page again: www.mybookpublishedinminutes.com. And I use One Shopping Cart for ordering. You go to my website or the landing page, we send you to 1SC through the ORDER FORM, and you paying through PayPal. (For decades you simply contacted us or sent an order form and we did it all from there. A good place to start with your first book.)

What’s left to do? Probably 80% remains for us to sell this book as we plan. Projected sales: $100,000. That means the usual publishing route, to bookstores and libraries and trade outlets. But it also means I will do exactly as my book suggests: submit to an ancillary publisher every day (or two) and get this book posted at all of their sites, so they can get their marketing going too. Then I have a list of 20 more marketing projects (plus dozens more seminars or breakouts) to set up in the coming three months.   
Finally, do I have an ordering bonus for you, my faithful newsletter friends? Yep. If you buy this book in March directly from us (see the landing page above) I will deduct $5 from the $19.95 bound book (about the same as the shipping and tax)—you must enter coupon 409 when you order, or $3 from the $15.95 digital download—enter coupon 410, please. Don’t let April Fool’s Day arrive without availing yourself of these huge discounts, for a book rumored to “have the hand of God in every phrase!” 
That’s it, some as-it-happens info that may give you some parallel guidance when your book is ready to pop!
----------

Is your e-mail signature working for you?
Joe Sabah, a long-time professional speaking buddy who shows professional speakers and authors how to sell themselves and their works by radio and TV, sent me a great reminder that I want to share with you. It asks if you’re using your e-mails to their full selling advantage. Here are Joe’s words:

What is your email telling people about you? What does your signature line say?

For example, we received a request from (we'll call him Charlie Smith). He had a question, and at the end of the email the signature was: Charlie

We then had to go into our database, hope he hadn't changed email addresses from what we have, try and look through our 143 "Charlie"s and then call him with an answer.

A sig line should have: 


Full Name
Name of Business
Phone
Email
website (if applicable)
One to two lines that will help them

Example of a bad email sig line is “From, Charlie”

Example of a good sig line:

To your Success,
Charlie Smith
Smith Roofing Company
303-555-1212
Charlie@SmithRoofing.com
www.SmithRoofing.com
"Don't ever worry about having to come in out of the rain. Free estimates."

Which sig line will get more business when forwarded? Which sig line will get a quicker response from someone trying to be reached? What does YOUR sig line say?

Joe hides at Joe@JoeSabah.com or www.JoeSabah.com.


-------

This is Gordon: If you aren’t sure where you find your sig(nature) line so you can create or change your own, go to the server through which you e-mail (like Yahoo or AOL) and either look for “settings” and then probably “compose” or write “signature” in the search box. Remember to activate (insert/hyperlink) the website and your e-mail address.
----------
The archives of 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
Novato, CA 94948

(800) 563-1454

