10 Professional Tips to Sell
Your Own Books...
Here’s a great list of “to do’s” about how to sell your own
books that was shared and discussed at the last (9/10/16)
BAIPA (Bay Area Independent Publishers Association) meeting in
Novato, CA. That is precisely what my clients (and publishing
friends) want and need to know. Since you’re my friends too,
let me share it with you–and invite you to share it with your
friends as well. (The few notations in italics are mine to
perhaps clarify the questions I had when I first read it.)
It is from IngramSpark, the huge distributor more known as
Ingram or LSI through which most of us sell our books, mostly,
to bookstores. It was shared at BAIPA by Jackie Thompson, a
delightful soul full of fun, truth, and straightforward info
and responses. From them, her, and me to you:
• Before, during and after (l)earn what you can from industry
data.
• Leverage distribution opportunities, US and global.
• Invest in professional editing, design and marketing, not
inventory. (What good’s the inventory if your book is
embarrassing to look at and worse to read?)
• Use POD and digital to test demand for your book. (Not too
many years ago you had to run 1,500+ copies just to see if a
dozen unbribed souls would buy their own copy!)
• Use POD to increase format choices (paperback, hardcover,
large print).
• Get to know your local librarian, learn from their
collections. (You can do the same for niche books by studying
the 10 newest books your nichees are reading.)
• If you are publishing to children and YA (young adults) have
the material rated for age, and add this to your metadata.
• Use Social Media to build platform and market to your
readers.

• Own your ISBN. (Even if some of the open publishers don’t
require it or will give you one of their ISBNs, instead post
your own in every format and edition you publish.)
• Support your local bookseller and library. (Make it easier
and a greater joy for them to later support you!)
Good stuff I wish I had read when Ben Franklin and I were
setting type and telling old jokes about older yokes on the
Olde Sod.
Best wishes,
Gordon Burgett
[ More how-to writing, publishing, and speaking stuff at
www.gordonburgett.com/order3.htm. ]

Leading your idea in print
down its most profitable
path…
So you’ve got an article or book idea that you
want to turn into both big money and widely-seen
expertise presence. That’s the way to think! I’d
also add that the copy needn’t be completely
rewritten again and again, so also think reprint,
rewrite, reprint of rewrites, and more…
Let’s say you want to write about the 2016 Chicago Cubs and
their playing in the coming National League baseball
playoffs–and perhaps for the pennant, of all things! But, if

you can’t tell, or wouldn’t want to tell, a baseball from a
ball of wax, your idea and copy to sell again and again could
be about the Trump-Clinton presidential election, kumquat
delicacies from the kitchen, or driverless autos driving
nonetheless on the streets!
Alas, I’ve been a baseball fan from/in Chicago almost since
the Great Fire and the hapless Cubs haven’t won a pennant for
107 years. You know us by the fetching blue, red, and white
“C” hats that we have had to hide in our cupboard for
generations. Alas, this is our year, so we dusted them off and
wear them on our heads for breakfast, lunch, dinner, and
almost all the hours between—until October when we will know
if the hex of the billy goat is true. So I’m picking the Cubs
for this empire-building article writ long… (But if you’re
reading this in the Philippines, on the Pyrenes, or in Peru,
kumquat delicacies might be easier to understand…)
Let’s start with an article about the “plight of the Cubs” (or
any fetching topic) for an American magazine. You do the usual
things: some basic research to find the most interesting
angles or slants, pick the best approach, and subject that
idea to a two-pronged feasibility study—is it feasible to
write and is it feasible to sell? (Go to the search box in the
upper top right corner and type in feasibility study to see
how the magazine approach works. The blog copy comes from
either How to Sell 75% of Your Freelance Writing or The Travel
Writer’s Guide. To read
those books, used and sold for a
pittance, check the Amazon catalog.) The feasibility study
tells how to test magazines vs newspapers, who are the most
likely readers, the querying process, and (for magazines),
should you get a “go-ahead,” how you best present the copy for
sale. (If it fits newspaper freelance buying fields too,
submit the written article in final form, without a query and
sent in ready-to-go fashion.) If the idea is a “go” as
feasible to write and sell, send your articles to the best
markets in both categories.

If the magazine buys your submission, you can use much of the
article’s contents again (at least slightly rewritten) two
ways: as a reprint or a rewrite. Then if a rewrite is bought,
you can send that off to a still-virgin magazine as a reprint.
With cunning, you can have several of each of these three
partially-completed masterpieces filled in (completed) and in
print, all paying you! (Again, go to the Search box above and
write in reprints or rewrites to see step-by-step blogs with
more details.)
With newspapers, there are two
sell the first copy to as many
long as they aren’t “national”
Times, Washington Post, or the

paths: (1) you can literally
newspapers as will buy it as
newspapers (like the New York
Wall Street Journal—sell them

one at a time, and, after it is sold, thoroughly rewrite the
piece before selling it to another “national”) and (2) don’t
simultaneously sell it two or more regional newspapers within
100 miles of each other (‘distribution ranges”). Otherwise,
you can sell the very same newspaper article(s) to any other
newspaper (except the “nationals”) as long as they don’t
overlap. Just tell the newspaper editor yours is a
simultaneous submission and you are selling it outside of
their 100-mile circulation orb.
What more can you do with reams of unused copy parts shouting
to be read? Throw all the used copy into a cauldron, add the
unused gems, mix them up again, and “topic spoke” them to find
as many of the other potential eager buyers as will shriek and
pay, delightfully, to use your genius and make you rich. Check
the blog search for items about “topic spoking” in the 400+
blogs waiting to be used!
How many books can you pluck from that cauldron (adding in
other sources still untouched)? You could write/publish a book
for all kinds of Cubs’ aficionados: one for kids/young adults,
one for the regular folk, another for seniors (some praying
for the Cubs to win, others incredulous that they are anywhere
near the top), another for the Cubs fans focusing on this year

and the past two, another
perspective, and so on.

putting

all

107

years

in

And because each book requires a mound of research,
interviews, anecdotes, photos, and more, you can turn this
into new wealth of found and reworked copy and pluck out more
articles, and thus more rewrites, reprints, and reprints of
rewrites. You can also sell related photos where you sell copy
(check photos in Search), often the same photo repeatedly
since they are almost always sold on one-time rights.
Lost in this pile of print are the directly related spin-offs,
like audiobooks of any or all of those books just mentioned;
focus books about specific elements of baseball for the truly
absorbed, of the past year or two or of all time, like the
pitching, the records set and broken, ERAs, a projection of
future years and records of new(er) players emerging in the
2016 excitement; even videos and movies, all being in print
before being converted to other media. Then using the most
visible of the platform builders, authors speaking about their
(new) specialty from the platform: see rallies, speeches, howto workshops, seminars, talks, and so on…
Every time your champion copy has your by-line attached to
your super writing in a newspaper, magazine, or book, you are
solidifying yourself as an expert in that field, building a
following, and making yourself more wanted by information and
product producers. They want to get more good items from you,
a recognized “valuable and prolific source” of, in this case,
baseball, Cubs, and sports ideas, information, and
articulation.
The point here is that almost any word or idea has lots of
legs (and ears) and can be multiplied very profitably many
times by many means. The trick is to create interesting copy
about ideas that others want to know more about that is
spelled properly and has the facts, quotes, and anecdotes
artfully blended into more good ideas. Most exceptional

writers don’t stray too far from what others want to know, and
they churn a fair amount of interesting text into many
articles, then books, rather than just making one sale or two
before wandering off to find unrelated subjects for articles
that are also sold a few times. It’s wiser and fills your
coffers faster by turning your related ideas and copy over and
over.
Best wishes,
Gordon Burgett
[ More how-to writing, publishing, and speaking stuff
at www.gordonburgett.com/order3.htm. ]

FOCUS BOOKS: Sell your entire
book and its chapters at once

Congratulations! You just printed your nonfiction
masterpiece—but what do you do next? As the adage says,

“You’re
how do
genius,
getting

all dressed up with no place to go”! In other words,
you find and get others to praise your new book’s
especially to their colleagues and friends, while also
muchos congratulatory pesos in your pocket—fast!

Let’s half solve your selling dilemma and also suggest a new
way to simultaneously shake loose some key focus book pesos
too.
Most of a book’s marketing solution happens before the book is
created. Like identifying the buyers before the book is
written, and also by figuring out how or where potential
buyers buy books like yours. Doing that keeps most bookfolk
free from having to sell on street corners and at flea markets
(unless their book is about fleas or how fleas market).
It’s also wise to determine what specific book your buyers
most want or need—and then write a book about that. (It sounds
obvious. Fortunately, the best way to identify those mostwanted books is also easy to do. Just ask the most likely
buyers what they most need—or can’t find.)
Let me suggest a bias here that makes the marketing hunt far
easier: zero in on a niche market first, then offer your howto brilliance in print directly to them. But that’s another
(or many other) blogs. In the meantime, see Niche Publishing:
Publish Profitably Every Time.
Whatever marketing or selling path you choose—often Internet
and bookstore selling, through catalogs, by word-of-mouth,
social marketing, radiant reviews (even dumb reviews sort of
help), other digital machinations, a classroom text, an Oprah
highlight—think of selling both the big book and its contents
(perhaps as chapters or sections) all at the same time.
Let me share what we are doing right now so you will have
actual examples of this to peruse and verify. (Who am I to
share this innovation? I’ve been doing and teaching article
and book prep, and publishing, since about the time Ben

Franklin was mixing ink. See Google.) Mostly now, when I’m not
talking to groups, I edit and publish books to the K-12 school
administrator’s niche.
That’s doubly enjoyable because my younger brother has been a
luminary in that field for 40 years, and my firm snagged him
and his illustrious cohorts to write our much-sought books
about their expertise. Let’s look particularly at Jim’s newest
creation, The School Principal’s Toolbook.
Our market isn’t hiding. We can directly contact all of them,
plus others who particularly benefit by having our book in
school principals’ hands: the superintendents (who usually
select the principals), the school board (that usually
approves the superintendents), and other school-related
buyers. So to make the book visible the book’s author speaks
widely to the respective associations at conventions and
gatherings about the new Toolbook, we send flyers to
principals, the book is reviewed in the respective
newsletters, and so on. Still, we want to make sure it is even
more widely known. So we have created what we call our “focus
book” program. That’s how you “Sell your book simultaneously,
intact and by chapters.”
We think that any educator reading any of the book’s 12
chapters will see why the principal needs to have at least the
rest of this book, and probably all of Jim’s other five
related books, in hand or on her/his desk at all times. (No
vanity there. If we didn’t feel that strongly Jim wouldn’t
have written the book and I wouldn’t have published it if he
did. I’m sure you feel the same about your book.)
So my idea—no doubt 100 other publishers have had it too—was
to take the most vital and needed topic, edit it to about 50
pages, and publish a focus book with the same words from the
book as its content. Thus from Chapter 1 of The School
Principal’s Toolbook we extracted Rights and Responsibilities
and added of School Principals to it (so pile drivers, whiskey

sellers, or accountants don’t buy it in error—and want
refunds!) Next, we had that text set (with a frill-less cover)
to be sold in paperback and ebook formats. We also priced them
at $3.99 [digital] and $6.99 [paperback] and made them buyable
at Kindle, Create Space, Nook, ECU (that’s us), and other
outlets. (Incidentally, we also created a focus book of the
fourth chapter of Toolbook and priced it the same. It’s called
How to Create the Best Staff Possible: Building K-12
Excellence from Hire to Rehire—slightly reworded from the book
so the public is, again, fully informed.)

We won’t earn much (if we break even) at the low focus book
prices, but we are
couple to dozens of
principals. So that
prefer paperbacks to

certain many superintendents will buy a
copies for district meetings with their
will meet a future need since they will
ebooks, and we’ll be ready.

The real purpose of the focus books—almost all will be ebooks
here—is to have free sample copies to send (by email, as an
attachment or download) to the superintendents to review (or
skim), so they know the book exists, they have had it in hand,
and they can validate the solid writing and expertise it
contains. Most superintendents will be contacted by email or
flyer (many may read about it in their respective state
newsletters). It will also induce some associations to book

Jim to speak to their gatherings where the books may be bought
(in paperback) and given to all attendees.
The primary purpose of the focus books is to sell more copies
of the “mother book,” The School Principal’s Toolbook; to draw
attention to all of Jim’s other books; to provide a dandy and
very useful focus book about particular topics principals need
to know, and to encourage speaking engagements for our five
authors.
I hope by sharing this new process (at least new for us) you
will see how a book with 12 chapters, like ours, can result in
selling as many as 13 books, all promoting each other, your
firm, and the author(s). The exposure and quality also
solidifies your expertise, standing, and presence in your
niche.
At this blog site I will keep you abreast of how this program,
just begun, is working and how we will expand it. To read more
about niche publishing or focus books, write “niche” or
“focus” (no quotes) in the search box above. It will direct
you to earlier blogs, in posting order, about both topics. Or
email me at glburgett@aol.com and I will try to respond as
time permits. Please keep them short—and in English!
Best wishes,
Gordon Burgett

The most important / most
profitable reason to self-

publish
I enjoy and learn a lot from Bob Bly’s frequent missives. (See
www.bly.com). We sort of walk and work the same side of the
street regarding professional writing and publishing, and we
both agree on the importance of strategizing first, then
following up with processes that work.
So the other day when Bob offered five reasons or situations
where self-publishing should seriously be considered, I found
myself nodding and uttered an aging “yep” at every point.
Alas, I had an extra “yep” unuttered, so I thought it fair in
this blog to add number six to the list. We agree that selfpublishing (1) can be a means of getting your words in print,
(2) it will let you can control your tome’s contents and
design, (3) if you can market well, by self-publishing you can
sidestep the big-house foot-dragging, (4) when your book is
complementary to your greater purpose of displaying your
expertise (as, for example, using your book to secure related
speaking engagements), or (5) when self-publishing is the best
(and perhaps only) way to get your words and ideas past the
older, established houses so potential readers and buyers have
a chance to see and decide about the merits of your
independent offering.
The missing reason–the unuttered “yep”–for me trumps the other
five. I think that self-publishing and niche publishing are
potentially the two halves of a golden egg.
In fact, they have walked hand in hand long before “open”
publishing made it possible for any writer to ignore the major
houses and see their work in print. Many did profitably selfpublish long ago, like Dickens, Twain, and General Roberts (of
Roberts’ Rules of Order). But when the focus swung from books
for general markets (risky indeed) to tightly targeted or
niche markets, and pre-testing (usually through direct mail

testing) allowed the publisher to define the specific buyer
demand, then self-publishing let the niche publisher create
publications with finely honed titles tailored to pin-point
targets. It became a potentially risk-free investment since
the publisher would then be able to print the number of books
needed to satisfy that predetermined need.
We’re not in disagreement here since Bob sells solid products
about niche publishing and my Niche Publishing–Publish
Profitably Every Time also extols (and explains) the “how’s”
of niching and pre-testing. I simply wanted to remind my
readers that niche publishing continues to be a lucrative path
(I think the most lucrative) in the grove of self-publishing.
Incidentally, blogs being structured as they are, I probably
have 40 or 50 related blogs about “niche publishing” hiding
right behind these words for further perusal, if interested.
Just type “niche” or “niche publishing” (no quote marks) in
the SEARCH box above and Word Press will kindly stack them up
for you to read. (Since in my mind niche publishing and empire
building can be almost synonymous, you are invited to check
“empire building” too!)
Best wishes,
Gordon Burgett

How can I make my selfpublished
memoir
a
big

seller?
It’s doable but very hard. It takes a combination of good
things, some not much in your control.
A starting definition is required: what is a “big seller”?
Almost everybody will agree that if your book has “many, many
thousands of sales; royalties in six-plus figures; a bookbased movie, and spin-offs of book fame like Charlie Rose, the
morning shows, and widespread name recognition, that’s a big
seller.
All of that can happen, despite the self-publishing (which too
often is linked to poor production and artwork, weak
marketing, little or no selling pre-prep, and reluctance by
book distributors to keep the book in stock and sight).
Your book is most likely to break out big if you are well
known or you say things that lots of book buyers want to
read—and repeat to their friends. Those sales can be quickly
magnified if the timing is right—the topic excites readers
eager to know more about what you are saying. (I’m presuming
your prose is tight, true, and flawlessly professional.)
I think I heard you say, “Fat chance! No way my message will
hit the headlines—and what would Charlie Rose, or even Tokyo
Rose, ask me even if they could find me?”
Yet there are self-publishers who define being a “big seller”
differently, though they’d be happy to be “found” if the world
started spinning in reverse. They have already sold a few
thousand copies, pushed through Kindle and CreateSpace. One
suspects they are about as happy as they’d be if they’d won a
Noble and Pulitzer Prize and Miss Spenser, the senior
literature class teacher, had given them a posthumous “A.”
Their books are well written, to the point, and spotlessly
proofed. But the covers aren’t bookstore stuff: free artwork,
Arial type, more cartoonish than befitting a true big-house

tome.
They all did pretty much the same thing. They told stories,
about themselves, their families, some friends. One book was
sad. It was a true story. It was patched together with such
gentleness and determination that it was hard to put down. A
book you gave your spouse or your aunt even though none of you
know the author. Or like your friend who told you to buy
it—“you’ve got to read this.”
The other two popped with humor. Both worked because the
dialog sounded true–and was funny; it was how men, the key
protagonists, talk—one book, three brothers and an older
sister in a tense, disintegrating family all sliding apart on
strings of love; the other, a loose tale of a not-so-good
magician working the subway, the bus station, and a
bewildering corporate bachelor party, realizing that the
weaker his magic was, the funnier was his patter.
Those are also paths to “best sellerdom” for the unchosen.
There are as many, or more, winning paths in non-fiction too.
I suspect there are thousands of writers of wee books who are
puffing with pride just having the best they can do available
digitally or in paperback. They’d take the fame and chat with
Charlie but in the meantime they can scarcely hide their smile
when somebody whispers, “I read your book. It was great.”
And what happens if only a handful of people buy or read your
book. Don’t brag too loudly about your fan club. There’s no
reason to say anything. Keep that book in your goods box to
give your grandkids. You wrote and published a book. How many
others in your family are in print? Or your friends? You
count.
Best wishes,
Gordon Burgett

Also
use
Nook
Press
to
publish your own book--free!
I’ve been selling my e-books through Nook Press for four years
and it’s a good way to get your book posted for sale at Barnes
and Noble, which runs it. (Its platform was earlier known as
Pubit!)
It’s probably the easiest free ebook press site to use. (The
others most used are Kindle and Smashwords.) Simply go to Nook
Press.com and there are three choices: E-Book Publishing,
Print Books, and Help Services. If you want to publish and
sell your books through them, go to the first. If you just
want them to print your books, the second, and if you need
help putting the book together, the third.
Just follow the submission directions in the publishing
section, (My book, How to Get Your Book Published Free in
Minutes and Marketed Worldwide in Days, will ease your march
through the steps, if needed.)
There are usually two perplexing areas in the free publishing
formats: (1) who you can talk to–actually talk to, or at least
type to and have them immediately type an answer back, and (2)
how many copies have you sold, when, and when will those
royalties be paid.
(1) Live assistance is great at Nook Press. If you have
questions it will tell you where to go and how to do it
immediately.
(2) Easy enough here too, if you remember that you get paid 60
days after sale and you are paid for all of that month’s total
sales. For example, if you sold a book in March, you will be

paid at the end of May. (They will send you an email telling
you it is en route [to your bank account] at that time.) So if
you sold $42 worth (say six books) in March, you will be paid
the $42 at the end of May. Go to the SALES button and it will
tell you the number of books sold the present month, how many
were sold last month, and you can go down a list of previous
months and it will tell you specifically which books were sold
during those earlier 30-day periods. (There’s also a graph on
the SALES page telling the number of books sold each of the
past six months.)
I need that by-the-month information (in our example, for
April) because it tells me exactly which six books were bought
that month. That’s important to you if you have more than one
ebook published by Nook Press. For me, I own a publishing
company and I submit the books written by my five authors (see
www.meetingk-12needs.com), plus me. So I need to know which
books by which authors (and the royalty for each) they are
paying. That’s so I can pass that royalty on to them.
That’s it. Consider adding Nook Press to your selling force.
If nothing more, it’s another publisher in your growing inprint domain. Your kids will shriek with delight. So will your
spouse when those additional royalties get heavy in your
account!
Best wishes,
Gordon Burgett
P.S. If you want to read other comments, usually how-to, in
the 400 or so blogs at this site about any of the “open
publishing” sites, go to the SEARCH box at the top, right, of
the first page of this blog and type in the publisher’s name
(one at a time). The blogs will be lined up for you to read!
What are the other related publishing outlets you might want
to know about? Try Nook, Kindle, Smashwords, BookBaby, Create
Space, Amazon, Lightning Source, Lulu, Scribd, Blurb, iBooks,

and Kobo.

