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Notes on this Book Writing Template
This guide may be used for fiction but it is specifically designed for nonfiction books. 

Build your book by filling in this template. You do not have to start at the beginning. Start by writing in any information you have at this time. Once you have filled several pages, transfer the information to your computer. 
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For instructions on filling in these pages and for more information, see Document 112 (free) and Writing Nonfiction: Turning Thoughts into Books at http://parapub.com/getpage.cfm?file=products.html
For examples of filled-in pages, see Writing Nonfiction. 
Also see

Writing Your Book. Thinking/planning, writing and deciding on publishing: Get an agent, find a publisher or publish yourself.

http://parapub.com/getpage.cfm?file=resource/writing.html
The New Book Model, Text.
http://parapub.com/getpage.cfm?file=newbook.html
The New Book Model, Audio.

http://www.jackstreet.com/jackstreet/RR.Newbookmodel.cfm
(Wait for the sound to load)

For more help: See the Book Shepherds in
InfoKits. Detailed information on book writing, production and promotion. Free
http://parapub.com/getpage.cfm?file=/infokit.html
and the continual help in
Newsletter. Free Publishing Poynters ezine. Subscribe, unsubscribe and get past issues. 

http://parapub.com/getpage.cfm?file=/news.html
Does my system work? Thousands of published authors say YES! See our Success Stories at

http://parapub.com/successstories.cfm?
© Para Publishing, Dan Poynter, PO Box 8206, Santa Barbara, CA 93118-8206, USA.
Tel: (805) 968-7277, Fax: (805) 968-1379, http://ParaPublishing.com 

(Front Cover)

For a list of cover artists and URLs for examples of their work, see 
http://parapub.com/supplier.cfm
Title:

Subtitle:

Author:

Foreword by:

. 
See the last page for details.

This book writing template is provided by Dan Poynter of Para Publishing. 
©2004, http://ParaPublishing.com

 (Testimonials)

Testimonials, endorsements and excerpts from reviews are being seen more and more on the first pages of softcover books. This is important sales space. Put three testimonials on the back cover and the balance of them here.

What others are saying about this book:

(Testimonials)

(Title Page)

The title page is on the right-hand side and lists the full title and subtitle of the book. This page may also include the name of the author or editor, the publisher, whether this is an original or revised edition, location of the publisher and the date.

Title:

Subtitle:

Author:

City and State of Publication:

(Copyright Page)

The copyright page or title page verso is on the reverse of the title page and is the most critical page in the book. Proofread it a dozen times! Here you will print the copyright notice, show the printing history (number of printings and revisions), list the LCCN, the ISBN, the Cataloging-in-Publication Data (CIP), name and address of the publisher and printed in the United States of America or Printed in Canada (to avoid export complications). For details and resources, get Document 112, Poynter's Secret List of Book Promotion Contacts at 
http://parapub.com/getpage.cfm?file=products.html
Those who know the book trade will often glance at the front and back cover and then turn to the copyright page.  The copyright page is important in selling a book to the trade, so make it look professional. You want to appear to be a big-time publisher, not a kitchen-based word shop.

Each time you revise the book, it is worthwhile to change the copyright page in order to add, for example, Second Printing, revised, 2005, as this lets the potential purchaser know the book is up to date. Most big publishers do not make any changes to the copyright page and print a string of numbers on it instead. You will note: “10 9 8 7 6 5 4 3 2 1,” which indicates to the trained eye that this is the first edition. Prior to reprinting it, the printer will opaque out the “1” on the photographic negative. 

Title: 
Subtitle:
Author: 
Published by:

(Your company name and address): 

All rights reserved. No part of this book may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopying, recording or by any information storage and retrieval system, without written permission from the author, except for the inclusion of brief quotations in a review.

Copyright © 2005 by (Your name): 
First Edition, 2005
Published in Canada

Or

Published in the United States of America
(Dedication Page)

The dedication page. Some authors like to praise their family for supporting them during the book-writing journey. This right-hand page was used historically by writers to acknowledge their patrons: the persons or institutions that supported them financially while they wrote.

For
(Epigraph)

The epigraph page contains a pertinent quotation that sets the tone of the book. Using a separate page for an epigraph is a nice touch 
(Table of Contents)

The table of contents should start on the right-hand side. This page will include the chapter numbers, chapter titles and beginning page numbers. You can leave the page numbers out for now. Fill them in later when the book is formatted. Remember, when buying technical, professional or how-to books, some people turn immediately to the table of contents to check the book’s coverage. Use some imagination when drafting your chapter titles—make them descriptive and inviting. Your book may have any number of chapters. If you plan on more than 12, just add pages. 
Table of Contents

Chapter One

Chapter Two

Chapter Three

Chapter Four

Chapter Five

Chapter Six

Chapter Seven

Chapter Eight

Chapter Nine

Chapter Ten

Chapter Eleven

Chapter Twelve

(About the Author)
About the Author
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Draft a page on yourself as it pertains to the subject matter in this book. 

(Foreword)

Foreword
The foreword is positioned on the right-hand side and is a pitch for the book by someone other than the author. Try to get an expert in your field to contribute a foreword. It is very prestigious when a person with a recognizable name or a recognizable title is connected with your book. Contact one of your peer reviewers about writing your foreword. Help this person by writing it yourself to demonstrate what you are looking for. Experts are busy people, and it is always easier for them to edit than to create. 

It is doubtful that many people read the foreword, but they will notice who wrote it. The fact is most readers turn directly to the action. You may wish to note “Foreword by . . .” on the cover if that important name will help sell books. 

If you include a foreword, note the correct spelling; it is not “forward.” It is the “word” that comes before the text.

(Acknowledgement)

Acknowledgement
Acknowledgments are a great sales tool. List everyone who helped you prepare your manuscript and book. People love to see their name in print, and each will become a disciple spreading the word about your great contribution to literature. On this blank sheet in your binder, add names of contributors as you encounter them so none are left out.

I have not attempted to cite in the text all the authorities and sources consulted in the preparation of this manual. To do so would require more space than is available. The list would include departments of various governments, libraries, industrial institutions, periodicals and many individuals. 

Scores of people contributed to this book. Information and illustrations have been contributed by

(Disclaimer)

Disclaimers are showing up in more and more books today. Lawsuits are an unfortunate fact of life and while disclaimers are not absolute protection against them, the warning can’t hurt. 

Paraphrase this Disclaimer and do not leave the last sentence out. Judges have ruled you must provide buyers with an alternative if they refuse to be bound by your disclaimer. 

Warning—Disclaimer

This book is designed to provide information on writing, publishing, marketing, promoting and distributing books. It is sold with the understanding that the publisher and author are not engaged in rendering legal, accounting or other professional services. If legal or other expert assistance is required, the services of a competent professional should be sought.

It is not the purpose of this manual to reprint all the information that is otherwise available to authors and/or publishers, but instead to complement, amplify and supplement other texts. You are urged to read all the available material, learn as much as possible about self-publishing, and tailor the information to your individual needs. For more information, see the many resources in appendix 2.

Self-publishing is not a get-rich-quick scheme. Anyone who decides to write and publish a book must expect to invest a lot of time and effort into it. For many people, self-publishing is more lucrative than selling manuscripts to another publisher, and many have built solid, growing, rewarding businesses.

Every effort has been made to make this manual as complete and as accurate as possible. However, there may be mistakes, both typographical and in content. Therefore, this text should be used only as a general guide and not as the ultimate source of writing and publishing information. Furthermore, this manual contains information on writing and publishing that is current only up to the printing date. 

The purpose of this manual is to educate and entertain. The author and Para Publishing shall have neither liability nor responsibility to any person or entity with respect to any loss or damage caused, or alleged to have been caused, directly or indirectly, by the information contained in this book.

If you do not wish to be bound by the above, you may return this book to the publisher for a full refund. 

Chapter One

Title:

Chapter Two
Title:

Chapter Three
Title:

Chapter Four
Title:

Chapter Five
Title:

Chapter Six
Title:

Chapter Seven
Title:

Chapter Eight
Title:

Chapter Nine
Title:

Chapter Ten
Title:

Chapter Eleven
Title:

Chapter Twelve
Title:

(Appendix)

The appendix contains important lists and other resources; it may be composed of several sections. As you collect information on your subject, add resources to this section. Add other books, reports, associations, conferences, tapes, suppliers and so on. A book with a large appendix often becomes a valuable reference that people have to own. 

To save space, print just the company name and their URL. Area Codes and other address info change too often. It is permissible to set this reference material in smaller type. 

Appendix
Resources
(Glossary)
Glossary
The glossary is an alphabetically arranged dictionary of terms peculiar to the subject of the book. Some authors like to save space and simplify use by combining the glossary and the index.

(Bibliography)

Bibliography

The bibliography lists the reference materials or sources used in writing the book.

(Index)

Index

The index aids the reader in locating specific information in the pages and is particularly important in reference works. Many librarians will not purchase books without indexes, so plan on including an index. The index is at the very end of the book to make it easy to locate. 

Assembling the index is not hard if you build it with your word processing program. Simply read through your typeset manuscript and list the key words and the page numbers. List all the main headings, subheadings and words readers might look for. Double post two-word listings (“ripcord housing” and “housing, ripcord”), and cross-reference different terms. Format the page in two columns, and set the type in ragged-right alignment. Then use your computer to AutoSort the list. 

The index must be revised every time the book is updated if the page numbers change. 

(Order Blank)

Order blank. The last page of the book should contain an order blank; place it on a left-hand page—facing out. 

Some readers will want to purchase a copy of your book for a friend, while others may want a copy for themselves after seeing your book at a friend’s home or in the library. Offer your other books and audios too. Make ordering easy for them by listing the full price including sales tax (if applicable) and shipping cost. Order blanks are easy and inexpensive—and they work. 

QUICK ORDER FORM

Satisfaction guaranteed
( email orders: 

@


( Fax orders: (      )     


. Send this form.
(  Telephone orders: Call 1(

) 


Have your credit card ready.
( Postal orders: 


Please send the following Books, Discs or Courses. I understand that I may

return any of them for a full refund—for any reason, no questions asked.

See our web site for FREE information on:

Other books, Speaking/Seminars, Mailing lists, Consulting. 

Name:
Address:
City, State/Province, Postal Code

Tel: 
Email:
Sales tax: 
Shipping by air:
Payment: . Cheque, . Credit card:
. Visa, . MasterCard, . Optima, . AMEX, . Discover
Card number:
Name on card: Exp. date: /
http://www.

(Back Cover)
Category:

(Spine)
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Your last name

Headline:

Sales copy/description. What is the book about?

Promises & Benefits







You will discover:

(
(
(
(
(
Testimonials (names of endorsers):





1. 

2. 

3. 

Why the author is qualified to write this book:

Closing copy:

Price: $







(ISBN and bar code)
Book Covers Work Sheet

Use your computer to draft your front and back cover copy following this paint-by-the-numbers outline.

A. Spine

Stack the title on the spine so it will read more easily on the shelf. Use a bold, san serif, vertical legged typeface such as Ariel Black, bolded. 

B. Back cover
1. Category. Check the shelf in the bookstores where your book will be displayed. Note the categories on the books and the shelves. Listing the category on the back cover of your book will insure your book is easy to find—because the bookshop personnel placed it on the right shelf. 

2. Now you need an arresting headline addressed to potential buyers, so they can relate to the book and find themselves in it. For example: The back cover copy of Choices, A Teen Woman's Journal for Self-Awareness and Personal Planning, starts off A book that every mother, grandmother, aunt, and mentor will want to give to the teenage women in their lives. The buyer of this book is not the teenager but the adult so the headline is directed toward the adult. 

3. Sales copy. Concisely state what the book is about. What will the reader gain by reading this book? The back cover of The Self-Publishing Manual recommends that all authors read the book even if they do not plan to self-publish

4. Bulleted promises or benefits. Promise health, wealth, entertainment or a better life. Promise to make readers better at what they do.

You will learn:

· (benefit)

· (benefit)

· (benefit)

· (benefit)

5. Testimonials and endorsements. Dream up three different endorsements from people you would like to quote. If This book changed my life.—Colin Powell, would look good, try it. Use names or titles recognizable in your field—sources that might impress potential buyers. This is just a draft; dress it up. 

6. Make the author look like the ultimate authority on the subject. Just two or three sentences will do. 

7. End with a sales closer in bold type. Ask the browser to buy the book.

8. Price. Bookstores like a price on the back cover. Pick a price for your book and be realistic. See the discussion on book pricing. 

9. Bar code with International Standard Book Number. The bar code on a book identifies the ISBN, which in turn identifies the publisher, title, author and edition (hardcover, etc.). Make room for, but do not worry about, the bar code and ISBN just now. 

Your title, subtitle, back-cover headline and benefits may be swapped. Write them down and feel free to move them around. 
Stack the title on the spine. Try Arial Black font, bolded. 

This worksheet will help you to focus on who your audience is and what they want, so you will be able to slant the book to their needs. You are making promises. Now all you have to do is to deliver on all your promises. Think: who are you talking to and what are they going to get from the book?
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Verifying Your Book Idea
Dan Poynter
How can you get accurate sales figures for other published books? You really can't. Traditionally, publishers do not publish sales figures. In fact, they boast of the number of books "in print" (and waiting to be sold). 

Nielsen's BookScan tries to count the sales. See http://www.BookScan.com/. They operate the first continuous retail sales monitoring service for books, with purchase information representing sales through a majority of the major retailers each week. In a typical week, sales of more than 300,000 different titles are collected, coded and analyzed, producing market information for retailers, publishers and the media. But they cover only 4,500 book retailers; many more books are sold outside these bookstores. You must subscribe to the BookScan service to get the numbers you seek. 

In order to qualify your project, you must get an idea of the numbers of prospective buyer/readers for it. You can't get absolute figures but you can get comparative numbers. Here are the steps.

A. Bookstores. Visit a couple of bookstores with a notepad. Large stores have a wider selection than small stores. Visit the right neighborhood. For example, downtown stores will have a greater selection of business books while stores in the suburbs will have more books on parenting and relationships. Some stores have special (enlarged) departments for some genres. 

Look on that shelf where your book will be. Remember that your book will be compared (shopped) with the books adjacent to it. Look at each book. Think: if someone were to see this book, would they also be interested in my book? Chart the (comparative) books on your pad. Write down the title, subtitle, author, trim size, page count, copyright date, edition, cover type ISBN and price. 

B. ONLINE STORE. Log on to a store such as Amazon.com. Search for your category of book and set the list for Publication-Date order. Now you will see all of the books in your field from the brand new ones and going back 20 years. Chart the books that are close to your project.

You will find a lot of the same books you found in the stores but the ones in the stores are either newer or selling better; Amazon has space for virtually every book. At Amazon, the readers evaluate the books. Write down how many stars each book is averaging. Amazon also provides the sales ranks; they tell you how the books are selling against each other. Write down the numbers. 

C. INGRAM. Call the computer at Ingram, 615-213-6803. Follow the voice prompts and punch in the ISBN of any book. The recorded voice will tell you how many books are in each warehouse, what the weekly sales rate is, how many were sold last year and how many were sold, so far, this year.  Ingram moves some 55% of the books in the U.S.; these are not absolute sales figures, they are comparative figures. 

D. MAGAZINES. How many periodicals serve the group you want to sell to? See

http://parapub.com/maillist.cfm
If there are a lot of magazines, there must be a lot of potential buyers for your book.

Go to the websites of each magazine and look for the circulation figures. People who subscribe to magazines, do so voluntarily and vote (subscribe) with their money.

BTW, you will send review copies to many of theses magazines and newsletters. Reviews are the least expensive and most effective promotion you can do for your book. Bookmark this site.
E. ASSOCIATIONS. How many clubs and associations have your potential buyers joined? What is the size of the membership of each organization? Make online searches and see directories such as the Encyclopedia of Associations,

http://library.dialog.com/bluesheets/html/bl0114.html
and http://www.MarketingSource.com/Associations/  

F. STORES. What stores do your potential buyers frequent? For numbers of specialty stores and chain stores, see

http://www.vendorpro.com/stores.htm 
You will probably sell more of your books through specialty stores than bookstores. See

http://parapub.com/getpage.cfm?file=resource/promote.html
For other industry numbers, see

http://www.Ranks.com 

G. EVENTS. Where do your potential buyers voluntarily come together because they have a like interest? What events do they attend? How many are there regionally and nationally? How many people attend?

H. CATALOGS. More than 7,000 catalogs are published in the U.S.; 11.8 billion are mailed each year. See the catalog directories at your public library and 

http://www.catalogs.google.com/. You are not interested in "book" catalogs, you want specialty catalogs. For example, match a skydiving book with a parachute catalog. How many catalogs are there in your field? How many copies do they distribute? Record the numbers. 

You will want to submit your book to these catalogs. 
Total up all these numbers. Now you should have a good feel for what has been published in your area and what hasn't been done, what is selling and what is not selling, how much you can charge for your book, etc. 

See the Statistics Bank. Fascinating numbers on book publishing.

http://parapub.com/statistics/
Whether you are selling out to a publisher or publishing yourself, you need numbers. Agents and publishers want figures; you need them too. If you are selling out, put these numbers in your proposal, your agent will think you are a marketing genius. 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~
Para Publishing. Dan Poynter: Author (100+ books), Publisher (since 1969), Speaker (CSP).

Information Products on Book Writing/Publishing/Promoting, Parachutes/Skydiving, Expert Witness & Aging Cats.

PO Box 8206, Santa Barbara, CA 93118-8206  USA. Tel: 805-968-7277; Fax: 805-968-1379; Cell: 805-448-9009

DanPoynter@ParaPublishing.com  More than 500 pages of helpful information: http://ParaPublishing.com
Showing people how to write, publish and promote their books--one presentation at a time. http://parapub.com/speaking
F-R-E-E Writing-Publishing-Promoting InfoKits: http://parapub.com/getpage.cfm?file=/infokit.html
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