
Dear Writer, 

Many thanks for taking a look at the handouts. They enlarge on humor-filled talk I’ll be 
giving at Susan Gulbransen’s workshop Tuesday morning at 9. The first handout is the 
outline of the talk. The handouts may also suggest questions you’re welcome to ask me at 
a consult on Monday or any time through Tuesday.  

I hope I’ll have the chance to give you feedback on your proposal or the first page of your 
manuscript on the page or screen, which you’re welcome to send in advance with your 
cell number or give me when you see me.  

If you answer the questions on the handout about goals, I can be more helpful. 

Looking forward to helping you in any way I can. 

Many thanks for your time! 

Yours for Good Books That Sell  (Especially When They’re Yours!), 

Mike Larsen 
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How to Win the Writing Game 

Deal Yourself 5 Hearts for an Unbeatable Hand 

Lady Luck, the joker in the deck, smiles on writers who play with heart. Dealing yourself 
these five hearts guarantees you a winning hand: 

The Ace is You. 

Heartwork: Make your work a labor of love. 
Headwork: Learn about books, writing, your field, publishing, and technology. 
Goals: Have literary and publishing goals and a plan to achieve them.  

The King is Content. 

Reading: Read to learn readers’ expectations and find models for your books and career. 
Writing: Make every word right and maximize your book’s impact.  
Sharing: Get feedback as and after you write from many knowledgeable readers. 
  

The Queen is your Readers. 
  
Communities: Serve the communities you need to succeed. 
Content Marketing: Test-market your content, then share your passion for your books. 
Platform: Build continuing visibility and your brand. 
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The Jack is Cash. 

  
Entrepreneuring: Be the CEO of a one-person multimedia, multinational business. 
Contentpreneuring: Resell your work in other media and countries. 
Commitment: Let nothing stop you from reaching your goals. 

 
The Ten is Ecosystems. 

The Community of the Book: Support the ecosystem you want to support you. 
The Earth: Make people and the planet more important than power and profit.  
You: Maintain balance and harmony between your personal and professional lives. 

Don’t gamble with your future. Guarantee yourself a winning hand. Make writing a sure bet 
by making your work and your career a labor of love. Play your cards right, and you won’t need 
wild cards to win. 

You can adapt these keys to other fields.  

       This list is the outline of a keynote/seminar.   

Mike Larsen, Author, Author Coach  
larsenpoma@aol/.com / 415-673-0939 / 
www.michaellarsenauthorcoaching.com 
1029 Jones St. / San Francisco 94109     

Writers are the Ace 

Heartwork 

Why Now is the Best Time to Be a Writer: 31 Wonderful Truths About Writing 

1. You are the most important person in publishing because you make it go. Technology 
enables you to control the two basic challenges of being a writer: creating content and 
communicating about it. 

2. The phrase “unpublished author” is obsolete. You can publish your books for free.  

3. You have more options for getting your work published at less cost than ever:  
ebooks, print-on-demand, podcasts, blog posts, websites, articles or videos. 

4. There are more ways to profit from your books with spinoff books, speaking, 
merchandising, and subsidiary rights.  Your books can sell in more forms, media, and 
countries than ever. 

5. You can create a career out of an idea. If you have a salable idea for a series of books that sell 
each other and that you are passionate about writing and promoting, you can build your career 
and your brand book by book.  

6. There are more authors and good books than ever to guide your writing and your 
  career. You don’t have to figure out how to write a novel or a memoir or build a career.      
  You can use your favorite books and authors as models.  
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        7.    A book that serves readers’ needs for information, inspiration, beauty, and    
 entertainment well enough is unstoppable. We live in a bottom-up culture, in which   
 readers are the gatekeepers. Social media empowers books to succeed, regardless of who  
 publishes them or how. 

         8.   There are 40,000 publishers, and new houses continue to open their doors.  
               Big and midsize New York houses require agents. Other publishers buy books from   
               writers. You can follow publishers’ guidelines and do multiple submissions. 

         9.   There are more subjects to write about than ever. To keep earning, people  
 have to keep learning, so the need for all forms of information continues to grow. 

10. Writing is a forgiving art. Only the last draft counts.  

11. Nonfiction writers can be authors without being writers. They can hire an editor, collaborator, 
or ghostwriter.  

12. You can sell most nonfiction with a proposal. Memoirs usually have to be finished, but most 
nonfiction is sold with a proposal.  

13. Finding an agent is easier than ever. If you have a book that will sell to a big or midsize house, 
it’s easier than ever to get an agent.  

14. There are more communities of people to help you than ever. You can get the  
feedback and other help you need by joining, building, and serving communities of readers, 
writers, techies, and publishing people. 

15. You have more ways to build your visibility than ever. You can build your platform, online and 
off, faster and more easily than ever.  

16. You have more ways to test-market your books than ever. You can maximize the value of your 
book before you sell or publish it by proving it works with a blog, talks, articles, videos, and 
whatever other ways work best for you and your book. 

17. You have access to an amazing array of resources, many free. Finding the  
books, magazines, events, classes, organizations, publishing professionals, and online resources, 
information, and communities you need is easier than ever.  

18. You will continue to grow as an author. Think of your career as a lifetime of books, each better 
and more profitable than the previous one.  

19. Writing is the easiest of the arts to enter, succeed in and keep practicing. Publishers accept 
more new ideas, writers, and books than gatekeepers in other creative fields..   

20. You don’t have to quit your day job. You can keep writing until you’re making   
the income you need to devote your life to your calling.  

21. Money doesn’t rule publishing; passion does. If publishers believe in a book  
passionately, because they love it, they think it will sell, or its social or literary value demands that 
it must be published, they’ll publish it. 

22. Anything is possible. 
• Toronto poet Rupi Kaur’s first poetry book, Milk and Honey, has sold 3,000,000 copies.   
• Scott Turow’s books have sold 30,000,000 copies. 
• The Alchemist by Paolo Coehlo has sold 35,000,000 copies. 
• To Kill a Mockingbird by Harper Lee has sold 40,000,000 copies. 
• One Hundred Years of Solitude, Gabriel Garcia Marquez, has sold 45,000,000 copies. 
• Umberto Eco’s The Name of the Rose has sold 50,000,000 copies. 
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• You Can HeaL Your Life by Louise Hay has sold 50,000,000 copies. 
• Dr. Benjamin Spock’s Baby and Child Care has sold 50,000,000 copies. 
• The Da Vinci Code by Dan Brown has sold 80,000,000 books. 
• The Prophet has sold 100,000,000 copies. 
• The Chronicles of Narnia series by C.S. Lewis has sold 100,000,000 copies. 
• Stephanie Meyer’s books have sold 100,000,000 copies. 
• The Stars Books, including 80 Times bestsellers, have sold 100,000,000 copies. 
• The 50 Shades of Grey series has sold 125,000,000 copies.  
• The Dummies series has sold 130,000,000 copies. 
• Jeff Kinney’s Wimpy Kids series has sold 200,000,000 copies. 
• Michael Crichton’s books have sold 200,000,000 copies. 
• Stephen King’s books have sold 250,000,000 copies.  
• John Grisham’s books have sold 300,000,000 copies. 
• Debbie Macomber has 300,000,000 books in print. 
• James Patterson’s books have sold 300,000,000 copies. 
• R. L. Stine’s Goosebumps has sold 400,000,000 copies. 
• Nora Roberts’s books have sold 450,000,000 copies. 
• The Harry Potter series has sold 450,000,000 copies.  
• The more than 100 Chicken Soup titles have sold 500,000,000 copies.  
• The Dr. Seuss books have sold 650,000,000 copies. 
• Danielle Steel’s books have sold 650,000,000 copies. 
• Barbara Cartland’s romances have sold 1,000,000,000 copies.  
• The Agatha Christie mysteries have sold 2,000,000,000 copies. 
• The Bible has sold 6,000,000,000 copies and sells 5,000,000 copies a year. 

23. Books by new authors make the bestseller list: The Sorrows of Young Werther, Chicken Soup for 
the Soul, The Bridges of Madison County, The Christmas Box, Cold Mountain, Harry Potter and 
the Sorcerer’s Stone, The Joy Luck Club, Snow Falling on Cedars, The Shack, The Four-Hour 
Workweek, Dreams from My Father, I Hope They Serve Beer in Hell, Julie & Julia, The Help, Fifty 
Shades of Grey, Lean In, The Girl on the Train, Hillbilly Elegy, Hidden Figures, Born a Crime.  

24. Books are more accessible than ever. Buying books is faster, easier, and less expensive than 
ever, and the library is free. 

25. Technology is the greatest tool for writers since the printing press.  Computers ended the 
physical drudgery of writing. Technology will help you with every aspect of being a writer, 
making it faster and easier to succeed.  

26. The more people know, the more they want to know. If readers like one of your books, they’ll 
want the others. Your books will continue to sell as new readers discover them. 

27. Independent bookstores are thriving again. Bookstores are essential for discovering books, and 
indies sell books better than a chain store.  

28. Readers enjoy books in more ways than ever: in print and on audio and screens. 

29. Readers can share their passion for books faster and in more ways than ever: social media, 
reviews, a blog, a book club, talks, articles, books, videos, podcasts. 

30. Five million book club readers can make a book a bestseller. If book clubs  
              like your books, they will have a long, prosperous life. 

31. Money doesn’t rule publishing; passion does. If publishers believe in a book passionately, either 
because they love it, they think it will sell, or its social or literary value dictates that it be 
published, they will publish it. 

32. Books can succeed faster than ever.  One of our authors, Cherie Carter-Scott,   Rules--rocketed 
to the top of Amazon’s bestseller list. Then it shot to the top of the New York Times list. 
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33. Technology is the greatest publishing tool since the printing press. 
• Technology helps every part of the publishing process, making it possible for you to succeed 

faster and more easily than ever.  
• The Web makes faster, easier, and less expensive to buy and read books around the world. 
• You can sell subsidiary rights more efficiently. 
• Your publisher can print, reprint and distribute your books faster.  
• Publishers promote to the trade and the public online as well as offline.  
• They digitize your manuscripts so can they repurpose them in other formats. 

34. More freelance professionals than ever are available to help you.  Besides freelance editors 
who may have worked for the house, there are  

collaborators, ghostwriters, feeelance editors, cover artists, publicists, and media trainers. 

35. Backlist books sell more than ever. The more people know, the more they want to know. If 
readers like one of your books, they want the others. Backlist books also continue to sell through 
book clubs, classroom adoptions, and as new readers discover authors. 

36. Independent bookstores are thriving. Bookstores are essential portals of discovery for books, 
and indies are better booksellers than chain stores. Indies sell less than 5% of books, but they can 
make books by new authors bestsellers by handselling them.  

37. You spend your life enjoying the pleasures of the writing life:  
• Reading  
• Browsing in bookstores and buying books (and they’re tax-deductible!) 
• Building a library of books you love 
• Finding the right words to express your ideas 
• Experiencing the satisfaction of finishing your books 
• Finding an agent and publisher you love 
• Receiving royalty checks 
• Seeing your name in print 
• Getting good reviews 
• Serving your communities 
• Hearing from fans around the world who love your work and keep buying it  
• Watching your craft and career develop  
• Being a lifelong learner about writing 
• Living to work instead of working to live 
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Mike Larsen / Author, Author Coach 
www.michaellarsenauthorcoaching.com 
larsenpoma@aol.com / 415-673-0939 
1029 Jones Street / San Francisco, 94109  

Writing and Sharing Your Work as Labors of Love 

  The only way to do great work is to love what you do. – Steve Jobs 

Pour your time and passion into what brings you the most joy, your mission in life. 
--Marie Kondo, the life-changing magic of tidying up 

At their best, reading, writing, agenting, editing, publishing, reviewing, and bookselling 
are labors of love. How can you tell if what you’re doing is a labor of love? 

You aren’t aware of time. 

It’s challenging. 

It’s creative. 

It gives you pleasure and satisfaction. 

You feel that you were born to do it. 

You do it in the spirit of service. 

It brings out the best in you. 

It gives you peace of mind. 

It has social value. 

There’s beauty in it. 

You return to it without prompting. 

It enables you to grow. 

It helps you fulfill your potential. 

You don’t regret it. 
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You feel you’re creating a legacy. 

The Lebanese poet Kahlil Gibran wrote that “Work is love made visible.” May your life 
be a quest to do more of what you love. May it be filled with the spirit of love, service and 
community. May you find what you love to do so much you’d do it for free, and then create a way 
to earn what you need from it. 

Mike Larsen / Author, Author Coach  
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com  
1029 Jones Street / San Francisco, 94109  

Headwork 

Thriving in the Golden Age for Publishing: 

13 Reasons Why Now is the Best Time to Be a Publisher or Self-Publisher 

Since 2011, worldwide book sales have increased 93%. “It’s an extraordinary time to be 
in publishing.” 

- Richard Charkin, president, International Publishers Association, 2017 

  
 In addition to the reasons why it’s the best time to be a writer are these reasons 
why it’s the best time to publish: 

1. Publishers can coordinate publication worldwide. They can plan the timing 
and marketing of their books and subsidiary rights to maximize their books’ 
impact and build their authors’ brand. 

2. Nielsen Bookscan, which accounts for 85% of sales, enables publishers to  
know how books are selling. 
• Publishers can schedule reprints based on sales, which lessens returns and 

helps ensure stores have a steady supply of books. 
• They are better able to acquire books that readers want and avoid those that 

won’t sell. 

3. More people are writing and publishing books than ever, so publishers have 
more opportunities to find ideas and authors. Publishers are always eager to 
find new authors and help them get the recognition and rewards they deserve. It’s 
the best part of the job. 

4. If your first book sells, your publisher will want to do a series of related 
books that sell each other. If you’re passionate about writing and promoting a 
series, publishers will help you build your career.  
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5. Publishers have more models to help them choose what to acquire and how to 
promote books and authors. They can acquire the books and writers most likely 
to succeed. 

6. Publishers have more ways to build the visibility of books and authors. When 
they buy a book, they start advising writers about platform and promotion. 

7. Publishers have more ways to test-market books than ever. They can help 
writers maximize the value of their books before they publish them by proving 
they work.  

8. Publishers develop a knack for doing certain kinds of books well, so they 
keep getting better at doing them. Publishers are wired to the fields they publish 
in and help connect writers to their own field.   

9. Like agents, publishers take a chance on new writers, hoping the relationship 
will grow more creative and profitable as the writer’s career develops. 
Publishers take the long view: they try to judge a writer’s potential to continue 
producing books, each better and more profitable than the last one.  

10. Publishers are perpetual optimists. 75% of books don’t earn back their 
advances, but publishers keep trying. 

11. Publishers have more ways to promote books than ever. They can fine- tune 
their efforts to suit their books and authors. Big houses have a speakers’ bureau. 

12. There are 40,000 publishing houses, and new ones continue to emerge. 
The industry is always open to new imprints. There are obstacles to success, but  
none to enter. Starting a publishing house is easier than ever. New houses can 
build a list, a stable of writers, and their business in whatever way best enables 
them to fulfill their mission.  

      13. A global reading explosion is coming. Six of seven people on Earth have   
access to the Web. As the world goes mobile at an accelerating rate, sales of  
books in English--the international language of culture and commerce--and in     
translation will flourish in the Pacific Century. Most people will read on         
smartphones, but ebook sales will build pbook sales. 
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Mike Larsen / Author, Author Coach 
www.michaellarsenauthorcoaching.com 
larsenpoma@aol.com / 415-673-0939 
1029 Jones Street / San Francisco, 94109  

10 Awful Truths about Publishing 

Steven Piersanti, President, Berrett-Koehler Publishers, Updated September 26, 2016  
1. The number of books being published every year has exploded.  
According to the latest Bowker Report (September 7, 2016), more than 600,000 books were self-
published in the U.S. in 2015, which is an incredible increase of 375% since 2010. And the 
number of traditionally published books had climbed to over 300,000 by 2013 according to the 
latest Bowker figures (August 5, 2014). The net effect is that the number of new books published 
each year in the U.S. has exploded by more than 600,000 since 2007, to well over 1 million 
annually. At the same time, more than 13 million previously published books are still available 
through many sources. Unfortunately, the marketplace is not able to absorb all these books and is 
hugely oversaturated.  
2. Book industry sales are stagnant, despite the explosion of books published.  
U.S. publishing industry sales peaked in 2007 and have either fallen or been flat in subsequent 
years, according to reports of the Association of American Publishers (AAP). Similarly, despite a 
2.5% increase in 2015, U.S. bookstore sales are down 37% from their peak in 2007, according to 
the Census Bureau (Publishers Weekly, February 26, 2016). 
3. Despite the growth of e-book sales, overall book sales are still shrinking.  
After skyrocketing from 2008 to 2012, e-book sales leveled off in 2013 and have fallen more than 
10% since then, according to the AAP StatShot Annual 2015. Unfortunately, the decline of print 
sales outpaced the growth of e-book sales, even from 2008 to 2012. The total book publishing pie 
is not growing—the peak sales year was in 2007—yet it is being divided among ever more 
hundreds of thousands of print and digital books. 
4. Average book sales are shockingly small—and falling fast.  
Combine the explosion of books published with the declining total sales and you get shrinking 
sales of each new title. According to BookScan—which tracks most bookstore, online, and other 
retail sales of books (including Amazon.com)—only 256 million print copies were sold in 2013 in 
the U.S. in all adult nonfiction categories combined (Publishers Weekly, January 1, 2016). The 
average U.S. nonfiction book is now selling less than 250 copies per year and less than 2,000 
copies over its lifetime. 
5. A book has far less than a 1% chance of being stocked in an average bookstore.  
For every available bookstore shelf space, there are 100 to 1,000 or more titles competing for that 
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shelf space. For example, the number of business titles stocked ranges from less than 100 (smaller 
bookstores) to up to 1,500 (superstores). Yet there are several hundred thousand business books in 
print that are fighting for that limited shelf space. 
6. It is getting harder and harder every year to sell books.  
Many book categories have become entirely saturated, with a surplus of books on every topic. It 
is increasingly difficult to make any book stand out. Each book is competing with more than 
thirteen million other books available for sale, while other media are claiming more and more of 
people’s time. Result: investing the same amount today to market a book as was invested a few 
years ago will yield a far smaller sales return today. 

7. Most books today are selling only to the authors’ and publishers’ communities.  
Everyone in the potential audiences for a book already knows of hundreds of interesting and 
useful books to read but has little time to read any. Therefore people are reading only books that 
their communities make important or even mandatory to read. There is no general audience for 
most nonfiction books, and chasing after such a mirage is usually far less effective than 
connecting with one’s communities. 
8. Most book marketing today is done by authors, not by publishers.  
Publishers have managed to stay afloat in this worsening marketplace only by shifting more and 
more marketing responsibility to authors, to cut costs and prop up sales. In recognition of this 
reality, most book proposals from experienced authors now have an extensive (usually many 
pages) section on the authors’ marketing platform and what the authors will do to publicize and 
market the books. Publishers still fulfill important roles in helping craft books to succeed and 
making books available in sales channels, but whether the books move in those channels depends 
primarily on the authors. 
9. No other industry has so many new product introductions.  
Every new book is a new product, needing to be acquired, developed, reworked, designed, 
produced, named, manufactured, packaged, priced, introduced, marketed, warehoused, and sold. 
Yet the average new book generates only $50,000 to $150,000 in sales, which needs to cover all 
of these new product introduction expenses, leaving only small amounts available for each area of 
expense. This more than anything limits how much publishers can invest in any one new book 
and in its marketing campaign. 
10. The publishing world is in a never-ending state of turmoil.  
The thin margins in the industry, high complexities of the business, intense competition, churning 
of new technologies, and rapid growth of other media lead to constant turmoil in bookselling and 
publishing (such as the disappearance over the past decade of over 500 independent bookstores 
and the Borders bookstore chain). Translation: expect even more changes and challenges in 
coming months and years. 
STRATEGIES FOR RESPONDING TO “THE 10 AWFUL TRUTHS” 
1. The game is now pass-along sales.  
2. Events/immersion experiences replace traditional publicity in moving the needle.  
3. Leverage the authors’ and publishers’ communities.  
4. In a crowded market, brands stand out.  
5. Master new digital channels for sales, marketing, and community building.  
6. Build books around a big new idea.  
7. Front-load the main ideas in books and keep books short.  

www.bkpub.com. 
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The Invisible Book Chain: An Overview of the Publishing Process 

You write your proposal or manuscript. 
V 

You or your agent submits your book. 
V 

Your editor likes it enough to do a proposal to buy it. 
V 

An editor-in-chief or editorial board decides whether to buy it 
and for how much. 

V 
You sign a contract and receive the first part of your advance 

against royalties. 
V 

If you sold your book with a proposal, you write your book. 
V 

Your editor edits your manuscript. 
V 

You respond to your editor’s suggestions. 
V 

Your editor accepts your manuscript. 
V 

You receive the second part of your advance on ascceptance. 
V 

Your editor sends your manuscript to the production department, 
so it can be published simultaneously in print, and as an ebook 

and perhaps an audio book.  
V 

The production department copyedits your manuscript. 
V 

You respond to your copyeditor’s comments. 
V 

The art department creates or outsources the interior design 
and the cover for a paperback or hardcover, ebook, and audio. 

V 
In a series of launch meetings, your editor and the sales, 

marketing, publicity, and advertising departments: 
• position your book on 

one of your publisher’s seasonal lists 
• create a trade and consumer-marketing plan 
• choose the print, broadcast, and electronic trade and 

consumer media to carry out the plan 
• prepare sales materials for sales conference. 

V 
Throughout the rest of the process, your agent or publisher tries 

to sell subsidiary rights. 
V 

Your publisher will print advance reading copies (ARCs) and 
send them to early reviewers and for cover quotes.  

V 
Your book and the plans for it are presented to the sales reps. 

V 
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Sales reps sell your book to bookstores, online booksellers, 
distributors, wholesalers, specialty stores, big-box stores, 
warehouse clubs, and if needed, mass-market distributors;  

and to school, college, and public libraries. 
V 

Your publisher’s education department sells books 
with adoption potential. 

V 
Your publisher’s special-sales department tries to sell books with 

premium and bulk-sales potential. 
V 

The production department arranges to print your book. 
V 

Your publisher’s warehouse receives books from printers, ships 
orders, and receives returns from booksellers. 

V 
Your publisher’s advertising and publicity departments: 
• do prepublication promotion 
• send out review copies of your book. 

                                      V 
Your book is published as a pbook, ebook, and perhaps 
an abook, and has a brief launch window in which you 

and your publisher try to generate sales momentum with 
publicity, reviews, promotion, reading groups, and 

traditional and social media. 
V 

Readers learn about your book in a bookstore, in a library, from  
on- and offline media, a reading group, a review, or a friend. 

They read it, love it, and tell others they must read it. 
V 

Your publisher promotes your book for as long as sales justify it. 
V 

You promote your book for as long as you want it to sell. 
V 

Reprint meetings decide when to: 
• reprint and how many copies 
• sell or remainder part or all the stock if sales are too low 
• make your book available in a print-on-demand edition 
• put your book out of print 

at which time you can ask for the rights back and republish it. 
V 

You write the proposal or manuscript for your next book. 

Mike Larsen, Author, Author Coach  
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

What Good is a Publisher? 

Berrett-Koehler President and Publisher Steve Piersanti  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Some observers question what value publishers offer and whether authors would be better 
off self-publishing their books, given that the authors, more than their publishers, will 
drive sales. The case for self-publishing is further strengthened by today’s ability of 
authors to reach the marketplace through Amazon, social media, and the authors'  
websites.  
 
Self-publishing is the best avenue for many books, and I often encourage authors to go 
this route -- particularly when they are able to sell many copies of their books through 
their own channels. However, a good commercial publisher still brings tremendous value 
to the book publishing equation in multiple ways:  
 
1. Gatekeeper and Curator: In today’s insanely crowded marketplace with an 
overwhelming number of publications competing for our attention, publishers select and 
focus attention on books of particular value and quality, thereby helping those books 
stand out. The validation, visibility, and brand provided by publishers add great value to 
those books. 
 
2. Editorial Development: Berrett-Koehler raises the editorial quality of each book in 
several ways, including extensive up-front coaching of authors to improve the focus, 
organization, and content; detailed reviews of the manuscript by potential customers to 
make the book more useful to its intended audience; and professional line-by-line 
copyediting. Such editorial development is often pivotal to a book’s success.  
 
3. Design: Self-published books often stand out in a negative way because their covers 
and interiors appear under-designed (or overdesigned). Some self-published books lack 
the professional and appropriate appearance that good publishers bring to books.  
 
4. Production: Although authors can now produce books on their own computers, 
publishers can save authors a lot of work while bringing higher quality to layout, 
proofreading, indexing, packaging, and other aspects of production.  
 
5. Distribution: Publishers can usually make books available through many more 
channels (trade and college bookstores, multiple online booksellers, wholesalers, and 
other venues not open to self-publishing companies) than authors can on their own.  

6. International Sales: Berrett-Koehler’s books are sold around the world through 
distributors in Europe, Asia, Africa, Australia and New Zealand, and Canada.  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7. Networks of Customers: Berrett-Koehler brings books to the attention of our 
networks of individual customers, institutional customers, bulk-sales customers, 
association book services, catalog sellers, other special-sales accounts, and countless 
other groups. We have been building up these networks for eighteen years, and they add 
lots of value in helping books to succeed.  
 
8. Publicity and Promotion: Although the publicity and promotion efforts of authors 
may actually exceed those of their publishers, publishers still reach many prospective 
buyers that authors cannot reach on their own. This is particularly true for a publisher like 
Berrett-Koehler that has a multichannel marketing system that combines online, direct 
mail, bookstore, publicity, social media, e-newsletter, website, special sales, conference 
sales, and other channels of marketing for each new book.  
 
9. Foreign Translation Rights, Audio Rights, Digital Rights, and Other Subsidiary 
Rights Sales: This is an area of great focus and success for Berrett-Koehler (with over 
two thousand subsidiary rights agreements signed thus far) and helps books to reach 
many more audiences than the publication of just the English-language print edition. 
Authors also receive extra revenue, a higher profile, and greater satisfaction when their 
books are published in a variety of languages.  
 
10. Coaching: Perhaps the greatest value provided by publishers is less tangible than the 
previous items on this list. Just as coaching regarding a book’s content and organization 
can be pivotal to its success, so too can a publisher’s coaching on the title, price, design, 
format, timing, market focus, marketing campaign, and even tie-in to the author’s 
business strategies make a big difference in whether a book succeeds.  
 
Working with good publishers is a partnership. For books to succeed, authors and 
publishers must collaborate in many ways. For example, the publishers set the table 
through their marketing channels, but whether the books actually move in those channels 
often depends on the marketing that the authors carry out.                       
                                                                                                   

www.bkpub.com. 
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Choosing the Right Publishing Option for You and Your Book 

8 Ways to Get Published 

1. You can publish your book by 

--Doing it as an ebook, a hardcover, a mass market book or trade paperback  
--Using print-on demand (POD) at no cost or by paying for services  
--Using print-quantity-needed (PQN) for short runs, offset for longer runs  
--Publishing it for free online as blog posts, articles, or a manuscript,    
--Publishing it with a publisher that has self-publishing imprint 
--Collaborate with a hybrid publisher: you pay for professional help 
--Crowdfund the cost with an online fundraising service  
--Selling it chapter by chapter as a subscription  
--Hiring an agent who helps clients self-publish and may pay for it 
--Hiring a professional who will take care of the process for you 

2. You can sell the rights to 

--one of the Big Apple 5  
--a small press, midsized, regional or niche publisher  
--a publisher for a flat fee as a work for hire 

 --an academic or university press 
 --a professional publisher that publishes books for a specific field 
 --sell just audio rights  

3. You can post a pitch and a sample on Inkshare’s app Properties. 

4. You can publish it in other forms such as an app, video, software, a podcast, audiobook, or 
sell the rights to a company that produces these products. 

5. You can pay for all of the costs to publish your book with a vanity or subsidy publisher. 
Like POD publishing, this has no credibility in the industry. 

6. You may be able to partner with a business or non-profit that will underwrite the writing, 
publishing, and promotion of your book because it will promote their agenda and enable them to 
profit from publicity and perhaps book sales. 

7. You can work with a packager who provides publishers with a file ready for the printer or 
finished books. 

8. You can hire an agent. 

Mike Larsen / Author, Author Coach  
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  
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The Big Apple 5 + 4  

Deciding Where Your Book Fits into the Literary Landscape 

Five conglomerates publish 60% of English-language books and more than 80% of the 
bestsellers. Listed in order of sales. 

• Penguin Random House PRH controls more than 25% of the trade publishing 
business, almost as much as the next four conglomerates combined. PRH publishes 
15,000 books a year through 250 imprints and divisions, including Random House, 
Knopf, Ballantine, Crown, Pantheon, Vintage, Bantam Dell, Broadway Doubleday, 
Anchor, and Del Rey.  

Penguin’s imprints include Penguin, Putnam, Viking, the Berkley Publishing 
Group, Tarcher Perigee, Dutton, Penguin Press, Portfolio.  

• HarperCollins includes Harper Paperbacks, Harper Mass Market, HarperOne, 
HarperBusiness, Harlequin, Avon, William Morrow, Collins, IT, and Ecco.  

• Simon & Schuster includes Atria, Gallery, Scribner, and Touchstone. 

• Hachette Book Group owns Little Brown and Company, Grand Central Publishing, 
and Perseus. Hachette has 150 imprints and publishes 17,000 books worldwide. 

• Macmillan includes Henry Holt and Company; Farrar, Straus & Giroux; and St. 
Martin's Press, which includes Tor, Picador, Griffin, Flatiron, and Thomas Dunne 
Books.  

The Other 4 

1. Midsize houses around the country, including New York companies that contribute to 
the Times bestseller list: Houghton Mifflin Harcourt, W. W. Norton, and Workman Publishing, 
which distributes Algonquin Books. 

2. Academic and university presses that do trade and crossover books. 

3. Self-publishers who publish more books than the Big Apple 5 (almost 800,000 in 
2016); will sell more ebooks than the big houses by 2020; and will continue to be a growing 
power in publishing. Self-publishing is a shadow industry: between Amazon, which won’t reveal 
numbers, and ebooks without ISBNs for tracking sales, they are impossible to calculate 
accurately and can only be guessed. 

 4. APub, Amazon Publishing, which is growing, has 15 imprints, and is starting to attract 
bestselling authors. Amazon, publishing’s favorite frenemy, which controls 80% of ebook sales 
and more than 40% of print sales--more than the Big 5 combined--is opening more than 300 
stores.  
  
Mike Larsen, Author, Author Coach  
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  
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Pushing the Envelope 

10 Steps for Selling Your Book Yourself 

1.  Make sure your proposal or manuscript is ready to submit.  

 2.  Ask your writing community about their experiences with editors and 
publishers. 

 3.  Research publishers online, in bookstores and directories, and on their 
websites to make a list of editors and publishers.  

 4.  To prepare a list of editors, use directories, acknowledgments in books, and 
calls to publishers to verify that editors are still there. Email authors and ask them about 
their experiences with their publishers. 

5.  Follow publishers’ submission guidelines. Email a personalized one-page 
query letter to up to about ten editors at a time simultaneously, letting them know you’re 
contacting other editors. 

6. Email or snail mail, with a self-addressed, stamped envelop (SASE), a multiple 
submission of your proposal or partial manuscript, following publishers’ guidelines and 
letting editors know that other publishers have it. If the first submission doesn’t work, use 
what you learn from the process to do the next submission. 

7. Submit your work, impeccably prepared, following publishers’ guidelines.  

8.  Research when to expect a response, and if you don’t receive one, follow up by 
email or phone every two weeks to find out when you can expect a response.  

9.  If you receive an offer, thank the editor and say you’ll respond as soon as you 
can. Contact other publishers who have your work, tell them you have an offer so you 
need to hear from them in two weeks. If you don’t, you’ll have to decide whether it’s 
worth waiting longer or respond to the offer. You may be able to use it to get an agent. If 
you don’t, get help with the contract from writer’s organizations, the Web, books, or from 
an agent or intellectual property attorney.    

10. After you sign the contract, celebrate! 

Mike Larsen / Author, Author Coach 
larsenpoma@aol.com / 415-673-0939  
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Publishing’s New Power Couple 

23 Reasons Readers and Writers are Reinventing Publishing 

Technology disrupts publishing by minimizing the barriers between readers and writers. 
Publishing only needs three elements: writers, readers, and tools for connecting them. Technology provides 
the tools. Readers and writers are replacing traditional publishers, media, and reviewers, and creating a new 
literary culture. Here are 23 reasons writers and readers are creating a new publishing paradigm: 

Writers 
1.   Writers are the most important people in the publishing process, because they create content. 
2.   Writing is the easiest of the arts to enter and succeed in. 
3.   You have more control over your work and career than ever. 
4.   You can reach more readers in more ways and places faster and more easily than ever for free. 
5.   Technology makes writing, revising, publishing, and promotion faster and easier. 
6.   You have more software tools than ever to help you write.    
7.   You have more books and authors than ever to use as models for your books and career. 
8.   You have more ways than ever to earn income from your work.  
9.   You have more publishing options than ever. 
10. Your books will be published. 
11. You have more ways to prove the value of your books before you sell or publish them. 
12. You can use crowdfunding to finance your books. 
13. You can use Patreon to support your writing. 
14. Technology empowers you to make a difference as well as a living. 

Readers 
15. Readers are the second most important people in publishing, because they keep books alive.  
16. More readers in more places can find books in more forms faster than ever for free or at a discount. 
17. The response of readers to your books and communications will determine your success. 
18. Social media makes books readers love unstoppable and makes them sell faster than ever, 

regardless of who publishes them or how. 
19. Readers want to love your work. 
20. Readers love sharing their passion for books. 
21. You can sustain your relationship with your fans by sharing original and curated material. 
22. 2020, five billion smartphones will connect readers, writers and books. 
23. Five million book-club members can help assure a book’s success. 

Worms in the Big Apple 
Amazon’s power is not good for writers or publishers. Others threats to writers include short attention 
spans, the shift to a visual culture, and the competition for people’s time and money.  

Publishers will remain a powerful, essential force for discovering writers and exciting readers 
about books. But for the first time, the future of writing and publishing is in the hands, eyes, hearts, and 
minds of the people who make it possible: readers and writers. Give your readers what they want and they 
will reciprocate. 

Mike Larsen, author, Author Coach  
larsenpoma@aol.com / 415-673-0939  
www.michaellarsenauthorcoaching.com 
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2020 Visions  

9 Guesses About the Future of Writing and Publishing  

1. Ebooks are the dominant worldwide platform for books. Updating ebooks and integrating other 
media into them is easy. Readers judge authors by their ability to tell a story so compellingly that 
awareness of medium and technique disappears.  

2. Foreign book sales are greater than domestic sales. Instant translation and five billion smartphones 
give readers access to a global village square that empowers a worldwide community of writers 
and publishers. This unleashes an accelerating, multimedia explosion of communication, 
creativity, collaboration and commerce.  

3. The human family uses smartphones with expandable screens for interactive information and 
entertainment as well as communication. 

4. People remember what they read in print more than what they read on screens. Sustainably 
produced books with enduring value, more beautiful than ever, continue to provide the physical 
and literary pleasures only books can. In a machine-made, high-tech but visual culture, printed 
books are more needed and treasured than ever. 

5. The Big 5 conglomerates are fewer and smaller. They thrive by partnering with their writers and 
devoting themselves to what they do best: editing, design, marketing, and distribution.  

6. The distinction between traditional publishing and self-publishing is gone. Writers have a greater 
range of options than ever, and they choose the best ones for each project. 

7. Traditional and self-publishers have disrupted Amazon with a nonprofit, cooperative, online 
bookstore on which they list books and fulfill orders. 

8. The disruption of superstores has inspired the American Booksellers Association and the American 
Association of Publishers to collaborate on creating the biggest book chain: a community of 3,500
—to 4,000 square-foot independent stores that thrive because:  

* They use the business model that works in their communities, including being co-ops, a 
combination of businesses, and community-supported nonprofits like other cultural institutions.  

* They are all Amazons, because they have an Espresso Book Machine. Books are formatted so 
they can be printed on EBMs that print a book with illustrations in a minute. Booksellers never run 
out of books, and EBMs help solve the problem of returns so writers receive royalties monthly. 

* Readers buy local, because 68 cents of every dollar spent in a chain store leaves the community; 
with indies, only 43 cents leaves the community. 

9. Fifty billion sensors are integrated into a global neural network that increases productivity and 
lessens the need to work while a sharing economy helps liberate writers and publishers to pursue 
their goals. 

Mike Larsen, Author, Author Coach 
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  
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Doing It for Love and a Living  

How an Agent Can Help You 

An agent is  

• A mediator between you and the marketplace  

• A scout who knows what publishers are looking for  

• An editor who can provide guidance that will make your work more salable  

• A matchmaker who knows which editors and publishers to submit your book to, and just 
as important, which to avoid 

• A negotiator who hammers out the best contract  

• An advocate who helps answer questions and solve problems for the life of your book 

• A seller of subsidiary rights  

• An administrator who keeps track of income and paperwork 

• A rainmaker who may be able to get assignments from editors  

• A mentor about your writing and career 

• An oasis of encouragement 

What Agents Can Do That Writers Can’t 

* By absorbing rejections and being a focal point for your business dealings, your agent helps 
free you to write.  

* As continuing sources of manuscripts, agents have more clout with editors than writers.  
* Your share of sub-rights income will be greater, and you will receive it sooner if your agent, 

rather than your publisher, handles them.   
* Your agent enables you to avoid haggling about rights and money with your editor. 
* Your agent can advise you about publicity and self-publishing and may offer these services. 
* Editors may change jobs at any time, and publishers may change direction or ownership at 

any time, so your agent may be the only stable element in your career. 
* The selling of your book deserves the same level of skill, care, knowledge, experience, 

passion, and perseverance that you dedicate to writing it. An agent can't write your book as well 
as you can; you can't sell it as well as an agent can.  

Adapted from How to Get a Literary Agent by Michael Larsen. 

Mike Larsen / Author, Author Coach  
larsenpoma@aol.com / 415-673-0939 
michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

Grabbing Them by the Eyeballs 
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26 Ways to Excite Agents and Editors About You and Your Book 

1. Your Professionalism 
2. Your query letter 
3. Your pitch 
4. The freshness, timeliness, salability, and promotability of your idea 
5. Your style 
6. The impact of your writing 
7. Your first line 
8. Your first page 
9. Your promotion plan 
10. The number of books you will sell a year 
11. The media that will give you time or space 
12. Your platform   
13. Your email list 
14. Your communities of writers, fans and publishing pros who will help you 
15. Your test-marketing 
16. Telling them how many competing books you’ve read, how many drafts     

 you’ve done, and how many readers have given you feedback 
16. Your personality 
17. Your passion for the sharing the value of your work 
18. Your commitment to your craft and your career  
19. Your credentials 
20. Your book’s markets: consumers, schools, businesses, film/foreign rights 

 21. Your commitments for a foreword and cover quotes   
 22. Commitments from organizations to buy and promote the book  
 23. Your future books 
  24. Your knowledge of publishing and what it takes to succeed 
 25. Your proven ability to build your brand 
 26.  Your video query showing how well you discuss your book 

Mike Larsen, Author, Author Coach 
larsenpoma@aol.com / 415-673-0939  
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, CA 94109  
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The Hook, The Book & The Cook 

The 3 Parts of an Irresistible Query Letter 

Agent Katharine Sands believes that the writing you do about your writing is as important 
as the writing itself. A query is a one-page, single-spaced letter with three or four 
indented paragraphs with a space between each. Without sounding self-serving, it 
explains why, what, and who: the hook, the book, and the cook: 

1. The Hook: whatever will best justify reading your work 

* (Optional) A selling quote about your book (or a previous book) from someone 
whose name will give it credibility and/or salability. The quote could also be 
about you. 

  
 * (Optional) The reason you’re writing the agent or editor:  
  --the name of someone who suggested you contact the agent  
  --the book in which the author thanked the person you’re contacting  
 --where you heard the agent speak 

--where you will hear the person speak and hope to have the chance to 
discuss your book 

 * Whatever will most excite agents or editors about your book:  
  --the opening paragraph 
  --the most compelling fact or idea about your subject 
  --a statistic about the interest of people or the media in the subject or the  
  number of potential readers 

2. The Book: the essence of your book 

 * A sentence with the title and the selling handle for the book: up to fifteen words  
 that will convince booksellers to stock it and consumers to buy it.  

* The model(s) for it: two recent, successful (not bestsellers) books that convey 
your literary and publishing goals. 

 * A one-sentence overview of your book and, if appropriate, what it will do for  
 your readers 

 * The book’s biggest markets  
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 * A round number for the actual or estimated word count of your manuscript  

* The number of pages in your proposal and sample chapter(s) and how many 
additional pages of the manuscript you have ready to send 

* (Optional) The names of people, if they’re impressive, who have agreed to give 
you a foreword and cover quotes 

 * (Optional) A link to illustrations, if they’re important 

 * (Optional) If you’re  proposing a series, the subjects or titles of the next two 
books 

 * (Optional) Information about a self-published edition that will help sell it 

3. The Cook: Why you’re the person to write the book 

 * Your platform: the most important things you have done and are doing to give  
yourself continuing visibility with potential readers, with numbers if they’re 
impressive: your online activities, published work with links to it, and media and 
speaking experience with links to audio and video  

* Your promotion plan: the one-to-three most impressive things you will do to  
promote your book, online and/or off, with numbers, if they’re impressive 

 * Your credentials; years of research; experience, positions, prizes,  
 contests, and awards in your field 

* A link to a video query up to two minutes long in which you make the case for 
you and your book  

 These elements are building blocks for you to assemble in the most effective 
order. Front-load the letter by putting what is most impressive as close to the beginning as 
you can, and include anything else that will convince agents or editors to ask to see your 
work. Get feedback on your letter, and have someone proofread it. 
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Presenting You and Your Idea in Less Than a Minute 

The Parts of a Perfect Pitch  

“If you can’t explain it simply, you don’t understand it well enough.” – Einstein 

Pitching a book takes less than a minute. The goal: generate maximum excitement in as few 
words as possible. How? By capturing the essence of your book, why it will appeal to book 
buyers, and what’s most impressive about you, and for big and midsize publishers, your platform 
and promotion plan. 

Platform and promotion aren’t as important for novels and memoirs, for academic presses; small, 
niche, university presses; or houses outside of New York. The last four parts are optional, because 
you may not need them. These elements are building blocks you can arrange in the order that has 
the most impact. Here’s how to excite agents and editors: 

• A sentence with  
  * The title (and subtitle, if needed) 

 * The kind of book it is 
 * For a novel or memoir, the time and setting 
 * The number or estimated number of words in the book 
 * About fifteen words that prove your book is unique and salable 
--The Dragon’s Apprentice is a 100,00-word fantasy, set in a medieval kingdom, about a 
young princess who befriends a dragon who teaches her to be a queen.”  
--“Winning the Battle of the Exes: Six Simple Steps for Making the Last Day of Your 
Divorce the First Day of a Lifelong Friendship will be the first book to show how to 
transform a painful relationship into a lasting pleasure.”  

• A brief overview of the book 
• The models for your book: two recent, successful books (not bestsellers) 
• Your most impressive credentials: your track record; experience in your field; years of 

research; prizes; contests; awards 
• The one or two most impressive parts of your platform: what you’re doing to give 

yourself continuing visibility on your subject or kind of book you’re writing, online or 
off, with potential book buyers, and if the number is impressive, how many of them, and 
where. Wrong: “I give talks.” Right: “I give X talks a year to Y people in major markets.”  

• The most impressive, believable one-to-three things you will do to promote your book, 
online or off, and how many of them, if the number is impressive.  

• The number of pages in a proposal for a nonfiction book 
• (Optional) The names, and if necessary identification, of the most impressive people who 

will provide a foreword and/or cover quotes 
• (Optional) If it’s the first book in a trilogy or series, mention it. 
• (Optional) Information about a self-published edition that will help sell it 
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• (Optional) Anything else that will impress agents or editors 

Mike Larsen, Author, Author Coach  
larsenpoma@aol.com / 415-673-0939  
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

When Ya Got It, Flaunt It 

A Sample Pitch for a Potential Nonfiction Bestseller 

Negatrends: The 10 Greatest Challenges Facing America and How We Will Meet Them 
will be the first book to provide an overview of our biggest problems and provide 
solutions for them. I've interviewed 53 of the most innovative minds in the country. 
Elizabeth Warren will write the foreword.  

The book will cover education, poverty, immigration, discrimination, climate 
change, economic inequality, political paralysis, health care, infrastructure, and ending 
the uncivil war between the coasts and the heartland.  
   

John Naisbitt’s bestseller Megatrends is the model for the book. The Ford 
Foundation has agreed to arrange for talks and to hire a publicist for the 25 largest 
markets on publication. I will continue to do 40 talks a year and commit to sell 3,000 
books a year for five years. 

The influencers in the book have a combined following of more than 1.5 million 
people on social media and will promote the book to them. I have an email list of 30,000 
subscribers, a blog and a podcast. I have written about these issues for more than 20 
publications, including The New Yorker and the New York Times.  
  

Negatrends is the culmination of my professional life, and I will work full time 
for six months after publication to promote it and continue to promote it after that. A 46-
page proposal is ready. The manuscript will be 50,000 words. 

Many thanks to Joan Stewart, www.publicityhound.com, for her suggestions. 
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Finding the Agent Who’s Looking for You 

                                    9 Ways to Find an Agent  

1. Your writing community: Ask writers, especially those in your field. 
  

2. The Web: Blogs, Twitter, Facebook, LinkedIn, other social media; agents’ 
websites; Google; databases such as publishersmarketplace.com, 
agentresearch.com, firstwriter.com, authorlink.com, predatorsandeditors.com, 
and agentquery.com, which lists 2,000 agents. 

3. The Association of Authors’ Representatives (AAR): The 450 agents in 
AAR are the best source of experienced, reputable agents. Members are 
required to follow the AAR’s code of ethics. The directories talked about in 
number six indicate when an agent is a member, www.aaronline.org.  

4. Writers’ organizations: They’re listed online and in Literary Market Place  
in your library.  

5. Literary events: Writing classes, readings, lectures, seminars, book signings, 
conferences, and book festivals.  

6. Directories: Jeff Herman’s Insider’s Guide to Book Publishers, Editors, and 
Literary Agents; Guide to Literary Agents; Literary Marketplace (LMP). 
Directories vary in the kind and amount of information they provide, so check 
what different directories include about the same agency. 

7. Magazines: Publishers Weekly, The Writer, Writer’s Digest, and Poets & 
Writers have articles by and about agents. If you don’t want to splurge on a 
subscription to Publishers Weekly, read it at the library. There’s a free 
weekday condensation of it available at www.publishersweekly.com.  

8. Books: The dedication and acknowledgment pages of books like yours.  
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9. Your platform: Be visible online and off, get published, give talks, publicize 
your work and yourself. When you’re visible enough, agents will find you. 

Mike Larsen / Author, Author Coach  
larsenpoma@aol.com / 415-673-0939  
www.michaellarsenauthorcoaching.com  
1029 Jones Street / San Francisco, CA 94109  

Arranging a Marriage 
  

8 Steps to Getting the Agent You Need 

1. Find a salable idea. 

2. Write your proposal or manuscript. The only time to contact agents is when 
you have something ready to sell. 

3. Research potential agents online and off. Use the submission guidelines on 
their websites to learn what they’re looking for and how to submit to them. 

4. Write an irresistible one-page query letter. Get feedback on it, and have 
someone proof it. Then personalize it and email it to up to ten agents 
simultaneously. You may receive feedback that will enable you to strengthen 
your query letter or your work. Don’t include the list of agents as recipients in 
an email. 

5. Follow the submission guidelines of the agents you contact. Don’t call or 
email to see if your work arrived or when you will get a response. Make a 
note on your calendar or your copy of your query letter of when the agents’ 
guidelines say you will hear from them and call or email them if you don't. If 
you want to know your work arrived, send it overnight or certified. If you’re 
mailing your work, and you don't need the material back, include a #10 
stamped business envelope (SASE) for a response.  

6. If you can, meet interested agents to test the chemistry for your working 
marriage. Finding and keeping an agent is creating and sustaining a marriage 
that has personal and professional aspects to it.  
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7. Read the agent’s agreement. Make sure you’ll feel comfortable signing it, 
and feel free to ask questions about it. 

8. Choose the best agent for you. The criteria: passion, personality and 
experience. 

Mike Larsen, Author, Author Coach 
www.michaellarsenauthorcoaching.com 
larsenpoma@aol.com / 415-673-0939  
1029 Jones Street / San Francisco, CA 94109  

Goals 

What’s in It for You? Setting Your Literary and Publishing Goals 

Create a portrait of the writer you want to be by describing your short- and long-term personal, literary and 
publishing goals and how you will achieve them by answering these questions. When possible, start your 
answers with the word “I.”  

 1.  Why do you want to write? 

 2.  What do you want to write: novels, nonfiction, children’s, MG or YA books? 

 3.  Which books are models for your books? 

 4.  Is there an author who is a model for the writer you would like to be? 

 5.  What do you want your writing to communicate? 
  
 6.  What do you want your writing to achieve? 

 7.  Who are you writing for? 

 8.   How many books do you want to write a year? 

 9.   What advance would you like for your books?  

 10. How much money a year do you want to earn from your writing?    

 11. How and where do you want to live? 

12. (For nonfiction writers) Do you want to write your book yourself, work with an editor, 
collaborate, or hire a ghostwriter? 
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 13. Do you want to self-publish, pay to be published, or be paid to be published? 
  

14. What size house do you want to publish it? 

15. How big an advance do you want? 

16. How many copies do you want it to sell? 

  17. How will you support your writing until it supports you? 

 18. How will you use your success to serve others? 
  
 19. What literary legacy do you want to leave? 
  
Put your answers up where you write. Read them if you become discouraged. Change them when you wish.  

Mike Larsen, Author, Author Coaching 
www.michaellarsenauthorcoaching.com  
larsenoma@aol.com / 415-673-0939  
1029 Jones St. / San Francisco, CA 94109  

Putting the Pedal to the Metal on the Hybrid Highway to Success 

Maximizing Your Momentum for Reaching Your Goals 

“Distance is nothing when one has motive.”  

 - Jane Austen, Pride and Prejudice 

Premises 

• You want to keep writing as long as your tips can touch the keyboard. 
• You want to become a successful writer as fast as you can. 

Being a writer is a hybrid business. You research, write, build your platform and 
communities, test-market, promote, publish, and profit from your work online and off. So to build 
momentum for reaching Success City as fast as you can, choose a reliable, high-mileage vehicle: 
the content that will enable you to reach your goals. Then leave your comfort zone and take off in 
cyberspace and the wild open spaces to generate maximum speed and impact.  

To find the fastest route to your destination, research the territory: 

• Read books, blogs, and articles about promotion and how writers succeed. 
• Follow authors in your field. 
• Create your AAA by building online and offline communities of fans, writers, 

booksellers, publishing pros, and people in your field to help you.   
• Attend meetings and events for writers and pros in your field. 
• Test-drive your work to prove it delivers. 

Understand what you have to do to achieve your goals, then create a step-by-step route for the 
journey. 
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Rules of the Road 

• Overcome resistance to promotion and technology. 
• Get the help you need. 
• Align your goals with what you have to do to achieve them.  

The hybrid highway is long and winding. It may take you more than five books to reach 
Success City. Accept failure as speed bumps you have to slow down and learn from. You will pass 
writers who haven’t figured out where they want to go or how to get there. You will also find 
fans, friends, ideas, and allies along the way who accelerate your progress.  

Bring passion, creativity, and resourcefulness, along with a water bottle, protein bars, and 
copies of your book. Enjoy the adventure of becoming a successful author. Looking forward to a 
postcard from Success City. 

Mike Larsen, Author, Author Coach  
www.michaellarsenauthorcoaching.com 
larsenpoma@aol.com / 415-673-0939 
1029 Jones Street / San Francisco, 94109  

 How to Make Writing a Slam Dunk 

22 Tips from the Golden State Warriors 

Last year, the Golden State Warriors won their second championship in three years. As I write 
this, they are playing the Cleveland Cavalier for the fourth straight year for another ring. The 
Warriors are a phenomenon worth celebrating and emulating. They are a young team, better than 
last year, with years of success ahead of them.   

The Warriors are the best sports team ever, not because of their achievements—the 
Boston Celtics have won 11 championships--but because of their vision, ability, leadership, and 
character as individuals and a team. They are setting an example that is transforming basketball 
into the best game it can be.  
 Here are twenty-two ways to adapt what makes the Warriors special. Please feel free to 
read them in any order or just read the advice, which is centered. 

1.   Stephen Curry 
2.   Steve Kerr 
3.   Heartwork 
4.   Community 
5.   A Sense of Mission 
6.   Communication 
7.   Teamwork  
8.   High Fives 
9.   Fans 
10. Discipline 
11. Sacrifice 
12. Creativity 
13. Knowledge 
14. Pride 
15. Confidence 
16. Toughness 
17. Accepting Uncertainty 
18. Marketing 

!  35



19. Diversity 
20. Community Involvement 
21. Commitment 
22. Taking the Long View 
Becoming a Writing Warrior 

1. Stephen Curry 
The Warriors are considered unbeatable for the championship. The most important reason 

is Stephen Curry. He’s the captain and the heart of the team. Twice chosen the League’s most 
valuable player—once unanimously--he runs the offense. 

Curry is the best three-point shooter in history. He’s the best free-throw shooter in the 
league, the third best in history, and he’s getting better. (His teammate, Kevin Durant, is the 
league’s third best free-throw shooter.) Curry still does almost daily drills. 

He is handsome, religious, and irresistibly likeable. He looks up and points heavenward 
after making shots, and sometimes shimmies to express his pleasure. Curry’s unique, amazing 
combination of joy, speed, agility, poise, strength, focus, humility, confidence, unselfishness, 
creativity, determination, competitiveness, fearlessness, explosiveness, court awareness--along 
with his ability to pass, dribble, defend, move without the ball, drive to the hoop, create space to 
shoot, find the open man anywhere on the court, and make a dazzling variety of often quick-
release, off-balance shots with either hand--make him riveting to watch. Announcers call his 
outbursts of consecutive baskets a “Curry flurry.’’ 

But he endured unsuccessful seasons and injuries that raised doubts about his future. 
Then luck, trades, his developing skills, injuries on other teams, and the Warriors meshing as a 
team unexpectedly enabled them to win a championship. Kerr thinks Curry is at his peak. He said 
his skills are the ”powerful force that drives the entire organization.” Without him, the Warriors 
are just another contender. With him, they embody greatness. 
  

You are the Stephen Curry of your life. You’re not the son of a professional basketball 
player. You haven’t grown up with the game, devoting your life to it. But you also haven’t 

suffered the injuries Curry has and endured the uncertainty that followed them. You haven’t made 
mistakes and lost games in stadiums full of fans and on television. And you haven’t been ignored 

by college and pro teams because of your size. 
You have your own unique gifts and potential. Continue to develop your gifts. Become 

the best you that you can be, so you can master your craft and lead the teams you need. 

2. Steve Kerr 
The coach Steve Kerr is also unique. He has suffered much and continues to suffer from 

medical problems, but is the only coach to have five championship rings from playing with 
Michael Jordan’s Chicago Bulls. His fairness, intelligence, perspective, sense of humor, righteous 
anger, support for his players, willingness to accept mistakes and ideas from players, and his 
desire for the team to find joy in playing makes him universally liked, respected and revered. 
With the help of first-rate assistant coaches, Kerr prepares game plans and decides when to rest 
players and how to match them up with opponents. 

Mentors can coach you on the skills for being a writer. But you are the coach who 
provides the vision, knowledge, and inspiration for your communities of friends and family, 

readers, writers, fans, authors, a bookkeeper, influencers, organizations, reviewers, media people, 
booksellers, and the collaborators you will need to help publicize and monetize your work. 

. 
3. Heartwork 

The Warriors are endearingly imperfect. They miss shots, make bad passes, and let other 
teams back in the game after gaining a lead with sloppy play. They can lose games because of 
injuries and fatigue. They lose their tempers and get ejected. They depend on making three-point 
shots, and if no one is, and the team can dig itself a hole.  
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They lose games but they don’t lose heart. Even when they’re behind, they know they can 
come back. And losing a game is an incentive. The next game is retribution. Opponents know 
they will face an even more determined adversary. The Warriors rarely lose two games in a row, 
even when they play back-to-back games on the road. 

Players are well rewarded, but playing for the Warriors is a labor of love. Traveling tens 
of thousands of miles a year is a tough grind. The players love being part of the team, and the 
perks and recognition victory brings.  
   

If your work isn’t a labor of love, find something that is. If despite its hazards, you love 
the writing life, you’re already a winner. 

4. Community 
The game is the players’ professional life. Their quality of life depends on the spirit of 

community they have with each other and the organization. Players spend ten months together 
practicing, playing, eating, sleeping on planes, and arriving in cities in the middle of the night. 
Respect, friendship, shared goals and experience, a sense of humor, and practical jokes help 
sustain their relationships. 

The Warriors have the best first and second teams in the league. The second team  
includes two extremely smart, experienced former all stars, David West and Andre Igoudala. 
Even though he comes off the bench, Igoudala was the MVP of the Warriors first championship 
series, the first time a sixth man has won it. The second team can increase a lead or turn a game 
around. This enables Kerr to rest the starters and sometimes take them out of the game early.   

The Warriors thrive, in part, because of the organization. The Warriors are three teams: the 
starting five, the back-up players, and the team that trains, coaches, supports, travels with, and 
takes care of the players. The team has the best leadership in basketball: 

• Owners Joe Lakob and Peter Guber bring an enlightened vision of running a team and 
provide the means for the team to have what it needs. 

• Bob Myers, twice chosen as the best general manager in the league, is devoted to what’s 
best for the team and the players. With advice from players, scouts, and other executives, 
Myers hires for character as well as ability. He’s brilliant at finding players.   

• An outstanding team of twenty-two assistant coaches helps Kerr.  

One of the joys of the writing life is maintaining engaged, win-win communities of the 
people who know, like and trust you. As your career develops, you will need people who can do 
what you can’t or don’t have the time to do: social media, clerical work, responding to requests, 
and planning, running and getting people to your events. Build your team before you need it. If 

you have big publishing goals, your team will help determine how well and fast you reach them. 

5. A Sense of Mission 
The Warriors know they’re making history and are part of a unique culture. The team is 

driven by a sense of mission: winning the next championship ring. But every opponent also has a 
mission: beat the champs. The Warriors bring out the best in teams, so the team must play their 
“A game” or risk losing.  
  
Bring your A game to your work. You need a sense of mission about your writing and publishing 
goals: what and why you’re writing, what you want to see happen with your work, and what you 
have to do to achieve your goals. You need to feel that writing is what you were born to do, that 

challenges may slow you down but nothing will stop you. 

6. Communication 
Players communicate extremely well with each other. They switch defensive assignments 

instantly and set screens that enable teammates to drive or shoot. 
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The better you communicate through your work and by sharing information you create and 
curate,  the better your communities will serve you. 

7. Teamwork 
Four of the team’s starting five are all-stars in their prime. The Warrior have the best 

shooting trio on one team in the league: Curry, Kevin Durant, and Klay Thompson (whose father 
was also a pro). They made the Warriors the best team in the league in both defense and offense 
last year.   

If you hire a traditional publisher to help you, you, your agent if you have one, your 
editor, and your publicist, along with the help you enlist, will be your publishing team. If you 

self-publish, building and leading a cohesive team will be essential. 

8. High Fives 
The Warriors encourage each other with high fives, even during practice.   

You need and deserve friends, family, fans, champions, and other writers to encourage 
you and celebrate your victories. As Oprah said: “The more you praise and celebrate your life, the 

more there is in life to celebrate.”  

9. Fans 
The Warriors always sell out at Oracle Arena, which is so loud it’s called “Roaracle.” One 

player said that having 19,000 screaming fans urging you on is like having a sixth man on the 
floor. When the Warriors received their championship rings this year, Curry said: “We do it all for 
you.” At away games, local fans sometimes cheer louder for the Warriors than their own team.   

Basketball is going global. Around the world, the Warriors are rock stars. Many teams 
have players from other countries. Center Zaza Pachulia, is from the Republic of Georgia, Omri 
Casspi from Israeli. Both are rock stars back home. The team’s third trip to China showed how 
welcome the Warriors are as goodwill ambassadors. 

Social media offers you the chance to create fans for life by satisfying their craving for 
information and entertainment (cat pix always work). Content is king, so your books will 

determine your future. But readers also want a personal connection with authors. And as any pile 
of dough will tell you, it’s great to be kneaded. 

10. Discipline 
The team always practices the fundamentals of scoring, defense, and their set plays. It’s a 

repetitive, demanding process, but players know that the discipline makes them better as players 
and as a team.  
  
Practicing your craft takes discipline. Workman once published a gardening book and promoted it 
with a tote bag that said: “The more you garden, the more you grow.” The more you read, write, 

and share your work, the better it will be. 

11. Sacrifice 
Players sacrifice: 
* more income from other teams. Kevin Durant gave up 9 million dollars in salary so the 

team could afford to retain players. 
 * their egos by passing instead of scoring. If a player is hot, they keep feeding him the 
ball.  
 * playing time. They know Kerr will insert them when they’re needed. 
 * their personal life. Players sacrifice time off and time with family and friends.  
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Writing requires sacrificing time, effort, money, and immediately gratifying alternatives. 
Find goals that justify your sacrifices. 

12. Creativity 
The team practices plays, and players are assigned to defend an opponent. But plays don’t 

always work, and players lose the men they’re guarding. Basketball is jazz, theme and variations. 
When plays don’t work out, the Warriors improvise. Kerr’s free-flowing offense requires players 
to keep moving without the ball. Watching the team whip the ball around the court to find an open 
shooter is a tremendous pleasure that builds excitement. After watching Curry make impossible 
shots, the greatest pleasure is watching the team by taking what the defense gives them by finding 
the open man, sometimes right under the basket.  

Kerr encourages players to be creative. This leads to bad passes and plays that go awry, 
but are fun to watch. The Warriors’ failures are often more enjoyable than plays of other teams 
that succeed. 

You need to be creative about seizing opportunities and how you approach being a writer. 
Your gift for creating and innovating is the secret sauce that only you can bring to your career  

and to making you and your work unique. 

13. Knowledge 
Coaches and players are lifelong students of the game who follow players and teams. 

Knowledge and experience help players anticipate what will happen next and respond to it. 

  Maximize your smarts by: 

• Reading as many books as you, especially those like yours, and learn about authors, so 
you can find models for your books and your career. 

• Getting to know as many writers, experts, and publishing pros as you can, especially 
those in your field, by joining organizations and attending events 

• Being a lifelong learner about writing, publishing, promotion, technology; what it takes 
to achieve your goals; and trends and changes that create opportunities for you 

• Learning to anticipate what’s next instead of just responding to events 

14. Pride 

The Warriors take pride in their play and achievements. 
  

Pride in your work and your efforts on its behalf come from doing your best, regardless 
of outcome. 

15. Confidence 
The Warriors take the floor knowing they can win. Their record and the final score 

usually justify their confidence.  
  

Speaker and author Zig Ziglar said: “Confidence is going after Moby Dick in a rowboat 
and taking the tartar sauce with you.”  Build your confidence in your ability to write, get 

published, and build your career. 

16. Toughness 
The Warriors are a finesse team that relies on skill. Some teams rely on big men to clog 

the middle and intimidate players. Thanks in part to the trash-talking “Defensive-Player-of-the-
Year” Draymond Green—the driving force of the defense--the team can play as “physical” as 
needed.  
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Kevin Durant is the league’s new King of Swat. He leagues the league in blocked shots, 
helping to make the Warriors the best team in the category. 

Because of his skills as a shooter and defender, Klay Thompson is the best “two-way” 
player in the league. Kerr said that Thompson, another catch-and-shoot master and son of an 
NBA pro, is “fantastic” this year and “at his absolute peak.” His agent, Greg Lawrence said: “The 
standard he holds himself to is perfection.” 
  

Meeting challenges takes toughness. They are more psychological than physical, but are still 
intimidating. Be professional but relentless. 

17. Accepting Uncertainty 
The Warriors live with the possibility of injuries. An injury can transform a game, a 

career, a season, or a team in a second.  

You can’t control the wind, but you can control your sails. You can’t control outcomes, 
but you can control the goals that keep you motivated and your efforts to achieve them. How 

publishable your manuscript is and what you will do to help it sell will determine how it will be 
published. Accept uncertainty, but control what you can. 

18. Marketing 
The Warriors spend millions a year on promotion and make millions on branded 

merchandise. The bestselling basketball T-shirt in the world has the number 30 on. If you can’t 
figure out whose it is, go back to number one. 

You are establishing a one-person, multimedia, multinational business. You have more ways to 
promote and monetize your work than ever. You can reach more readers in more places faster and 

more easily than ever for free. Be consistent and about when and how you communicate. Set 
yourself off from other writers to build your brand and your income. 

19. Diversity 
 The team and the organization support and celebrate diverse cultures and different sexual 
identities. You are serving a worldwide audience. Make your life and work reflect the opportunity 
to be a member of the human family and a citizen of the world. 

20. Community Involvement 
To help express gratitude for their success and give back to those who support them, the 

players and the organization contribute time and money to the community and worthy causes. 
  
Help causes and organizations you’re passionate about. Individuals, like organizations, are judged 
in part by their eagerness to serve. Let your work and your life show your gratitude for your gifts 

and opportunities. 

21. Taking the Long View 
Kerr takes the long view trying to win enough games to have home-court advantage in 

the playoffs and resting players so they still have enough energy to win them. 

Like the Warriors, you will fail your way to success. Your work and query letters will be rejected. 
Early attempts at promotion will fail. Early books won’t sell as well as you’d like. But as James 

Joyce said: “Mistakes are the portals of discovery.” Learning from mistakes makes them 
victories. Mistakes are essential steppingstones to becoming the best, most successful writer you 
can be. You may need to publish five or more books to build a fanbase. Building your future is a 

triathlon, not a sprint. So take the long view in developing your craft and your career. 

22. Commitment 
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The players are committed to the team, the organization, and to becoming the best players 
they can be.  

Make a lifetime commitment to your goals, your craft and your career. Keep improving 
every aspect of your calling. The more joy you bring to your work, the more you will enjoy 

fulfilling your potential as a writer. As editor John Dodds told writers: “If anything can stop you 
from becoming a writer, let it. If nothing can stop you, do and you’ll make it.” 

Becoming a Writing Warrior 
My partner Elizabeth Pomada and I were lucky enough to be the agents for Dan Millman’s 
autobiographical novel, Way of the Peaceful Warrior: A Book That Changes Lives. when it was 
first published in 1980, it failed. Then Dan found a small publisher for it, and it`s been translated 
into twenty-nine languages, has sold more than a million copies, and is still selling. If your books 
deliver, they will, with luck and service to your communities, make their way into your readers 
minds and hearts. 

I hope that you find ways to apply this advice to other fields and your personal life, and 
that your efforts enable you to become a writing warrior. 

The information on the Warriors was drawn largely from Connor Letourneau’s excellent reporting 
in the San Francisco Chronicle. 

Mike Larsen, Author, Author Coach  
larsenpoma@aol.com / 415-673-0939   
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  
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A Guide to Failure 

19 Easy Steps for Guaranteeing Your Future 

These nineteen steps guarantee your success at failure: 

1. Don’t read. 
Reading books will inhibit you. You don’t need to know what readers and publishers 

expect from books like yours. Make your writing effortless by avoiding books. 

2. Don’t have goals. 
 On Maui, they sell T-shirts that say: “The unaimed arrow never misses.” Setting literary 
and publishing goals takes time and effort. Don’t aim and call whatever you hit the target. 

3. Write whatever you want. 
 Don’t let what readers want smother your creativity. Write whatever comes to mind.  

4. Don’t write regularly. 
 Don’t have a writing routine. Wait for inspiration to strike.  

5. Don’t do more than one draft. 
 Don’t waste time revising your work. One and done. 

6. Don’t share your work. 
 If readers give you feedback, you risk the temptation to rewrite. 

7. Don’t build a writing community. 
 Don’t join a writer’s organization or writing group or build a community of writers to 
help you.   

8. Don’t learn how publishing works. 
 If you understand publishing, you may feel you have to meet its expectations.    

9. Don’t use an agent. 
 Save 15% of your hard-earned income by taking care of business yourself. Agents can’t 
sell first drafts anyway. They’ll want you to revise your book and promote it. 

10. Don’t submit your work. 
 If you submit your work, agents and publishers will reject it. Since they turn down 
bestsellers all the time, don’t give them the chance. 

11. Sell your book to the first publisher who wants it. 
 If a publisher wants your book, sign the contract without reading it. Ignore requests for 
revisions and promotion. Any publisher will do a great job publishing it.  

12. Self-publish it for free. 
 If no publisher is smart enough to snap up your book, self-publish it for free. You won’t 
have to bother with details. (The publisher won’t either.)  

13. Don’t build a presence online.  
 Don’t get lost in cyberspace. If readers write to you, you may feel obligated to reply.  

14. Don’t develop speaking skills. 
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 Your book will speak for itself. You won’t have to say a word about it.  

15. Don’t promote your book. 
Don’t waste your time. Your book will sell itself.  

16. Don’t write more than one book. 
 You’ll make all the money you want from your first book. No need to write more books. 

17. Don’t keep learning. 
 Don’t continue to learn about writing, publishing and your field. Follow your bliss.  

18. Take the short view. 
 Don’t plan ahead. Do whatever makes sense at the time. Your readers will make sure you 
get what you deserve. 

19. Don’t be committed to your craft and your career. 
 Improving your skills is an endless job. You were born ready.  

Bonus: if you try to fail and succeed, you’ve done both. 

Mike Larsen, Author, Author Coach 
lasenpoma@aol.com / 415-673-0939   
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

Content is the King  

Reading 
Never Go to Bed Alone 
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How to Make Every Night a Delight 

“I learned to be a writer by reading.” – Stephen King 

Writers, especially storytellers, are usually inspired to write because of books they 
love. They are so moved and inspired that they want to create something that will have 
the same effect on their readers.  

Author Ernest Gaines believes that you only write as well as you read. So read 
what you love to read and write what you love to read. What should you read? Anything 
that helps you become a better writer. Read books:  

• You enjoy 
• By your favorite authors 
• That inspire you   
• That help you decide what to write 
• Like those you want to write 
• Recommended by readers you trust 
• About your field 
• About your favorite authors 
• With information you need or want 
• About writing, including writing books like yours 
• About publishing and promotion 
• So successful that they help you understand trends and popular taste 
• That help you grow as a writer and a person 

Downloadable audio is the fastest growing segment of publishing. Like reading your 
work aloud, listening to books will give you insights into your writing. 

Booklovers never go to bed alone. The British critic Nancy Banks-Smith said: 
“Agatha Christie has given more pleasure in bed than any other woman.” Reading is one 
of the joys of being a writer. I wish you lifetime of joy reading and writing. 

Mike Larsen, Author, Author Coach 
www.michaellarsenauthorcoaching.com 
larsenpoma@aol.com / 415-673-0939 
1029 Jones Street / San Francisco, 94109       

100 Must-Read, Best Books On Writing And The Writer’s Life 
Nikki VanRy 7-28-17  
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http://bookriot.com/2017/07/28/best-books-on-writing/ 
If you’re a working or aspiring writer, you already likely know about the classic best books on writing–
King’s On Writing, Strunk and White’s Elements of Style–but for a craft as varied and personal as writing, 
you’ll always benefit from learning from more voices, with more techniques.  
That’s why this list is full of writers not only talking about the bare-bones craft of writing (and there’s 
plenty of fantastic advice there), but also how becoming a writer changed their lives and what role they 
believe writers play in an ever-changing world. From craft to writer’s lives, get ready to dig into 100 of the 
must-read, best books on writing for improving your own work.  
!  
1. A House of My Own: Stories from My Life by Sandra Cisneros  
2. A Little Book on Form  by Robert Hass 
3. A Personal Anthology by Jorge Luis Borges 
4. A Room of One’s Own by Virginia Woolf 
5. About Writing: Seven Essays, Four Letters, & Five Interviews by Samuel R. Delany 
6. The Anatomy of Story: 22 Steps to Becoming a Master Storyteller by John Truby 
7. Art & Fear: Observations on the Perils (and Rewards) of Artmaking  
by David Bayles and Ted Orland 
8. The Art of Death by Edwidge Danticat 
9. The Art of Fiction: Notes on Craft for Young Writers by John Gardner 
10. The Art of Memoir by Mary Karr 
11. The Artist’s Way: A Spiritual Path to Higher Creativity by Julia Cameron 
12. Big Magic: Creative Living Beyond Fear by Elizabeth Gilbert 
13. Bird by Bird: Some Instructions on Writing and Life by Anne Lamott 
14. Black Milk: On the Conflicting Demands of Writing, Creativity, and Motherhood by Elif Shafak 
15. Books and Islands in Ojibwe Country: Traveling Through the Land of My Ancestors  
by Louise Erdrich 
16. Bryson’s Dictionary of Troublesome Words: A Writer’s Guide to Getting It Right by Bill Bryson 
17. Bullies, Bastards and Bitches: How to Write the Bad Guys of Fiction by Jessica Morrell  
18. Crazy Brave: A Memoir by Joy Harjo 
19. Eats, Shoots & Leaves: The Zero Tolerance Approach to Punctuation by Lynne Truss 
20. The Elements of Style by William Strunk Jr. and .B. White 
21. The Emotional Craft of Fiction: How to Write the Story Beneath the Surface by Donald Maass 
22. Everybody Writes: Your Go-To Guide to Creating Ridiculously Good Content by Ann Handley 
23. The First Five Pages: A Writer’s Guide to Staying Out of the Rejection Pile by Noah Lukeman 
24. The Forest for the Trees: An Editor’s Advice to Writers by Betsy Lerner 
25. Free Within Ourselves: Fiction Lessons for Black Authors by Jewell Parker Rhodes 
26. Getting Into Character: Seven Secrets a Novelist Can Learn From Actors by Brandilyn Collins  
27. The Heart of a Woman by Maya Angelou 
28. If You Want to Write by Brenda Ueland 
29. Immersion: A Writer’s Guide to Going Deep by Ted Conover 
30. In Other Words by Jhumpa Lahiri 
31. In Search of Our Mothers’ Gardens: Womanist Prose by Alice Walker  
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32. It Was the Best of Sentences, It Was the Worst of Sentences: A Writer’s Guide to Crafting Killer 
Sentences by June Casagrande 
33. The Kick-Ass Writer: 1001 Ways to Write Great Fiction, Get Published, and Earn Your Audience  
by Chuck Wendig 
34. The Language of Fiction: A Writer’s Stylebook by Brian Shawver 
35. The Lie That Tells a Truth: A Guide to Writing Fiction by John Dufresne 
36. The Magic Words: Writing Great Books for Children and Young Adults by Cheryl Klein 
37. Making a Good Script Great by Linda Seger  
38. Memoirs by Pablo Neruda 
39. The Modern Library Writer’s Workshop: A Guide to the Craft of Fiction by Stephen Koch 
40. Naked, Drunk, and Writing: Shed Your Inhibitions and Craft a Compelling Memoir or Personal 
Essay by Adair Lara 
41. Negotiating with the Dead: A Writer on Writing by Margaret Atwood 
42. On Writing by Eudora Welty  
43. On Writing: A Memoir of the Craft by Stephen King 
44. On Writing Well: The Classic Guide to Writing Nonfiction by William Zinsser 
45. One Continuous Mistake: Four Noble Truths for Writers by Gail Sher 
46. Outlining Your Novel: Map Your Way to Success by K.M. Weiland 
47. The Paris Review Interviews, Vols. 1-4 by The Paris Review 
48. The Poet’s Companion: A Guide to the Pleasures of Writing Poetry  
by Kim Addonizio and Dorianne Laux 
49. The Poetry Home Repair Manual: Practical Advice for Beginning Poets by Ted Kooser 
50. The Portable MFA in Creative Writing by New York Writers Workshop 
51. Paula: A Memoir by Isabel Allende 
52. Pen on Fire: A Busy Woman’s Guide to Igniting the Writer Within by Barbara DeMarco-Barrett 
53. Pixar Storytelling: Rules for Effective Storytelling Based on Pixar’s Greatest Films  
by Dean Movshovitz 
54. Plot & Structure: Techniques and Exercises for Crafting a Plot That Grips Readers from Start to 
Finish by James Scott Bell  
55. Reading and Writing: A Personal Account by V.S. Naipaul  
56. Reading Like a Writer: A Guide for People Who Love Books and for Those Who Want to Write Them 
by Francine Prose 
57. Romancing the Beat: Story Structure for Romance Novels (How to Write Kissing Books)  
by Gwen Hayes 
58. Save the Cat! The Last Book on Screenwriting You’ll Ever Need by Blake Snyder 
59. Scratch: Writers, Money, and the Art of Making a Living by Manjula Martin  
60. Screenplay: The Foundations of Screenwriting by Syd Field 
61. Singing School: Learning to Write (And Read) Poetry by Studying with the Masters  
by Robert Pinsky 
62. The Situation and the Story: The Art of Personal Narrative by Vivian Gornick 
63. Slay the Dragon: Writing Great Video Games by Robert Denton Bryant and Keith Giglio 
64. Something to Declare by Julia Alvarez 
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65. Steering the Craft: A Twenty-First-Century Guide to Sailing the Sea of Story by Ursula K. Le Guin 
66. Stein On Writing: A Master Editor of Some of the Most Successful Writers of Our Century Shares 
His Craft Techniques and Strategies by Sol Stein  
67. Story Genius: How to Use Brain Science to Go Beyond Outlining and Write a Riveting Novel  
by Lisa Cron 
68. Story Trumps Structure: How to Write Unforgettable Fiction by Breaking the Rules  
by Steven James 
69. The Storytelling Animal: How Stories Make Us Human by Jonathan Gottschall 
70. Take Off Your Pants! Outline Your Books For Faster, Better Writing by Libbie Hawker 
71. TED Talks Storytelling: 23 Storytelling Techniques from the Best TED Talks by Akash Karia 
72. This Is The Story of a Happy Marriage by Ann Patchett 
73. This Year You Write Your Novel by Walter Mosley 
74. Thrill Me: Essays on Fiction by Benjamin Percy 
75. To Show and To Tell: The Craft of Literary Nonfiction by Phillip Lopate 
76. The Tough Guide to Fantasyland: The Essential Guide to Fantasy Travel by Diana Wynne Jones 
77. Unless It Moves the Human Heart: The Craft and Art of Writing by Roger Rosenblatt 
78. Upstream by Mary Oliver 
79. Video Game Storytelling: What Every Developer Needs to Know about Narrative Techniques  
by Evan Skolnick  
80. Walking on Water: Reflections on Faith and Art by Madeleine L’Engle 
81. The Way of the Writer: Reflections on the Art and Craft of Storytelling by Charles Johnson 
82. What I Talk About When I Talk About Running by Haruki Murakami 
83. What Moves at the Margin by Toni Morrison 
84. Where the Past Begins: A Writer’s Memoir by Amy Tan  
85. Wonderbook: The Illustrated Guide to Creating Imaginative Fiction by Jeff VanderMeer 
86. Woolgathering by Patti Smith 
87. Words for Pictures: The Art and Business of Writing Comics and Graphic Novels  
by Brian Michael Bendis 
88. Write Naked: A Bestseller’s Secrets to Writing Romance & Navigating the Path to Success  
by Jennifer Probst 
89. Write Your Novel in a Month: How to Complete a First Draft in 30 Days and What to Do Next  
by Jeff Gerke 
90. The Writer’s Journey: Mythic Structure for Writers by Christopher Vogler 
91. Writer’s Market 2018: The Most Trusted Guide to Getting Published by Robert Lee Brewer 
92. Writing Down the Bones: Freeing the Writer Within by Natalie Goldberg 
93. Writing Hard Stories: Celebrated Memoirists Who Shaped Art from Trauma by Melanie Brooks 
94. The Writing Life by Annie Dillard 
95. The Writing Life: Writers on How They Think and Work by Marie Arana 
96. Writing Magic: Creating Stories That Fly by Gail Caron Levine 
97. Writing Tools: 55 Essential Strategies for Every Writer by Roy Peter Clark  
98. Year of Yes: How to Dance It Out, Stand In the Sun and Be Your Own Person by Shonda Rhimes 
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http://www.amazon.com/gp/product/1451696329/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=1451696329
http://www.amazon.com/gp/product/0142407224/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=0142407224
http://www.amazon.com/gp/product/0061965618/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=0061965618
http://www.amazon.com/gp/product/1594206708/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=1594206708
http://www.amazon.com/gp/product/0385345828/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=0385345828
http://www.amazon.com/gp/product/0804189277/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=0804189277
http://www.amazon.com/gp/product/1501147226/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=1501147226
http://www.amazon.com/gp/product/0307389839/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=0307389839
http://www.amazon.com/gp/product/160473017X/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=160473017X
http://www.amazon.com/gp/product/0062319299/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=0062319299
http://www.amazon.com/gp/product/1419704427/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=1419704427
http://www.amazon.com/gp/product/0811219445/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=0811219445
http://www.amazon.com/gp/product/0770434355/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=0770434355
http://www.amazon.com/gp/product/1440347344/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=1440347344
http://www.amazon.com/gp/product/1599636425/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=1599636425
http://www.amazon.com/gp/product/193290736X/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=193290736X
http://www.amazon.com/gp/product/1440352631/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=1440352631
http://www.amazon.com/gp/product/161180308X/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=161180308X
http://www.amazon.com/gp/product/0807078816/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=0807078816
http://www.amazon.com/gp/product/0060919884/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=0060919884
http://www.amazon.com/gp/product/1586481495/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=1586481495
http://www.amazon.com/gp/product/006236717X/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=006236717X
http://www.amazon.com/gp/product/0316014990/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=0316014990
http://www.amazon.com/gp/product/1476777128/ref=as_li_tf_il?ie=UTF8&tag=boorio-20&linkCode=as2&camp=217145&creative=399349&creativeASIN=1476777128


99. Your Creative Writing Masterclass by Jergen Wolff 
100. Zen in the Art of Writing by Ray Bradbury 
   
The link at the beginning of the list will take you to the original list, which has a passionate paragraph 
about each book. 

Nikki VanRy is a proud resident of Arizona, where she gets to indulge her love of tacos, desert 
storms, and tank tops. She writes for BookRiot.com and the Tucson Festival of Books, loves anything sci-
fi/fantasy, drinks too much chai, and will spend all day in bed reading thank you very much.  
Twitter: @nnsteele 

Writing 

The S Theory of Storytelling 
  

How to Compel Readers to Turn the Page 

The beginning is the most important part of the work. –Plato 

“For fiction consumers, the most influential factors are in-store display, word of 
mouth, and page one.” - agent Don Maass 

The first page sells the book. The last page sells the next book. - Mickey Spillane 
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The first page of a chapter sells the chapter; the last page sells the next chapter. 

Technology has shortened our attention span to eight seconds, less than that of a 
goldfish. Agents, editors, and book buyers only read far enough to make a decision. If 
you’re writing primarily to entertain, start as late as possible in the scene and the story, 
establish the time and place, introduce the protagonist, and rivet readers with the inciting 
incident that drives the story and forces them to keep reading.  

If page one doesn’t have enough style, urgency, tension, or conflict, they may not 
turn the page. Browsers in bookstores may not read the second sentence. This creates the 
need for “The S Theory of Storytelling:”  

Style (or Voice)  
Story 

Setting 
Someone 

Something  
Something said  

or  
Something else 

on the first page of a novel or memoir must compel readers turn the page. 

Every word you write is an audition for the next word. 
Every line you write must convince your readers to read the next line. 

Every page you write must compel readers to turn the page. 
You face these challenges on every page except the last one.  
The last page must make readers eager to buy your next book 

and tell everyone they know to read it. 

Mike Larsen, Author, Author Coach  
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

Feeding the Electronic Campfire 
  

Creating a Story for the Human Family  

“The universe is made of stories not atoms.” –Muriel Ruckeyser, poet 

"Our bodies are made of stardust; our souls are made of stories." - Rev. Thomas Rhodes 

Stories are remembered up to 22 times more than facts alone. Our brain literally gets 
more active during the act of storytelling. Even more so when stories are exchanged 

between people. – Stanford University 
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“Facts tell. Stories sell.” – Jack Canfield 

Author Peter Matthiessen said: “Sometimes a person needs a story more than food 
to stay alive.” How we experience them changes, but our need and desire to hear and tell 
stories is innate, a unique part of our humanity.  

People enjoy reading fiction and narrative nonfiction for story. Short stories are 
attracting time-starved readers. Anecdotes that read like short stories make how-to books 
enjoyable to read. And you can send your stories around the world quickly and easily for 
free.  

 Sitting in caves, around campfires, fireplaces, or a radio; in front of a screen; in 
schools, churches, and public forums, stories are glue that bind us to each other and 
ourselves because they provide: 

Meaning: Stories are the only way to understand life’s mysteries. People crave meaning, 
purpose, and sense of order stories impart. 

Community: Stories create and sustain a spirit of community a sense of our place in the 
order of things by helping us understand ourselves, our family, other people, nature, the 
world, the universe, and the past, present, and future. 

Knowledge: Stories teach us the values of love, compassion, ethics, forgiveness, danger, 
courage, sacrifice, suffering, endurance and achievement. 

Pleasure: The fear, tears, laughter, inspiration, and enlightenment stories provide keep 
them alive. 

Celebration: Stories help us appreciate and celebrate life’s joys. 

Ritual: Stories help us understand, accept, and commemorate life passages: birth, coming 
of age, marriage, childbirth, ageing, death and what comes after it. 

Tradition: Stories create standards of belief and behavior that sustain us. Stories that 
stand the test of time become part of the culture. 

 Until they’re fixed in an enduring form, stories evolve over time and with the 
teller. Ancient Greece was divided into city-states. The stories of the myths varied from 
place to place, but listeners didn’t mind as long as they enjoyed them. 
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 People understand and value stories differently. The mindset people bring to 
stories affects their meaning. They can draw opposite conclusions from the same stories. 
People’s responses are affected by their families, communities, education and beliefs. 

 Humanity needs stories that people of all ages will love and learn from, and that 
help bind us in what Dr. Martin Luther King, Jr., called “an inescapable web of 
mutuality.” Our future depends in part on creating a vision of the earth and ourselves that 
conveys our dependence on Gaia and each other, and that inspires us to transcend what 
divides us and to serve and celebrate what unites us.  

Someone once said: “The destiny of the world is determined less by the battles 
that are won than by the stories it loves and believes in.” We need storytellers more than 
ever to help us understand the present and create a just, sustainable, fulfilling future. By 
2020, 5 billion smartphones will help warm the human family around an electronic 
campfire. What an amazing opportunity for storytellers! I hope you are one of them. 

Mike Larsen, Author, Author Coach 
www.michaellarsenauthorcoaching.com 
larsenpoma@aol.com / 415-673-0939 
1029 Jones Street / San Francisco, 94109  

The Book Your Were Born to Write 

45 Reasons to Write Your Memoir  
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 You can add enduring value to your life by sharing it with others.  

Why write your memoir? 
1. It’s a labor of love and a legacy for those you love. 

2. You’re unique. Like your life, your story is a gift that no one can share like you 
can. Your memoir is a way for you share to share the gift. 

3. Sharing your knowledge, wisdom, and experience will help and inspire your 
readers. Your words can change people’s beliefs, transform, and maybe even save 
their lives.  

4. The older you are, the more you have to share. 

5. It preserves knowledge that will otherwise be lost. 

6. Writing it will help you understand, come to terms with and accept your life. 

7. Writing it may be healing. 

8. You can help your readers overcome the challenges you faced. 

9. It will give you a reason to get up in the morning. 

10. You have total control over every aspect of your book. 

Writing Your Memoir 
11. There are more ways than ever to get all the help you need with it from friends 

and family, other writers, classes, writer’s organizations. 

12. People who care about you will want to help you. 

13. You can either write the whole manuscript or outline it first. 

14. You can write it in any order you wish. You may want to start at the beginning or 
with the funniest, most memorable or enjoyable parts, or those that are easiest to 
write 

15. You can write at your pace. 

16. You don’t have to use technology. You can write by hand or dictate it and have it 
transcribed. 

17. You don’t have to write it by yourself. You may know someone who will help, 
you can hire a freelance editor to help you, collaborate with a writer, or hire a 
ghostwriter. 

18. There are more ways for you to try out your book than ever as and after your 
write to make sure it has the impact you want it to have before you publish it. 

19. There are more ways to learn about how to write a memoir than ever: authors, 
blogs, books articles, classes online and off, and the National Association of 
Memoir Writers, www.namw.org. You can also use online resources such as 
www.genealogy.com. 
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20. There are more published memoirs than ever for you to use as models for your 
book.  

21. Writing it will be an adventure that will give you the chance to relive your finest 
moments. 

22. You may want to ask others for information and their recollections. 

23. You can include photos. 

24. If you do an ebook version, you can add audio and video. 

25. If you’re just writing it for your family, you don’t have to be concerned about 
how well written or designed it is. They know you’re not a professional writer, 
and they want it for the information.  

26. Writing it gives you the opportunity to express your gratitude. You can also use 
your acknowledgements page to thank all the people who have helped you. 

27. Writing your memoir will help keep your mind active and creative. 

28. You can add value to your story in two ways: 

* Include a list of ways your readers can use what you learned. 
  * End your book with a resource section, sharing books, website, events, and 
organizations readers can use that were helpful to you in your life and/or in writing our memoir. 

Publishing Your Memoir 
29. You have more options for publishing your memoir than ever. You can make it 

available as a printed book, an ebook, and perhaps an audiobook. Once it’s 
available online, the world has access to it. 

30. You can self-publish it for free online as a print-on-demand book and an ebook. 

31. Your memoir will make a unique gift. 

32. Your memoir will help you make new friends and strengthen your relationships. 

33. You have more ways to reach more people in more places faster and more easily 
than ever for free to share your passion for your memoir. 

34. You don’t have to be concerned about how successful your memoir is. You can 
just enjoy the pleasures of writing and sharing it. 

35. If you wish, you can give talks about the book, perhaps with slides. (Make the 
last line of your talk: “Books make great gifts.”) 

36. Because there are so many of them, it’s extremely difficult to get memoirs 
published. If you want your memoir published, follow these five steps: 

  * Read as memoirs as you can so you can establish criteria for style, content, 
length, use of illustrations, readers’ expectations, and find models for your book. 
  * Write as many drafts as it takes to make every word right and give your story 
maximum impact. 
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  * Share your work with as many knowledgeable readers as you can while you’re 
writing (including a writing group that meets regularly to critique each other’s work) and after 
you’re done. 
  * Test-market your work in as many ways as you can--a blog, articles, talks, 
videos, audios--with the kinds of readers you want to buy your book. 
  * Build your visibility online with Goodreads, blogs, other social media, and 
offline with talks, articles, and media appearances. 

37. Writing your memoir is like having a child, You give birth to your baby three  
times:  

       * When you decide to write it 
        * When you write it 

       * When you bring it into the world on publication 
Your baby deserves all the nurturing you can give it. 

38. If your memoir is good enough, you will find a publisher for it or a publisher will  
find you. The published book may generate film and foreign rights sales. 

Lasting Affects of Writing Your Memoir 
39. People will have more respect and admiration for you because you’re an author. 

40. The value of what you share will grow over time.  

41. You will have a feeling of pride and accomplishment. 

42. You may want to continue to write poetry, articles, short stories, and more books. 

43. You will inspire others to tell their story, and you may be able to help them. 

44. You will continue receive royalties from book sales. 

45. Your memoir will be a lasting achievement you will always be proud of. 

46. Your memoir enables you to immortalize your life, achievements, and those you 
love and who helped you. 

 So give the gift that only you can. It will add value to your readers’ lives and yours. 

Mike Larsen, Author, Author Coach / larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com / 1029 Jones Street / San Francisco, 94109      

Telling & Selling  

The Four Parts of a Proposal 

“The role of writers is to make bullion cubes out of chicken soup.” –Susan Sontag 

 Preparing a proposal gives you the chance to describe your book and show how well you can write 
and promote it. Whether you sell or publish your book, your proposal will help you. Most proposals range 
from 30 to 60 pages and have four parts: Sales and Marketing Information, an Outline, Sample Writing 
and Supplemental Material (optional).  

!  54

mailto:larsenpoma@aol.com
http://www.michaellarsenauthorcoaching.com


 The first page of your proposal is the title page. It has the title and your contact and social media 
information. The second page is the table of contents for the proposal.  

Sales and Marketing Information 

 This section must prove that you have a salable book and that you are the right person to write and 
promote it. Four parts of it are optional.  

• Pizzazz: Between the title page and the table of contents page for your proposal, include a page that 
will grab editors’ attention--a blurb from a well-known writer OR a mission statement OR a 
photograph OR an intriguing fact OR, for narrative nonfiction, killer writing from the manuscript OR 
the title and up to fifteen words that captures the essence of why your book is fresh and salable OR a 
combination of a few of these elements.  

  
• Overview. One-to-three pages about why your book will appeal to an audience that will want to buy it. 

You will expand on this later. Lead with your strongest suit, perhaps a quote. If you have 100,000 opt-
in email addresses, that’s your lead. If you’re the world’s foremost expert on your subject, that’s your 
lead. If your subject itself is its own best argument, that’s your lead. Mention the models for your book. 
If you self-published your book, provide impressive stats.  

• Specs. List or describe important thematic, research and production elements, such as whether you’re 
writing in first person; if the structure is unconventional; how many illustrations, if any, you will 
provide; how many words will the book will have; and how long it will take you to write it.  

• Audience. Your proposal must convince editors that there is a book-buying audience for your book. 
Use numbers to identify, in descending order of size, groups of consumers who will buy your book. In 
descending order of impressiveness, list the proof that there’s an engaged potential readership for your 
book: magazines they buy; websites they visit; events they attend. Become an expert in your field by 
investigating websites, digital content, and online experts serving your audience.  Find out what books 
and other sources experts and librarians send people to for information. 

• (Optional) A bulleted list of Sales Tips to help editors buy the book. A how-to proposal may include a 
list of your book’s Benefits--the reasons readers will buy it.  

• Comps: a list of three to ten comparable books published within five years that will help editors 
position your book in the field; books that will be on the same bookstore shelf as yours, or discussed 
with your book in articles on your subject. Include author, publisher, year of publication, format, price, 
ISBN. Explain briefly why each book’s similarities prove there is a market for yours, but your book 
still fills a need.  

• Bio: up to a page, in descending order of importance, about your credentials for writing your book: 
your academic, professional, and publishing experience and awards, and perhaps your sense of mission 
about writing and promoting it. Start with your most impressive achievements. Then add personal and 
other professional information in descending or of impressiveness and relevance. Include a link to a 
one-to-two-minute video of you speaking, doing a media appearance, or demonstrating the skill your 
book teaches, and a video query showing how well you share the value of your book. 

• Platform: a bulleted list with numbers in descending order of size proving your ability to reach your 
readers about your subject. Online: numbers for blog subscribers, website visitors, your social media 
presence, a list of links to articles. Offline: the number of your articles that appear regularly in 
magazines and newspapers; the number of talks you give a year with the number of people you speak 
to a year and where; continuing media appearances.  

• Promotion: a bulleted list, in descending order of impact, of what you will do on your dime to 
promote your book, online and off, on and after publication. Start each part of the list with a verb, and 
if possible, use impressive numbers. End with: “The author will coordinate his/her plan with the 
publisher.” 

!  55



• (Optional) Special Markets: a list of opportunities like  
Special-interest markets, on- and offline: retailers, organizations, institutions, schools, and businesses that 
might buy your book.  
Companies that are likely to, or have committed to, buy bulk quantities of your book.  
If you have an audience abroad, mention it. 
Buyback commitment: Business authors buy books to sell at speeches; chefs sell them in restaurants. 

• (Optional) Foreword and Blurbs: a foreword or the commitment to write one by someone whose 
name will give your book credibility and salability in fifty states two years from now. One or more 
cover quotes endorsement from well-respected, well-known authorities will also help; perhaps as much 
as a foreword and they maybe easier to obtain.  

Outline 

• The first page is the book’s complete Table of Contents, as it might appear in the finished book. The 
following pages include the chapter titles with an outline. Provide one-to-three present-tense 
paragraphs describing each chapter, using outline verbs like describe, explain, and discuss. For an 
informational book, you can use a bulleted, self-explanatory list of the information for each chapter.  

Sample Writing 

• Twenty-five to forty pages of sample chapters or writing, between one and three chapters. Choose 
material that will most excite editors by fulfilling your book’s promise to readers and by making your 
book as enjoyable to read as it is illuminating. If your work is prescriptive--a cookbook, diet book, 
how-to book, include writing from the book’s introductory chapter, if needed to explain your idea, and 
a how-to chapter. Editors need longer samples for narrative nonfiction and memoir. 

Supplemental Material 
• Articles, reviews of previous books, platform-related lists, or any other supporting material that would 

disrupt the flow of reading your proposal. 

Adapted from How to Write a Book Proposal, Fifth Edition, by Jody Rein with Michael Larsen. 

MIKE LARSEN / AUTHOR, AUTHOR COACH  
www.michaellarsenauthorcoaching.com 
Larsenpoma@aol.com / 415-673-0939 
1029 Jones Street / San Francisco, CA 94109 / 415-673-0939 

Four Keys to Getting the Best Editor, Publisher and Deal for Your Book 
   

A Checklist for Promotion-Driven Nonfiction  

1. An idea that 

  * Has been proven by successful books like it 
            * Will benefit from a long-term trend   

* Is promotable to the trade, the media, and book buyers 
* Has subsidiary-rights potential 
* Has adoption potential for schools 
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* Has bulk-sales potential 
* Will generate reviews 
* Is the first book in a series 
* Will add to the house’s prestige 
* Will win awards 
* Will attract other authors to the house 
* Has reading-group potential 

2. A proposal that  

 * Generates as much excitement as you can in as few words as possible 
 * Is as enjoyable to read as it is informative because of its practical dramatic,  
   humorous, informational and/or inspirational impact 

 * Provides all of the information editors need  
* Excites everyone in the house whose support is needed to buy the book   
* Is written so well the manuscript will require little editing 

 * Has enough sample writing to prove you can write the book 
 * Shows you know the markets for the book 
 * Proves you know the competition 

3. A platform that 

* Uses numbers to show you have test-marketed your book in as many ways  
   as you can to prove it works  
* Includes impressive numbers for your blog and presence in social media  
* Proves your credibility  
* Shows your connections and contributions to the events, organizations, media,    
   and influencers both in your field and those of potential book buyers 
* Shows you have the other communities you need  
* Proves you can use the tools needed to reach book buyers 

 * Includes a large email list 

        4.  A promotion plan that 

* Assures the success of your book 
* Is a bulleted list, in descending order of impact, of how you will use your   
   platform to sell books  
* Proves that you know how to help launch your book and sustain sales 
* Has written commitments from businesses and/or nonprofits to buy and promote   
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   the book 
* Includes commitments for a foreword and cover quotes from people whose     

               credibility and/or celebrity will help sell the book  
* Is a believable extension of your platform  
* Exaggerates nothing but is as long and strong as you can make it 

Mike Larsen, Author, Author Coach 
www.michaellarsenauthorcoaching.com 
larsenpoma@aol.com / 415-673-0939 
1029 Jones Street / San Francisco, 94109  

Sharing 

Eyes on the Prize 
 

11 Ways to Find Early Readers 
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The Ultimate Judge 

 What agents and editors see determines their response, and readers and reviewers 
will be judging your efforts. So you have to trust your instincts and common sense and be 
the ultimate judge of your work. There are three ways to give yourself feedback on your 
work:  

• Read it on a screen. 
• Read it on paper. 
• Listen to it. 

 You will learn different things each way. Use them all. But writers  
are too close to their work to judge it. 

Agents and editors only read far enough to make a decision. To make sure your 
work is ready before contacting them, you need feedback from knowledgeable, objective 
readers. Novelists and narrative nonfiction writers need feedback on the story, voice, 
pacing, characters, and setting.  

All writers need to make every word, sentence, paragraph and chapter needed and 
impeccable. You want readers assuring you your work has the impact you desire. Vet 
potential  readers to be sure they can help you. On a page after your title page, be specific 
about the advice you need. 

Feedback—The Breakfast of Champions 

After you finish your proposal or manuscript, you need more feedback. Here are 
eleven ways to find it: 

1.   Friends and family   
2.   A writer’s group 
3.   Writers and authors, especially those in your field 
4.   Experts on the subject or the kind of book you’re writing 
5.   Journalists and writing teachers, who may ask to be paid 
6.   Writer’s organizations 

            7.   Potential book buyers 
            8.   Knowledgeable readers who know effective writing    

9.   Reading groups 
10. Events: signings, retreats, book festivals, conferences, classes, workshops,  

seminars 
11. Online: on your blog and others, forums, Twitter, Goodreads, Absolute Write, 

Agent Query Connect, My Writers Circle, Wattpad, Scribd, LibraryThing,  
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Query Tracker Forum, meetup.com, Christian Writers, Critique Circle, Critters Workshop 
(for Speculative Authors), KidLit 411, Lit Reactor, My Writers Circle, Writer’s Carnival, 
The Writer’s Workshop, Writing.com. 

Opportunities on Facebook include Beta Readers and Critiques, 10 Minute  
Novelists, Indie Author Group, Christian Woman Critique Partners and Beta Readers, and 
a group for members of the Alliance of Independent Authors. 

Google “how to find beta readers,” which will also lead you to advice on  
working with them. Most of the online suggestions above are in a post by author K. M. 
Weiland.  

12. Hire a freelance editor to supplement the advice of other readers. If you can’t 
afford an editor, beta readers are essential. If you plan to self-publish, a freelancer is 
essential.  

Advice for the Journey 

* Reading is as subjective as writing, so expect conflicting responses. Trust your instincts 
and common sense, and only use advice that makes sense to you.  
* Finishing your first draft is a major accomplishment. But as Anne Lamott lamented in 
her essential primer Bird by Bird, expect your first draft to be crap (not her word). So 
unleash your first draft with abandon, floating on a fast-flowing stream of inspiration. 
After the poetry comes the carpentry: doing enough drafts to make every word count.  
* Voltaire said: “You can’t edit your work well until you’ve forgotten it.” The more time  
you give yourself between readings, the more able you’ll be to see what your work needs. 
* Keep reading and writing, and getting feedback, and you’ll keep getting better. 

The more qualified readers you enlist, the better your work will be. Getting the 
response you want from agents, editors, and readers is the prize. Having the right eyes 
critique your work is how you win it. 

Mike Larsen, Author, Author Coach 
www.michaellarsenauthorcoaching.com 
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larsenpoma@aol.com /415-673-0939 
1029 Jones Street / San Francisco, 94109  

19 Suggestions for Writing Groups  

The following suggestions are based on my experiences with two writer’s groups. They 
always had a spirit of friendship and mutual support that made meetings extremely enjoyable to 
participate in and helpful to everyone.  

1. Gather a group of 5-10 writers that agrees on goals and procedures. To find a group, ask  
writers, writer’s organizations, booksellers, librarians, reviewers, and independent editors. Try 
meetup.com. If you can’t find a group, start one. 

2. One writer volunteers to coordinate emails and meetings. 
3. The group agrees on the best starting time, length, frequency, and place(s) for meetings. 
4. Writers may send up to eight pages of work for feedback. 
5. The work is printed in 12-point Times Roman type, 25 lines to a numbered, double- 

spaced page. 
6. The first page is a title page that also indicates what part of the proposal or manuscript 

you’re sending. Include your contact info in lower left corner. 
7.   Optional: if you wish, indicate specific feedback you’re seeking on a second page.  
8.   The group agrees on how far in advance of a meeting to send work. Include a weekend. 
9.   Members send work as an attachment in an email thread adding their work to work they  

have received, so all members’ work is together.   
      10. The group agrees on how to divide the meeting time evenly between members or let each  
discussion take its course. 
      11. Members print out each other’s work, ask questions and make suggestions on it, and use it  
to help make comments at the meeting.  
      12. Members speak about their work in the order they choose. First members comment on 
what they liked, then they ask questions and make suggestions, combining truth with charity. 
After discussion of a member’s work, members give their marked-up copy to the member. 
Writers don’t comment while members are giving them feedback. After members speak,  writer 
respond.  

13.  A volunteer keeps track of time. 
14. The group decides what, if anything, to do about refreshments. 
15. The group is bringing drafts that will benefit from feedback, but the group expects  

members to be writing at a professional level. Members shouldn’t be seeing first drafts. If a 
member needs help with writing skills, the member should find someone, perhaps a member of 
the group, to provide feedback before sending it to other members. 

16. Members arrive early so the group can start on time. 
17. Members bring their calendars, so they can agree on the next meeting. 
18. Members share their contact info, so they can contact each other. 
19. Members can change these suggestions at any time.  

Mike Larsen, Author, Author Coach  
www.michaellarsenauthorcoaching.com 
415-673-0939 / larsenpoma@aol.com 
1029 Jones Street / San Francisco, 94109        
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Doing It Between the Lines 

Finding a Freelance Editor to Help You  

Leaving Out the Parts People Skip 

“Hire the best editor you can afford. In fact, borrow money and hire one you can’t afford. 
Hire one who is not impressed with you, and will not tell you what you want to hear. I’m 
convinced that if you don’t do this, you will end up with self-serving garbage that no one 

wants to read.” – Indie author Carter Niemeyer 

• Three writers have told me that when they pick a novel in a bookstore, they read 
the first line. If it doesn’t excite them enough, they put it back.  

• Agents and editors also only read enough to decide.  

Your books will be published. The questions are when, how, and who will do it. 
To ensure your proposal or manuscript is ready to submit or self-publish, consider hiring 
a freelance editor. If you’re a novelist, want to self-publish, or publish with a New York 
house, a freelance editor is essential.  

The Three Levels of Editing 
There are three levels of editing: developmental, line, and copy:   

• Developmental editing looks at the big picture: pacing, the structure of a book, 
what needs to be added and deleted, and how to revise your work. 

• Line editing covers style, language use, tone, redundancies, and extraneous 
material. 

• Copyediting checks facts, consistency, spelling, and grammar. 

Independent editors provide developmental editing. They may also offer line editing 
or recommend someone who does it and copy editing. Some do all three and may rewrite 
or ghostwrite if needed. If you’re self-publishing, you need all three levels. 

      Editorial suggestions have three possibilities: they’re right, they’re wrong, or there’s a 
better alternative. If an editor catches something, others may. This forces you decide 
you’re right or change it. 
  

You have to trust your instincts and common sense. You’re the ultimate judge of  
advice from anyone, including me. If a comment doesn’t feel right, and an editor can’t 
explain it so it does, ignore it. This should be a fun, creative process by phone, zoom or 
better yet, in person. 
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Editing is complex and subjective, the results unpredictable. An editor will mark up 
your manuscript and send you a revision letter. You may follow the editor’s advice and 
think you’re ready to submit. But assuming the advice is correct, who knows how well 
you followed it or whether your revision created new issues? The process will usually 
require more than one revision.  

       Continue to revise until you and your editor agree your work is as good as you can 
make it. The time and cost are impossible to predict. Every book and writer is different. 
Editing is expensive, and you hope sales will justify the cost, but predicting how books 
will sell is also impossible. However, Elmore Leonard is right: leaving out the parts 
people skip will help ensure your books sell. 

But the only justification for spending a four-figure sum is that when you and 
your editor agree your work is ready, your community of knowledgeable early readers 
agree that your work has the impact you desire and it’s ready to submit. Your editor may 
suggestion using a copy or line editor to ensure your work is ready. 

Four Gifts 
The native tribes of the Northwest believed that they didn’t carve totem poles, they just 
removed the excess wood. The best embodiment of your idea is waiting for you to bring 
it to life word by word, draft by draft. 

The right editor for you will understand what readers, agents, and publishers expect in 
books like yours and can suggest how to revise your work. The four most important gifts 
an editor can offer are 

• An understanding of your literary and publishing goals 
• A vision of the perfect embodiment of your idea  
• The ability to help you come as close to that as you can 
• The knowledge of how staff editors will judge it 

There are hundreds of editors around the country who can help you improve your 
prose, but not all of them can bring an agent’s or staff editor’s perspective to your work. 
This requires publishing experience as an editor or as an author of books like yours. If 
you want to sell your book to a New York house, this is vital. 

You have more options for publishing your books than ever, from self-publishing to 
the Big Apple 5. Each has trade-offs. But you and your editor need to agree on your 
book’s literary and commercial potentialat the outset. If you think your book is a 
bestseller, and an editor thinks self-publishing is your only option, you have to accept that 
judgment or seek help elsewhere. 
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5 Ways to Save Time and Money 

Cost. Quality. Speed. Pick two. 

Here are five ways to save time and money on an independent editor: 

           1. Become an expert on the kind of book you’re writing. 
Agents and editors need to know the models for your book, so whether you want to write 
history or a mystery, take Sue Grafton’s advice, read a hundred of them.   

• You’ll know what readers expect. 
• You can establish criteria for length, style, tone, and structure. 
• You’ll find two recent, successful books to use as a models for your books. 

           2. Make your work as effective as you can before contacting editors. 
A writer’s group and beta readers will help you improve your work.  

           3. Choose your editor carefully: 
• Ask your writing community for suggestions.  
• College writing teachers may edit. 
• Authors of books you love may have suggestions. 
• Most editors work independently, but organizations of editors include: 

www.bayareaeditorsforum.org, www.bookarchitecture.com, www.editcetera.com, 
www.edsguild.org, www.the-efa.org, www.prosedoctors.com, www.reedsy.com, 
www.SD/PEN.org. 
Editors’ websites answer some of the following questions. If not, ask them in any 
order you wish: 
• How long have you been an editor?  
• What kind of editing do you offer? 
• Do you rewrite? Ghostwrite? 
• How long do you expect the editing to take? 
• How do you handle revisions? 
• What, when, and how do you charge? By the word? Page, Project? 
• How much do you estimate the editing will cost? 
• How do you like to work? Track changes? Hard copy? Phone? Email? In 

person? A combination of these? 
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• How do you handle doing the first chapter as a trial edit? Is it free? Do you 
refund the cost if I’m not satisfied? 

• Have you worked in publishing? What did you do? What was your last 
position? 

• If not, how did you learn the craft? 
• Have you worked on books like mine? 
• Have clients acknowledged you in their books? 
• Do you have testimonials? 
• May I contact your clients? 

Other questions you may want to ask: 

• Have they edited books published by the kind of house you want? 
• Have they written books, ideally like yours, published by the kind of house you 

want to publish yours? 

          Learn all you can about editors before speaking with them, so you know what 
questions to ask. Make your questions feel like a conversation, not a third degree. 

          4. Have your editor help you with your query letter. 
Your query letter has to be impeccable. If it’s not, agents or editors may not even look at 
your work. Editors may charge extra for this. Knowing what agents and editors need to 
see in a query for a book like yours is essential. 

A Working Marriage 
You hire an editor, but the relationship is a working marriage with personal and 
professional aspects to it. Meet with editors if you can, to test the chemistry for your 
relationship. An editor may be able to recommend an agent or staff editor to submit your 
work to, and allow you to start your query letter with the editor’s name, a door-opener if 
the editor’s name carries weight. 

        An editor is a lifetime investment in your craft. You’ll be able to save time by 
avoiding mistakes and being a better judge of your work. But no matter how many books 
you write, you will always need feedback. Best of luck in your hunt for the right editor.  
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Mike Larsen, Author, Author Coach  
larsenpoma@aol.com / 415-673—0939  
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109     

Readers are the Queen 

Platform, Communities and Test-Marketing 

Three Keys to Maximizing the Sales of Your Book Before You Sell or Publish it 

The holy trinity of writing a salable book is reading, writing and sharing. The holy 
trinity of assuring the success of your book is platform, communities, and test-marketing. 
Your book will be ready for the world before the world is ready for it. How can you and 
your book cut through above the noise of more than a million new books a year? 

After writing the best books you can, these are three keys for laying the foundation 
for your success:  

1.   Build your platform. 
2. Build communities to help you. 
3. Test-market your books in as many ways as you can. 

1, Build your platform. 
 Start creating continuing visibility, online and off, for your book and yourself as 
soon as you decide to write it. The more you use your visibility with potential book 
buyers to build your brand, the more copies you will sell.  

2. Build communities to help you. 
 You won’t get your book right or make it successful by yourself, but you don’t 
have to. Get the help you need by creating win-win relationships with the people you 
need to succeed. 

3.Test-market your book in as many ways as you can. 
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 Publishers test-market a book with the first printing. But you have more ways, for 
free or for fees, to test-market your books to prove they deliver before you sell or publish 
them. 

 You’re developing and integrating these keys simultaneously, and they create 
synergy. Keep adding to their synergy and impact by make them lifetime endeavors. 

  

Mike Larsen, Author, Author Coach 
www.michaellarsenauthorcoaching.com 
415-673-0939 / larsenpoma@aol.com 
1029 Jones Street / San Francisco, 94109     
Platform 

Visibility is Salability: 

Making the World Ready for Your Book 

Six keys to making yourself visible: 

1. Find out where your readers congregate and how to reach them. 
2. Consistently create and curate content that keep readers coming back. 
3. Use as many media as you can that will work for your book and your readers: 

text, images, audio, and video. 
4. Repurpose your content for other media. 
5. Be a regular guest or contributor for an outlet that amplifies your reach. 
6. Attend events for writers, the public, and in your field where you can meet 

writers, readers, gatekeepers, collaborators, and influencers. 

* Register your name as your website asap. If your name is taken, tweak it by, 
for example, adding your middle initial.    

 * Use your name for your email address: [your first name]@[your first name 
followed by your last name].com. Keep your address clear, simple, and easy to 
remember. 

* Communicate on social media: Facebook, Twitter, Pinterest, Instagram, 
Google+ LinkedIn, SnapChat lead the field at the moment. There are also forums, 
message boards, chat rooms, and groups in your field. Tumblr is big with young readers.  
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Goodreads has 65,000,000 members. Build and maintain a presence where your readers 
are. Serve comes before sales.  

* Write a blog on Wordpress. Share your passion for your field; discuss 
developments in your field; relate other news to your field; share content that will inform 
or entertain your readers; Blogging part of your book to get feedback on it, promote it, 
and attract book buyers, agents and publishers. (Use Nina Amir’s How to Blog Your 
Book.) Send posts to social media and build a community of bloggers in your field by 
exchanging posts and comments. Include your blog in your email address, and on your 
business card, and in other print materials. 

* Build your website around your blog. Provide a go-to source of information 
about your field; continually add opportunities for visitors to learn and enjoy themselves; 
give them the chance to give you feedback on the site and your work; host your updated 
speaking and media kits, including a list of speaking and media appearances, your 
articles, testimonials, and audio and video links. Use the title of your books as the names 
of separate sites. 

* Build your ranking on search engines. Use keywords in your blog and on 
your site. 

  
* Make your email signature and business card a brochure. Include your book 

cover(s), products, services, info for email list sign-up—perhaps with a freebie--on- and 
offline contact info, and if it will help, a headshot. 

* Read books and articles in trade and consumer magazines, newsletters, 
websites, blogs for news and to help build your communities of writers and influencers. 
Read and write to make yourself an authority in your field. 

 * Write a newsletter; articles for trade, consumer and academic print and online 
media; reviews; op-ed pieces; letters to the editor; a self-syndicated column and articles 
(ezinearticles.com); contributions for Wikipedia; audios and videos.  

* Give talks, classes, seminars, webinars, teleseminars, teleconferences, and 
workshops; do consulting, coaching, and training at businesses, nonprofits, conferences, 
and conventions. Join Toastmasters (www.toastmasters.org) to learn the craft and the 
National Speaker’s Association (www.nsaspeakers.org), if you want to get paid. Join or 
start a community of speakers. Send your speaker’s kit to speaker’s bureaus that represent 
speakers, and meeting planners, and to organizations and other people who can book you 
to speak. 

* Appear in print, broadcast, and electronic trade and consumer media or on a 
radio or television show you create, online or off.  
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* Start a podcast to test-market your work and interview influencers in your field. 

* Build relationships with organizations, event organizers, and people in the 
media, academia, government, and professionals in your field. 

* Build an email list of people to send a newsletter to, promote to, and who will 
give or sell you access to their email list. 

* Win contests, awards, and prizes. 

* Participate in and lead community, writing, and professional organizations.  

* Partner with a business, nonprofit or foundation.  
   
 Put everything you do in the service of your visibility, income, enjoyment, and 
building your brand. 

The six keys were adapted from an outstanding interview writing coach Lisa 
Tener did with Jane Friedman, wwwlisatener.com. 

Mike Larsen, Author, Author Coach / www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, CA 94109 / 415-673-0939 

Brand Aides 

5 Steps for Creating Fans for Life  

More than a million books are published a year. How can you make you and your 
books and stand out in an ever-growing multitude of authors? By building a brand that 
will become an ever more powerful tool for serving your fans and attracting new readers.  
Create a literary identity that is durable, agile, authentic, engaged, original, responsive, 
innovative, and commercial enough to achieve your financial goals. Either your name, 
like Stephen King, or your title, like the Chicken Soup series, can become your brand.  

Here are five steps for capturing the essence of who you are as a writer: 

1. Write books that sell each other. Find an idea for a series you’re passionate 
about writing and promoting. 

2. Provide experiences readers love. Give your books maximum impact. 
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3. Integrate how you serve your communities. Unify how you write, speak, 
dress, act, communicate, relate to people, and your colors, typeface, and design in a way 
that lets your voice, personality, and desire to serve shine through.  

4. Share your passion for the value of your books and ideas to gain your 
readers’ affection, respect, and loyalty. Make providing content and service a labor of 
love for your craft, your field, and your readers.  

5. Keep adding to the lifetime value of your readers through service. You will 
create a community of evangelists who buy whatever you produce and share their passion 
for you and your books.  

3 Tips: 

* Follow what authors, especially those in your field, are doing. 

* Get feedback on your efforts to help ensure they’re effective. 

 * Keep learning from readers how to serve them better. 

Mike Larsen, Author, Author Coach  
www.michaellarsenauthorcoaching.com 
415-673-0939 / larsenpoma@aol.com 
1029 Jones Street, San Francisco, California, 94109  

2 Simple Lifetime Brand Builders 

Making Your Business Card and Email Signature a Brochure 

 You already have an email signature, your digital business card. You may also 
have a printed version. But few writers I’ve encountered are using these freebies as 
productively as they can. Here’s how: 

Your business card and email signature help you because they:   

• Are marketing tools promoting you and your work  
• Show you’re a professional 
• Tell people what you want them to know but won’t remember 
• Provide readers, writers, publishing and media people, professionals in your field, 

and people who book speakers with a way to keep and share your information 
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Info to provide includes your: 

• Name 
• Position or title  
• Contact info including: phone number(s), fax number, email address, website(s), 

blog address, and social media addresses  
• Mailing address (optional) 
• Title(s) and cover(s). Make your cover read well as a thumbnail and full size. 
• Ordering info  
• Other products and services  
• Photo (if it will help)  
• Logo and a tagline--a phrase that conveys your mission (optional)  
• Offer of a freebie to build your email list 

Making your card memorable 

Your business card is a tangible, durable, positive reminder of a meeting. Make it 
memorable by: 

• Being creative in how you use text, illustration, typeface, color, card size, stock, 
design and humor   

• Learning from the business cards you see online and off 
• Getting knowledgeable feedback on the copy and design before printing it 
• Updating it as needed 
• Using a graphic designer  

Need more space on your card?  

Double the size of it. Provide the info vertically, and it’s a bookmark. Fold it in 
half, it’s a business card. Make your card as long as you wish.  
  
 Toggle needed 

 A fast, easy way to choose between two email signatures: for friends and new 
contacts. 
  
            Freebies 

            Do an online search for “free business cards” and you’ll also find free designs. 
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Building your brand 

Use design effectively and consistently, and your email signature and business 
card will help build your brand by re-enforcing your identity as a writer--what your books 
provide and how you add value to your readers’ lives.  

Mike Larsen, Author, Author Coach  
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com  
1029 Jones Street / San Francisco, 94109  

Paying for Free Time and Space 

Hiring the Right Publicist for You and Your Book 

5 Reasons to Hire a Publicist 
1. You can afford to hire one. 
2. You want to invest in your career. 
3. You are committed to doing all you can to publicize your book. 
4. You and your book have publicity potential. 
5. You can’t do what a publicist does. 
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If these reasons don’t make sense for you and your book, read no further. 

Warning  
 Publishing and promotion are deliciously complex and changing faster than ever. 
The following generalizations can’t do justice to:  

• Print, ebooks and audiobooks 
• Fiction and nonfiction 
• Hardcovers, trade paperback, and mass market books 
• Large, midsized, and small houses, and university presses 
• The effects of where authors and publishers are located 
• Frontlist, midlist, and backlist books 
• All of the ways you can publicize your books 

Every book and author are unique. One-size-fits-all advice like what follows can’t 
do justice to the range of books, authors, and options for publishing and promotion. So 
trust your instincts and common sense. Do what you think will work best for you and 
your book. Before hiring a publicist, you need a perspective on: 
  

• What Publicity Is 
• Your Goals 
• Your Budget 
• Your Publicity Potential   
• Your Book’s Publicity Potential 
• What to Expect from Your Publisher 
• What a Publicist Does 
• How Publicists Work 
• What to Look for in a Publicist  
• Finding the Right Publicist for You and Your Book 
• Prep Work 
• Luck 
• The ROI   
• A Long-term Perspective  

What Publicity Is 
 Consumers are bombarded with 5,000 marketing messages a day. It takes more 
than ten mentions of a product to get consumers to buy it. Publicity encompasses all of 
the ways you can use media to generate excitement about your book and yourself. The 
goal of publicity is generate sales by making you and your book as visible as possible in 
as many ways and places as possible on and after publication.  

Your Goals 
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 A publicist can help you achieve your publishing goals, but you have to decide 
what they are. How many copies do you want your books to sell? Over what period of 
time? Choose a sales goal and change it when you wish, but understand what you have to 
do to reach it. Then you can contact publicists with a clear sense of  

• The kind and amount of publicity your book needs 
• What you will do to help make it happen and for how long 
• What you need from a publicist 

Your Budget   
 You can hire a publicist for as long as you wish. A publicist will want to do at 
least a six-month campaign: three months before publication, three months after. You can 
hire a publicist for $1,000 or $1,000 a month. A publicist may charge $6,000 a month or a 
flat fee of $10,000. Some publicists only charge for the placements they obtain. 

The more experienced publicists are, the higher their fees. The budget for your 
book will be based on:  

• What you can afford 
• You and your book’s publicity potential 
• How books like yours by authors like you sell  
• Whether you’re launching a series 
• Your career goals 

Once you and your publicist make contact (in person, if possible), the publicist 
will prepare a plan based on the parameters you agree on. You’re buying your publicist’s 
time, skills, contacts and creativity. Out-of-pocket expenses for things like books and 
mailings are extra as are your costs. Ask that the estimated cost of your publicist’s 
expenses be included in the plan. If you have a publisher, you may want to earmark part 
or all of your advance for promotion. 

Your Publicity Potential   
 Most writers don’t like promotion. You want to spend your time doing what you 
love: writing. But getting a book off the ground is like getting a 747 aloft. It takes a 
tremendous amount of energy, but once it’s up, the sky’s the limit. Publicity can absorb 
all of the energy and creativity you can devote to it. But if you hate speaking or social 
media, don’t do them and adjust your goals.  

If your health or responsibilities don’t allow you to travel, you’ll have to rely on 
the internet and what you can do near you. 

If you’re trying to launch a series of related books, the fate of your first book will 
affect your next book. Sales will determine whether your publisher will do the next book, 
the commitment they make to it, and how many copies booksellers will order. 

How big is your presence online and off? 
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How effectively do you communicate? 
 How many talks do you give a year to how many people and where? 
 How big is your presence in your field? 

How much media experience do you have? 
How mediagenic and charismatic are you? 

The answers to these questions will help a publicist see your publicity potential 
and decide how helpful she or he can be. 

Your Book’s Publicity Potential 
 Consider these four situations: 

1. Big publishers have less incentive to publish books, if authors don’t have a 
future that makes a first book worth taking a chance on. You may decide that if your book 
is available online, the world has access to it, and your mission is complete. If you just 
want to write one book, how much time, effort, and energy can you justify spending on it 
when most first books don’t sell well?  

2. If you’re promoting a regional book—a history, travel guide or cookbook--you 
need someone who knows regional media and the media in your field. The smaller the 
market is for a book, the smaller the sales, but the easier it is to reach potential readers. 
So the challenge and the cost will be smaller than for a book with a national audience.  

3. The larger the audience for your book, the more you stand to gain but the more 
challenging it is to reach readers.  

4. If you’re writing a series or standalone books that sell each other for a wide 
national audience, it may take five or more books to build an audience for your work.  

What to Expect from Your Publisher 
The Big Apple 5 unleash thousands of books a year. They can’t do justice to all of 

them, so they rely on authors for promotion. A writer’s proven ability to promote helps 
determine whether a publisher will a book, the advance they pay, and the house’s 
commitment to the book’s success. 

Small and midsize houses don’t have big promotion budgets, and are even more 
dependent on authors, but because of lower overheads, they don’t have to sell as many 
books. But your book may be better off at a smaller house that’s passionate about it than a 
big house where it will probably get lost.  

Some publishers do their best for every book they publish. But publishers pay 
four-figure advances for most books, which unless they love a book, gives them little 
incentive to promote them.  
 Big and midsize houses have publicists who specialize in social media. They do 
online promotion and help authors with social media. 
  

For most print books, publishers:   
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• Send print or e-galleys to trade media and major reviewers three months 
before publication and follow up with bound books when they’re available. 
Online reviews are replacing print reviews, so publishers also send books to 
bloggers and influencers in your field 

• May try to obtain quotes from authors and other influencers in your field 
• May set up blog tours or virtual book tours to maximize your visibility on 

publication 
• May try to set up signings in your area 

 If the response to your book from readers, reviewers, and readers is strong 
enough, publishers will continue their efforts to see if the momentum continues to build. 
If not, they’ll move onto the next book on the list. 
 For ebooks, publishers send copies to online reviewers and do online promotion. 

What a Publicist Does 
 Publicists may specialize in certain kinds of books or publicity. They vary in the 
services they offer which may include:   

• Contacting their media lists of trade and consumer print, broadcast and digital 
media, or, If necessary, developing them  

• Writing and emailing news releases  
• Preparing a media kit 
• Helping you with social media or do it for you 
• Arranging talks; tours, online and off, bookstore signings and other events 
• Mailing books and emailing galleys for quotes, reviews, stories and interviews 

coordinating their efforts with those of your publisher  
• Contacting the media to tie into stories in the news 
• Producing book trailers 
• Helping you build your brand 
• Media training  
• Accompanying you to events and appearances 
• Setting up teleprint or radio and television satellite tours in which you speak 

to newspapers or shows around the country at one time or over a few days. 

Most writers, especially novelists, try to get online publicity, which is easier to 
obtain and more cost effective than doing a tour or getting time and space in traditional 
media. If this makes sense for your book, look for a publicist who does online promotion.   

Publicists may work for publishers as well as writers, a sign of their effectiveness. 
 Staff publicists at big houses are underpaid, overworked, and usually learn on the 
job. There’s a lot of turnover, so you may lose a staff publicist at any time. 
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How Publicists Work 
 Long-lead magazines look at holiday stories in March. Social media arrives 
instantly. You need a plan that begins as early as necessary to reach the media your book 
needs. Publicists:   

• Discuss your needs and budget with you. Meet with them if you can.  
• Prepare a plan for your approval 
• Send you a letter of agreement 
• Keep you informed about their progress 
• Look for and act on unexpected opportunities 
• Bill you for out-of-pocket costs 
• Send a final report and invoice listing their efforts and results and suggestions for 

the future 
  

Like other publishing people, publicists love books and sharing their excitement 
about them. Publicists have five incentives to do well:  

• Justify what they charge 
• Pride 
• Their reputation  
• Recommendations to other writers  
• The hope of future work 
• The need to make a living 

If you decide to do the work yourself, you can hire a publicist as a consultant to  
guide you and give your feedback on your efforts.  

What to Look for in a Publicist  
 Every field has its own set of media, organizations, and influencers. You want 
your publicist to have:  

• Experience with books like yours 
• Creativity in crafting pitches to the media  
• The ability to prepare the publicity materials they need   
• Contacts with the media you need 
• Persistence in following up with the media   
• Relationships with professionals in your field  
• A personality and way of working you’ll be comfortable with 

Finding the Right Publicist for You and Your Book 
Your relationship with a publicist is a working marriage that has to work well on  

a personal and professional level. You want someone you trust and respect. Because 
you’re hiring someone, you also want someone with whom you’ll enjoy working. 
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Suggestions for finding a publicist: 

• Ask your writing community for recommendations. 
• Research publicists online through their blog, website and social media. 
• Ask clients about their experiences. 
• Check Literary Market Place, the trade directory, which is in libraries. It lists 

publicists and the kinds of books they do. 

 The size of your budget may limit your choices. 

Prep Work 
 It’s becoming harder to launch books and authors. The odds are even greater for 
new authors, and greater still for fiction than nonfiction. So as soon as you know what 
your goals are:  

• Start an file with ideas, media, people and organizations for which you might 
speak or form alliances with to promote your book 

• Learn about the skills you need and about online and traditional media.   
• Read books and subscribe to blogs in your field and on publicity and marketing. 
• Get to know as many authors in your field as you can and what they do. 
• Visit authors’ websites, follow them online, go to their events.  
• Ask booksellers about what makes books like yours sell.  
• Ask fans of books like yours what makes them buy books and how they like to 

stay connected to authors they like. 
• Test-market yourself. Writers learn the art of doing publicity by starting with 

small, local media and working their way up to major media. See what interest 
you can arouse in your work and yourself in your area and build your online 
platform. 

• If you want to master the art of giving interviews and your budget allows, hire a 
media trainer who can coach you. 

  
Luck 
 How much publicity you get may depend on: 

• Your looks 
• Your ability to communicate 
• Competing books 
• When your book is published 
• The amount of competition for media from politics or natural or manmade 

disasters 
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The ROI   
 What reasonable ROI--return on investment--can you expect from a publicist? 
After getting the publicity you want, justifying the time, effort, and cost may be the most 
frustrating part of the challenge. This is especially true for new authors. Beyond the 
challenge of getting publicity is whether its cumulative impact moves the needle, whether 
it generates enough sales to justify the expense. Rarely does this happen. 

A Long-Term Perspective  
 You have more ways to reach more readers in more places faster and more easily 
than ever for free. Publicity is one way to reach them. If you continue to  

• Build your relationship with your publicist 
• Write publicizable books that sell each other  
• Improve your ability to publicize your work  
• Keep looking for opportunities  

the impact of your efforts will keep growing. But content is king and social media are the 
king’s most effective messengers. Publicity can’t sell a book that doesn’t deliver. So keep 
developing your skills as writer and your books’ best spokesperson. Look forward to 
seeing you on Colbert. 
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Mike Larsen, author, author coach 
larsenmpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

Communities 

From Me to We: Crowdsourcing Your Success by Serving Your Communities 

• Your personal community: your family, friends, relatives, and professional colleagues 

• Your community of authors in your field: writers with whom you can share work and ideas  

• Your test-marketing community: people who give you feedback on every aspect of your 
writing and promotion 

• Your publishing community: authors, publishers, publicists, experts on the kind of books 
you’re writing, and booksellers   

• Your community of fans: avid readers who follow you online, attend your events, and buy 
whatever you create 

• Your community of evangelists: zealots who adore you and your work, and champion you 
and your books every chance they get 

• Your street team: evaneglists who will reviews your books, and promote them to their 
communities 

• Your community of influencers: platforms like Goodreads and mavens whose praise 
generates sales and attendance 

• Your community of collaborators: people who help you produce, monetize and publicize 
your work 

• Your community of mentors: professionals you can count on for advice 

• Your media network: people who give you time and space, online and off 

• Your bookselling community: booksellers who welcome you when you tour and display 
your books prominently, and handsell them 

• Your community of nerds: techies who help with technology and social media 
  
• Your speaking community: speakers, audiences, clients, bureaus, and members of speakers’ 

organizations 
  
• Your travel community: people around the country who tell you about local media, 

booksellers, and literary events, and give you a place to stay 

• Your mastermind network: five-to-nine professionals, perhaps with varying business 
expertise, who meet every two weeks, on the phone or in person, and serve as the board of 
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directors for each other, sharing advice and making commitments to each other that they 
follow up on at the next meeting  

• Your community of causes: institutions and causes with which you share your resources 

Mike Larsen, author, Author Coach  
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  
Content Marketing 

Taking the Guesswork Out of Publishing: 

11 Ways to Prove Your Book Will Sell by Test-marketing It 

1. Test-market your idea: Try it out on writers, authors in your field, booksellers, 
and book buyers to gauge its potential.  

2. Test-market your book title, chapter titles, and content: a blog, a website, 
articles, talks, videos, podcasts, and social media will provide feedback and help build a 
community of fans eager to buy your book. 

3. Test-market your nonfiction proposal and manuscript: Create a community 
of readers who can give you the feedback as you write and after you’re done to make sure 
every word is right, and your work has the impact you want. Have your readers grade 
your work on a scale of one to ten, both as a reading experience and, if applicable, its 
impact on their lives or thinking. Ask them to grade every part of you want to be funny, 
moving, insightful, or inspirational, and the whole proposal or manuscript on a scale of 
one to ten.  

       4. Test-market your book by self-publishing it: If you can write your book  
before you sell it, and you can promote and sell the book, you may want to prove it’s 
salable by self-publishing it, either with either: 

• A “Special Limited Early Reader’s Edition” without distribution or marketing 
that you use for test-marketing, getting quotes and feedback, and seeking bulk 
sales. Don’t make it available online.  

• A self-published edition through Amazon for distribution and IngramSpark to 
get into bookstores. How well you promote it and the number of copies you 
sell will affect a publisher’s decision to buy your book, and the editor, 
publisher, and deal you get. 
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5. Test-market your ability to get a foreword and endorsements: Having a 
foreword and cover quotes from people whose names will give your book credibility and 
salability around the country on publication will help you, your agent, potential editors, 
and your publisher sell it. You can use your proposal, manuscript, printed edition to get 
cover quotes or the commitment to give them. 

6. Test-market your website: Make sure it's effective as soon as you can and  
attracts as many visitors as possible. Use the sites of authors and professionals in your 
field as models.  

7. Test-market your promotion plan:  

• Share your plan with your communities to help ensure it will help you to achieve 
your publishing goals. 

• Once your book is out, test your campaign in your city or the nearest major 
market to see if it generates publicity and sales.  

• Integrate what you learn from your first city into your plan and your promotion 
materials to make them more effective. 

• Or start by promoting your book to its core audience. If you’ve written a self-help 
book that will interest psychologists as well as the general public, consider trying 
to get psychologists, the core audience for the book, excited about it first, so they 
recommend it to their patients.  

• Use what you learn from your first city to launch a regional campaign, then, if 
you can, go national.  

• Create a timeline for carrying out your promotion plan and get feedback on your 
timeline. 

8. Test-market a series with the first book: If you want to do a series, the sales 
of the first book may determine the fate of the second one.  

9.  Test-market your brand: Integrate the experience of reading your books and 
how you speak, dress, act, communicate, and relate to people to create your brand.  

10. Test-market your goals: Evaluate your efforts by determining if they can 
help you achieve your short- and long-term personal, literary, and publishing goals. 

11. Test-market your commitment: These opportunities test your commitment 
to your craft and your career.  
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Mike Larsen, Author, Author Coach  
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

4 Keys to Social Media Marketing  

1. Educate and entertain. 

Social media is a balance between educating and entertaining your readers. Be sure to deliver 
great content your readers will gravitate to as well fun memes related to your niche or genre. 

2. Personalize when you can. 

Readers adore your books and enjoy your blog posts. But do you know what they’d love to hear 
about as well? They’d love to see pictures of the places where you like to write, your garden, the 
meals you make, and vacation photos. They’d also like to know how you got into writing and 
how you develop ideas for your books and your writing process. Let them see a closer look at 
your professional life. Use these images on all social media sites including Instagram, Pinterest, 
and Snapchat. 

3. Socialize, don’t broadcast. 

Readers will gravitate to those authors who post the type of content they most want to read and 
fun memes. They don’t want to look at their Facebook or Twitter newsfeeds and read posts asking 
them to buy your book. When someone follows you, don’t immediately send them a request to 
read your blog or buy a book. Instead, deliver fun, quality content they’ll appreciate. 

4. Follow the 80/20 Rule. 

What will you tweet, post on Facebook, or put on Instagram? You may be surprised to learn that 
80% of the content won’t be content that you generate. Yes, 80% of the content will be blog posts 
and images others create. That content might have originally been written or prepared by other 
authors in your genre or your readers. Go to AllTop.com, your newsfeeds, and your inbox to find 
content to share. Twenty percent of what you post will be your content. 
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Frances Caballo is an author and social media strategist and manager for writers. She’s a regular 
speaker at the San Francisco Writers Conference and a contributing writer at 
TheBookDesigner.com. She’s the author of The Author's Guide to Goodreads and Twitter Just for 
Writers, which is available for free on her website. Her focus is on helping authors surmount the 
barriers that keep them from flourishing online, building their platform, finding new readers, and 
selling more books. Her clients include authors of every genre and writer’s conferences. 

! Frances Caballo | www.SocialMediaJustforWriters.com | @CaballoFrances | 
Frances@SocialMediaJustforWriters.com 

 

He who every morning plans the transaction of the day and follows out that plan, carries a thread 
that will guide him through the maze of the most busy life. But where no plan is laid, where the 

disposal of time is surrendered merely to the chance of incidence, chaos will soon reign.  

—Victor Hugo, French poet, novelist, dramatist 

How to Manage Your Marketing Platform in 30 Minutes a Day 

Four-Step Cure to Social Media Time Suck 

1. Focus on the social media networks where your readers are. 
2. Curate information. 
3. Schedule your posts for the day. 
4. Socialize. 

1. Focus on the networks where your readers are. 

Do you need to be everywhere? Absolutely not. Save time and hone your marketing by 
being only on those networks where your readers hang out. Read this post to more fully 
understand this topic: http://www.socialmediajustforwriters.com/fp91 

2. Curate information. 
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Each day you need to search for great content that is relevant to your readers. Check your 
news feeds, curation websites, and a number of applications that will do the work for you. 

3. Schedule your posts for the day. 

Scheduling your content is your next step. You will need to find an application that fits 
your budget and has the features you want, for example, HootSuite and SocialOomph are 
great applications. 

4. Socialize. 

To be successful on social media, allocate time to be social. You can fit this into your 
schedule in a variety of ways: while waiting for a friend at a café, sitting in a doctor’s 
waiting room, or browsing your social networks on your smartphone or mobile device 
while relaxing on the couch at night.  

Applications to Ease Your Social Media Marketing 

Curate 
Alltop (http://alltop.com)  
Twitter Lists 
Blog Subscriptions 

Scheduling Applications 
Buffer (buffer.com) 
HootSuite (HootSuite.com) 
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Frances Caballo is an author and social media strategist and manager for writers. She’s a regular 
speaker at the San Francisco Writers Conference and a contributing writer at 
TheBookDesigner.com. She’s written several books The Author’s Guide to Goodreads and Twitter 
Just for Writers, which is available for free here on her website. Her focus is on helping authors 
surmount the barriers that keep them from flourishing online, building their platform, finding new 
readers, and selling more books. Her clients include authors of every genre and writer 
conferences. Not sure how you’re doing online? Ask Frances to prepare a social media audit for 
you. 

Sharing Your Passion for the Value of Your Book 

4 Steps to Promoting Your Book 

1. Write a manuscript that a community of knowledgeable early readers assures you is as good 
as it must be to succeed. 

* Promotion can’t make a book that doesn’t deliver sell. 

2. Figure out who your book buyers are. 

*Talk to:  
--Fans of books like yours to learn what makes them buy books—personal or  

professional interest, the subject or the author—and where they communicate  
--Booksellers, authors of books like yours, members of organizations in your field, and other 

professionals in the field about who buys such books 
--Librarians about potential readers, whether libraries will buy it, and in what form(s) 

* Have a realistic sense, based on sales of comparable books, of the size of your audience and your 
book’s promotion potential.  

3. Learn how to reach your readers. 

*Ask fans of books like yours:  
--how they find out about them: other readers, reviews or ads online or off, Goodreads, the author, 
browsing online or in stores 
--where they buy them—online, offline, both  
--whether they prefer abooks, ebooks, pbooks, or more than one of them 

4. Create and carry out a plan to build a community of fan-atics. 

* The goal: create enough word-of-mouse raves to ensure your book’s success. 
* Learn from authors, books, blogs, classes, and events how to create a plan that:  
--Generates maximum impact with the fewest resources 
--Maximizes your book’s sales momentum when it’s published and keeps growing 
--You will enjoy carrying out   
* Regard your efforts as part of your mission as a writer. 
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Mike Larsen, Author, Author Coach   
Larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109 

Serving Your Way to Success 

12 Steps to Effective Promotion 

“You can get everything in life you want if you will just help enough other people get 
what they want.” --Zig Ziglar, Secrets of Closing the Sale 

 You write your books once, but you promote them for as long as you want them to 
sell. To summarize, here are twelve steps to making your efforts worthwhile.  

1. Learn how authors in your field succeed. 

2. Decide how many copies you want your books to sell. 

3.   Figure out what you have to do make your books sell that many copies. 

4.   Find Out Who Your Potential Readers Are. 

       5.  Find out what format(s) your readers like to read. 

       6.  Fid out where they buy books. 

       7.  Where do your readers learn about books?  
  

        8.  Figure out how to excite readers about your books. 

        9.  Create a plan to reach your readers. 
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        10. Build your brand.   

        11. Make serving your readers a way of life. 

        12. Keep refining your plan and finding new ways to serve your readers 

Good luck! 

Mike Larsen, Author, Author Coach 
larsenpoma@aol.com / 415-673-0939             
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

A Recipe for Effective Promotion 

Choosing & Blending the Ingredients for Making Your Books Sell 

Promotion has two basic elements: finding where your readers are, online and off, and 
serving them as often and in as many ways as you can. Promoting your books gives you 
the chance to share your passion for the value of your work. But if you just want to write 
one book, you have to decide how much effort you want to devote to promoting it. Small, 
niche, and university presses don’t expect writers to have big promotion plans.  

What follows assumes that you are passionate about writing and promoting a 
series of books that sell each other; you will repurpose them in other forms, media, and 
countries; and that you will use them to build your brand. The cumulative impact of your 
efforts over time will enable you to build a community of fans eager to buy everything 
you create. 

 Publishing is a pre-publication-oriented business. Before publication, you 
assemble the ingredients for the success of your books. These suggestions require time, 
energy, and imagination, but little or no money.  

Starting a Promotion file: The moment you decide to write your book, start a list of 
ideas, people, media, and organizations that can help you. 
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Learning to Love SM: Be active on the social media where your readers are, including 
blogs and Goodreads. 

Being Active in the Communities You Need: Every field has its own communities of 
events, organizations, media, and influencers in the media, government, business, 
nonprofits, academia, health, and spirituality. The communities in your field can help you 
with cover quotes, publicity, talks, reviews, email lists, and can connect you with other 
members of the communities you need.  

Choosing the Right Ingredients for Your Book: Read articles, books, blogs, websites, 
and the ocean of info online about promotion. Ask authors and booksellers what makes 
books like yours sell (What convinces you to buy them?); read competing books, books 
about writing in general and books like yours, and blogs and magazines in your field; find 
books and authors to use as models for your book; research the audience for your books, 
the best tools for reaching them, and the cost of online ads. 

Your Pitch: Information has to be scalable. You have to be able to describe your book in 
as little as one line, depending on the opportunity and the interest of your listener. Prepare 
a pitch that you can use for every occasion. Get feedback on it. 

Using the Ingredients to Build Your Platform: continuing visibility, online and off, on 
the subject of your book or the kind of book you’re writing with potential book buyers.  

Your Online Radio or Television Show: Start an online interview show to test-market 
your work and meet influencers in your field.  

Your Email List that empowers you to generate sales and attendees at your events 

Test-marketing your books and the tools you will use: a blog--the hub of your website-- 
talks, classes online and off, your YouTube channel, a podcast, social media with profiles, 
media interviews, and talks wherever you will want to go on publication 

Your Media Kit: Make the job of interested media people easy by including on your 
website a continually updated media kit with a media release, a photo of your cover, a bio 
and photo, a Q&A sample interview, excerpts, clips of you speaking or being 
interviewed, future events, and media-worthy information about the subject 

Interviews: getting media people to commit to interviewing you or doing a story about 
you, or reviewing your book 

Cover Quotes or the commitment to write them from people who will give your books 
credibility and salability around the country when your books come out 
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A Foreword for Nonfiction: whoever will most effectively help sell your books  

Strategic Alliances (Optional): the written commitment from one or more businesses or 
nonprofits to buy X books, feature you and/or your books in their ads, on their websites, 
and in their newsletter; sponsor a tour with you as a spokesperson; have the head of the 
organization write a foreword, perhaps for a customized edition of the book; get local 
stores relevant to your book to stock it.  

Promotional Commitments on or after publication from bloggers, reviewers, interview 
shows, and organizations and events that will book you to speak. 

Build Pre-orders: use an order form at appearances and email blasts to 
your email list and others you can use or rent to generate pre-orders to 
build your online sales ranking on publication.  

Book Mailing/Request to Send a Book: build mail and email lists of people who can 
help the book enough either to justify the cost of a printed copy with a personalized letter; 
or an email, offering a copy of the book or ebook.  

Book Signings: befriend booksellers and get commitments for signings. 

A Brand-building Business Card that’s a miniature brochure with a photo of the cover  
--and if your looks will help-- all of your contact info, and your products and services. be 
creative about stock, color, and design. If you wish, use a double-length card and have it 
folded in half. 

A Plan with a Budget: integrate everything you will do in the right order for maximum 
impact; get feedback on your plan from authors and a staff or freelance publicist. 

The Recipe for Promotion on Publication and After 

A Virtual Book Tour: podcasts, webinars, blog tour, audio and video interviews, other 
social media 

Talks: If you enjoy speaking and can customize talks for different audiences,  
organizations will publicize your talk and let you sell books. Depending on your topic 
and skill, you may be able to earn enough to finance a national tour. 

Interviews with trade and consumer print, broadcast, and electronic media, including 
blogs and podcasts  

Book Clubs: offer to discuss the book in person, by phone, or on Skype 
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Seizing Opportunities: The success of a book, movie, television show; a 
news story; something on the Web; or a trend can create chances for 
promotion. Authors keep creating new ways to promote their books. 

Fine-tuning the Recipe with Every Book 

Promotion is an essential investment in your career. What you learn from your first book 
will enable you to do more of what works and eliminate what doesn’t. You will continue 
to get better at the challenge, and your efforts will have greater impact with every book. 
So enjoy the process of making new fans by sharing your passion for the value of your 
work. 

This handout is based in part by a post on Brian Feinblum’s outstanding blog 
BookMarketingBuzzBlog.  

Mike Larsen, Author, Author Coach 
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

Contentpreneuring 

50 Shades of Pay  

Building Your Brand and Your Income, and Test-marketing Your Book 

Writing 
• A book 
• An ebook 
• An audiobook 
• A series of books, stand-alones or sequels, that sell each other 
• Developing chapters in an overview book into other books 
• Adapting a book for women into a book for men 
• Young adult, middle grade, and children’s versions of an adult book 
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• Adapting a general how-to book into books for different fields 
• A newsletter that has advertising and promotes what you offer 
• Revisions and new editions of the book 
• A textbook version of the book 
• A teacher’s guide 
• A book-club guide 
• Articles 
• Podcasts 
• Videos 
• Ghostwriting 
• Advertising  
• A fiction version 

Subsidiary Rights 
• Movie or television series 
• Foreign rights 
• DVDs 
• Merchandise such as cups, bookmarks, posters 

  
Speaking  

• Classes, online and off, of varying lengths or continuing classes   
• Putting on live or online conferences 
• Retreats 
• Talks for corporations, nonprofits, conferences, and schools and colleges 
• Events you sponsor or co-sponsor that will either buy books from you, your 

publisher, or a local bookseller to sell or give away 
• Free talks for libraries, service organizations, churches, professional and trade 

organizations, alumni associations, academic, trade shows, and writer’s 
conferences at which you can sell books, products, and services, and have 
promotion materials 

• Coaching, consulting and training 
Crowdsourcing 

• Crowdfunding 
• Patreon 

Sales 
• Selling books, products and services at events 
• Special sales 
• Giving discounts for multiple books and bulk quantities 
• Bundling books, products and/or services at a discount 
• Subscription for a membership in an organization you start online or off 
• Using your website to sell products and services 
• Selling products and services through ecommerce sites 
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• Reciprocal selling of books, products and services with others 
• Tours of places in your books 
• Starting a business or nonprofit   
• Having local businesses sell your book 
• Using your email list to sell products and services 
• Renting your email list 
• Selling other people’s products and services that relate to your book 
• Selling books in catalogs 

        

Mike Larsen, Author, Author Coach 
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

Ecosystems are the Ten 

Sustaining the Community of the Book 

The Four Heroes of the Publishing Ecosystem 

“Books are not the foundation of civilization. They are civilization.” 
--Edward Koch, former mayor of New York 

“Universal access to…knowledge is in our grasp, for the first time.” 
--Corey Doctorow 
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Writers write to be read, and only readers keep books alive. Now is the best time to be a reader, 
writer, or publisher. There are more good books than ever, more ways to access them, and 
libraries that make them available for free. You are part of the first generation to enjoy this 
cornucopia. 

All publishing needs is readers, writers, and ways to connect them. There are more 
readers and writers in more places than ever, and technology unites them in win-win-win 
communities. The four heroes of publishing are united by the love and value of books and 
reading: 

1. Writers 
Publishing exists because of writers. Their heroic commitment to sharing their stories, 
knowledge, advice, wisdom, and creativity is an exacting labor of love. Their craft, courage, 
perseverance, patience, willingness to endure rejections, and to share their passion for the value 
of their work enables publishers to exist. 

2. Editors 
The passion of overworked, underpaid editors for:  

• Weeding through hundreds of submission to acquire books they love 
• Helping writers make their work as good as it can be 
• Being the in-house agent for their books by midwifing them through the publishing maze 

of meetings with relentless enthusiasm 

Waging these campaigns, often in vain, as a way of life is heroic. 

3. Independent Booksellers 
What independent booksellers do for their stores to survive against growing odds requires a 
dedication that can only be a labor of love. Profits are meager, the work endless:  

• Knowing books, publishing, bookselling, the community, and their customers 
• Guessing what will sell out of hundreds of thousands of books published a year 
• Listening to pitches and ordering from sales reps in person or by phone   
• Making the store an enjoyable third space for customers and their children to spend time 
• Enabling customers to discover books they wouldn’t otherwise know about 
• Making the store a community center with literary and community events 
• Competing with Amazon, other online booksellers, B&N, and all of the growing number 

of ways consumers can spend their free time and discretionary income 
• Unpacking and shelving thousands of books a year 
• Re-ordering books that sell and returning those that don’t  
• Maintaining the right mix of new and backlist books 
• Supporting local authors 
• Trying to please customers whose tastes and personalities vary widely   
• Reading books so they can handsell them 
• Dealing with publishers’ and distributors’ different ordering systems and inefficiencies 
• Carrying sidelines like cards and calendars needed to make a profit 
• Running book fairs at schools and other events 
• Finding and managing an underpaid staff of knowledgeable booklovers, and replacing 

them as needed  
• Operating on an limited budget  
• Paying the ever-rising expenses of running a business 
• Buying and integrating new technology 
• Participating in a merchant’s and bookseller’s association, and in community events 
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• Staying on top of trends in reading, books, bookselling, publishing, and technology 

4. Good Literary Citizens  
The worldwide community of the book includes readers, writers, publishers, audio and film 
producers, agents, booksellers, librarians, teachers, reviewers, and those who put on writing 
classes and events. The community is everyone for whom supporting books is a labor of love. If 
you’ve read this far, you’re a member. 

 In his blog, Marketing Buzz Blog, publicist Brian Feinblum has advocated “Bookism:” 
being a good literary citizen by   

• Reading, writing, buying, and giving books as gifts and to those who need them  
• Supporting teachers, school and public libraries, local authors, booksellers, and literary 

events 
• Being an advocate for books and reading 
• Responding to threats to First-Amendment rights 
• Collaborating with other members of the community to achieve goals 

The community has to do everything it can to keep books a central part of culture and 
maintain the freedom to read, write, and speak. Our future depends on it. Your love for reading, 
your family, the human family, and the global village will give you the courage of your 
convictions. Literary citizens who stand up for what they believe are heroes and essential for 
sustaining the community of the book. 

Mike Larsen, Author, Author Coach  
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

Giving Books You Love to Create a Literary Legacy 

Inspiring Tomorrow’s Readers 

The following books opened my eyes to books and the world. They were revelations 
when I started reading them more than fifty years ago in New Dorp High School on 
Staten Island, New York City’s smallest borough: 

1984 by George Orwell 
Brave New World by Aldous Huxley 
Brave New World Revisited by Aldous Huxley 
Catch 22 by Joseph Heller 
The Catcher in the Rye by J. B. Salinger 
The Colossus of Maroussi by Henry Miller 
The Elements of Style by William Strunk, Jr. and E.B. White 
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The Leopard by Giuseppe di Lampedusa 
A Moveable Feast by Ernest Hemingway 
On the Road by Jack Kerouac 
Siddhartha by Herman Hesse 
The U.S.A. Trilogy by John Dos Passos 
War and Peace by Leo Tolstoy 

I enjoy giving this set of books to young people as a gift. I suggest they read the 
books when they wish, that the books are an opportunity not an obligation. Some they 
will encounter in school. Besides helping to introduce them to the joys of books and 
reading, the books will help young people develop an adult and literary sensibility. 

I’m sorry the list isn’t longer. Either I didn’t find other books that deserve a place 
on the list, or they didn’t make the impression on me these did. And young people, who 
prefer print, need what they offer more than ever.  

Your list will be different, but be an ambassador for books and reading. Help 
create a lasting literary legacy and set an example for young people you care about by 
giving them a collection of books to help them become the people you hope they’ll 
become. 

Mike Larsen, Author, Author Coach  
www.michaellarsenauthorcoaching.com 
larsenpoma@aol.com / 415-673-0939  
1029 Jones St. / San Francisco 94109 

You 

Flying Through the Smokescreen of Impossibility 

Writing When Chaos is the New Normal 

“A fondness for power is implanted, in most men, and it is natural to abuse, when 
acquired.” – Alexander Hamilton 

“Morality is a luxury of peace and prosperity.”  
– Robert Hennion, Professor, City College of New York 
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”Chaos is the new normal.” – Fahrad Manjoo, New York Times 

 Now’s the best time ever to be a writer. Writers have more power than ever, not 
just to make a living, but to make a difference. They have more subjects to write about, 
more ways to write about them, and more ways to share their work with more people in 
more places faster and more easily than ever for free.  

Philip Roth said: “Nothing bad can happen to a writer. Everything is material.” But 
biologist Lynn Margulis believes that writers will run out of time before they run out of 
material. She thinks that, like previous successful species, humanity is doomed.  

For 2018, the Bulletin of the Atomic Scientists advanced the Doomsday Clock to two 
minutes to midnight, the closest we’ve been to annihilation since 1953. A sense of 
foreboding, uncertainty, and unpredictability is spreading.   

The challenges we face can be paralyzing or galvanizing. Balancing work, home, and 
family in an age of info-snacking distraction can make you feel time-starved and 
overwhelmed. But doing nothing is collaborating on what you don’t want to happen. 

Humanity’s Ascending Spiral 

Because change isn’t coming from the top down, it’s rising from the bottom up.  
Individuals, organizations, communities, and states are leading the way. The Kentucky 
Coal Mine Museum has switched to solar power. Georgetown, a conservative town in 
Texas, runs on 100% renewable energy. What unites us is rational; what divides us is 
irrational. As philosopher William James wrote: “We are like islands in the sea, separate 
on the surface but connected in the deep.”  

The world-changing power of words empowers you to be an agent of change. You can 
use your unique ability to express and share your love, vision, wisdom, gratitude, 
knowledge, inspiration, and guidance in seconds with the three billion people on the Web.   

Napoleon said “Humanity is only limited by its imagination.” If we can conceive it, 
we will achieve it. The Wright brothers “flew through the smokescreen of impossibility” 
and flight instantly went from being impossible to being inevitable. Global brains--
collaborations online and off--will generate unimaginable breakthroughs that will 
transform people’s lives and heal the Earth. 

• Clothes that change color and the invisibility cloak are in the works. 
• It’s now possible to clone people. 
• A machine is making water out of air.   
• New batteries will quadruple the range of electric cars. 
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• You will be able to draw a picture on a computer just by imagining it.  
• Quantum computers will be 100,000 times more powerful than today’s computers. 
• Immortality in peak condition is coming.  

Humanity’s ascending spiral from fauna to flora, hate to love, division to unity, the 
physical to the spiritual, possessions to experience, fear to serenity is inevitable, as is 
balancing yin and yang and reason and emotion, if we have the time and freedom to 
achieve them. Your contributions to this glorious adventure will help you achieve your 
potential.  

But nobody knows how much time we have before a mistake--by a person or 
computer, or Gaia succumbing to the stresses we’re inflicting on her--will bring us to a 
tipping point that precludes solving our problems before the human family succumbs to 
them. Our problems and our potential are running neck and neck. Writers will help 
determine which wins. 

People of all ages need prose and poetry, fiction and nonfiction, music and images 
that give them help and hope. May the miraculous power at your fingertips inspire you to 
bring into the world what only you can and what will be forever lost without you.  

Pick the problem that most energizes and inspires you, and devote your talent to 
helping the human family understand and, if possible, solve it. Make this your gift, your 
legacy to those you love, the human family and the Earth. As Mother Teresa said: “We 
belong to each other.” 
                                    

                            

                                                                                    
Mike Larsen, Author, Author Coach 
www.michaellarsenauthorcoaching.com  
larsenpoma@aol.com / 415-673-0939    
1029 Jones Street / San Francisco, 94109  

Surfing Tsunamis: How Writers Can Cast an Affirming Flame 
 “In all very numerous assemblies passion never fails to wrest the scepter from reason.” – James Madison 

In Thank You for Being Late, Thomas Friedman wrote that we’re caught up in the whirlwind of 
three giant accelerations: technology, globalization, and climate change. The gap between those skimming 
the crests of these tsunamis and those struggling to stay afloat continues to widen.  

Unstoppable Love 
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The challenges the country, the human family, and the planet face are your opportunities. You can 
help us create a just, sustainable, fulfilling future. There are more subjects for you to write about and more 
ways to write and publish books than ever. But publishing is now the communication business.  

For Friedman, globalization includes the digital flow of information that enables you to reach 
more readers in more ways and places faster than ever for free. Communicate with your books and by 
engaging with your readers, online and off, and you will build a community of fans who know, like, and 
trust you, and buy your work.  

No matter what you write or for what any age, the need for your vision, understanding, guidance, 
and inspiration grows more urgent every day. Social media makes readers your most powerful marketers. 
Books readers love are unstoppable, and the right books will change the world.  

Dynamic Stability 

“Everything is possible and almost nothing is certain.” -Author and statesman Vaclav Havel 

Thriving on uncertainty requires what Friedman calls the “dynamic stability” of riding a bike. As a 
writer, you have to keep pedaling to balance  

• Creating and communicating 
• Writing and running a business 
• Short- and long-term personal, literary and publishing goals 
• Your time online and off 
• Your personal and professional life 
• What you owe others and yourself 
• Desire and necessity 
• Change and stability 
• The past and the future 
• Other voices and your instincts and common sense 
• Yin and yang 

W. H. Auden’s timely, powerful poem, “September 1, 1939,” which could have been written the 
day after the last election, includes the line: “We must love one another or die.” The poem ends with 
Auden’s affirmation of “showing an affirming flame.”  

Now is the most remarkable time ever to live. Smartphones are the big bang of a new era of 
communication, collaboration, creativity, commerce, community, and a competition that drives quality, 
choice, and innovation. May your flame illuminate darkness, and if you need a soundtrack for surfing the 
tsunamis, try the Beach Boys.  

Michael Larsen, Author, Author Coach  
www.michaellarsenauthorcoaching.com 
larsenpoma@aol.com / 415-673-0939 
1029 Jones St. / San Francisco 94109 

Writers to the Rescue 

Changing the World One Book at a Time 

“It is always the writer’s duty to make the world better.” – Samuel Johnson 

More than ever, the world needs what writers provide. The human family shares a global 
village, an amazing, gorgeous, accidental, unique ecosystem for which we are all 
responsible. The Web is the family’s town square, the smartphone a megaphone for 
family members to communicate. Technology empowers writers with more ways than 
ever to reach readers for free.  

!  99

mailto:larsenpoma@aol.com


But the human family is being swept away in a whirlwind of change accelerating the 
growing concentration of political and economic power. To this inseparable knot, crime, 
evil, and random craziness can be added. Government, business, non-profits, and 
religious institutions can’t bring about the changes people and the planet need.  

The human family is Gaia’s guest, and if we can’t give individuals, organizations, and 
government enough power to be effective, but not enough to be corrupted; if we can’t 
make people and the planet more important than power and profit, life as we know it is 
over.  

Darwin believed that it’s not the smartest or strongest species that survive, it’s the 
most adaptable. We are now trying to manage the unavoidable and avoid the 
unmanageable. Nobody knows when the moment of reckoning is, after which catastrophe 
is inevitable.  

This challenge creates the greatest opportunity writers and other entrepreneurs have 
ever had. Writers will be an essential force in helping to bring about the changes we need. 
A book that changes the United States will help change the world, because America is 
helping to lead the world into the future.  

The world needs writers to inspire readers with the strengths that made America 
great: sacrifice; compassion; energy; creativity; innovation; ingenuity; flexibility; 
generosity; pragmatism; courage; a pioneering, entrepreneurial spirit; and the willingness 
to collaborate and compromise.  

Our actions have social, economic, political, spiritual, and environmental effects. 
Writers can help show us how to create bottom-up and top-down change, do-it-yourself 
reliance, small-scale living that replaces: 

• Possessions with experience 
• The artificial with the natural 
• Consumption with simplicity 
• Economic growth with personal growth 
• The desire for more with the need for enough 

Books are the most intimate, enduring, effective, authoritative, profound, and 
powerful form of communication. Books and writers have an essential role to play in 
helping the human family prepare for an unknowable future. Writing for all ages to 
stimulate awareness and dialogue, provide solutions, and to inspire change, is the greatest 
challenge writers could want.  

Your ability and imagination to create and communicate are needed more than ever: 
• Help us balance our obligations to others and ourselves.  
• Inspire us with our potential.  
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• Create a sense of the unity of the realities that whirl around us like planets around 
the sun: oneself as an individual, a member of a family, and a citizen of a 
community, state, country, and the earth. 

• Teach us compassion and responsibility for all living things. 
• Provide us with timeless, enduring, universal works of literary art that uplift our 

spirits by giving us faith in others, our future, and ourselves.  

In Think and Grow Rich, Napoleon Hill wrote: “What the mind can conceive and 
believe, it can achieve.” If we survive our follies, our future is unlimited. Can you help 
lead the human family into next stage of our evolution?  

Mike Larsen / Author, Author Coach 
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

Celebrating Independence 

Writing to Make a Difference 

       “One useless man is called a disgrace, two are called a law firm, and three or more 
become a Congress.” - John Adams in the musical 1776 

Despite its problems, the United States remains the world’s best hope for a just, 
thriving, sustainable future. Writers can play a vital role in envisioning our future and 
how to achieve it. Seeing the Hollywood version of the writing of the Declaration of 
Independence will help you appreciate the anger and oppression that led to it, its vision of 
America, and our role in keeping its ideals alive. 

This is the subject of the funny, timeless, wonderful musical 1776 that Elizabeth 
and I watch on Turner Classic Movies on July Fourth. The film shows how divided and 
ineffective Congress was, the huge odds against winning the war, and how one vote and a 
tragic compromise on slavery made the difference. 
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But a revolution won is a revolution lost when people think the struggle is done 
and devote themselves to the benefits of victory. A successful revolution can never stop 
working to keep its ideals alive, especially at a time of political impasse, accelerating 
change, and the growing urgency of the huge challenges the human family faces. 

America can only thrive if we the people hold fast to the vision of the Declaration  
by striving to fulfill its dream. As Benjamin Franklin warned: “We must, indeed, all hang 
together or, most assuredly, we shall all hang separately.”  

The planet is struggling to sustain a global village with an unsustainable global 
economy. At the same time, it’s easier than ever for the right book or idea to change the 
world. As a writer, you are part of the luckiest, most powerful generation of writers that 
ever lived.  

Writers have the ability, opportunity, and responsibility not just to make a living 
but to make a difference. Your vision, your passion, and your creativity for changing 
hearts and minds, and offering solutions will inspire change. No matter what you write, 
or where you are in your life or career, heed Anne Frank’s advice: “It’s never too late to 
start doing the right thing.”  

May the colonists’ unique achievement inspire the revolutionary fervor for  
writing our way toward a new vision for the human family.  

Mike Larsen, Author, Author Coach  
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

Writing Light 

Changing the World and Yourself at the Speed of Enlightenment 

“What is not given is lost.” –Indian proverb 

“The two most important days in your life are the day you are born and the day you find 
out why.” ― Mark Twain 

Ralph Waldo Emerson believed that light shines through us, that we are nothing 
and the light is all. This light binds and symbolizes humanity. We are born with a gift we 
need to receive as well as give: sharing light through love, service, creativity, and 
community. 

Technology empowers writers and readers to share light with more people in more 
ways and places faster and more easily than ever. Nothing can stop the right book or idea. 
Depriving the world of light that only you can give is a loss to those you love, your 
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community, and the world. It also prevents you from achieving your potential. 
Illuminating others illuminates you.  

On the world’s turbulent seas of discord, suffering, and uncertainty, your work can 
be like the beacon of a lighthouse helping guide those adrift to safety. The human family 
craves the stories, love, hope, beauty, wisdom, guidance, humanity, inspiration, 
information, and spirit of community writing provides. So for the sake of others and 
yourself, be the light you wish to see in the world.  

Mike Larsen, Author, Author Coach 
www.michaellarsenauthorcoaching.com 
larsenpoma@aol.com / 415-673-0939 
1029 Jones Street / San Francisco, 94109  

Watering a Dry Creek Bed 

Nurturing Your Daily Life 
  

I am watered, like a dry creek bed, with beauty. -Phyllis Theroux, The Journal Keeper: A Memoir 

 Beauty fills the dry creek bed of the heart. What else increases the quality of your daily life?  

• People and pets 
• A home 
• Love 
• Friendship 
• Communication 
• Doing right 
• A spirit of community 
• Fulfilling obligations 
• Freedom 
• Order 
• Meaning 
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• Inspiration 
• Goals 
• A mission 
• Work 
• Productivity 
• Charity 
• Service 
• Peace of mind 
• Creativity 
• Growth 
• Learning 
• Laughter 
• Entertainment 
• Pleasure 
• Balance 
• Stability 
• Simplicity 
• Peace 
• Rituals 
• Achievements 
• Celebration 
• Nature and what is natural 
• Harmony 
• Hope 

May your life be a labor of love that keeps your creek bed full. 

Mike Larsen, Author, Author Coach   
larsenpoma@aol.com / 415-673-0939            
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

Making Every Day a Holiday 
  

Pour your time and passion into what brings you the most joy, your mission in life. 
--Marie Kondo, the life-changing magic of tidying up 

Mornings 
·       Wake up when you wish next to your beloved.  
·       Use your morning mind to focus on what’s most important to you for as long as you can. 
·       Plan a day that helps you reach your short- and long-term goals.  
·       Clean and dress yourself so you feel and look good. 
·       Make the most biggest and important meal of the day healthy, energizing, and pleasing to the eye 

and palate. 
Work 

·       Work for or if you can, run a business or organization aligned with your values. 
·       Earn enough to meet your needs and prepare for the future. 
·       Work so you’re proud of your efforts and how you make others feel.  
·       Limit technology to what is needed or has enduring value. 
·       If your work is sedentary, walk around five minutes every half hour. 
·       Enjoy the second biggest meal of the day away from your workspace. 

Beyond Work 
·       Make your life a labor of love.  
·       Live as simply as you can.  
·       Find time for:  

* people you love 
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* eating with and caring for loved ones   
* one or more pets who are like members of the family 
* friends 
* kindness 
* serving others and the community 
* engagement with issues you care about 
* reading and learning for work and pleasure 
* creative pursuits         
* exercising mind and body 
* meditation as part of your spiritual practice 
* taking care of your home  
* nature   
* enjoying beauty 
* celebrating 
* playing 

              * vacations 
* passing pleasures 
* solitude 
* doing nothing 

Evenings 
·       Enjoy a light, creative dinner with family or friends that combines health, color and taste.  
·       Take care of your body. 
·       Snuggle in a cozy bedroom without light or technology. 
·       Plan for tomorrow. 
·       Express your gratitude for your luck, the day and your life. 

  
Mike Larsen, Author, Author Coach   
larsenpoma@aol.com / 415-673-0939              
www.michaellarsenauthorcoaching.com 
1029 Jones St. / San Francisco, 94109  
  

On Writing, Publishing, Promotion and the Long View  

A Summary 

Writing 

* You are the most important person in the publishing process because you make it go.  

* Now is the best time ever to be a writer, but to succeed, you have to know more and do 
more than ever.  

* Writing is the easiest of the arts to enter, succeed in, and keep practicing.  

* You have to know more and do more than ever.  

* You have more control over writing and publishing your work, and your career than 
ever. 

* You have to serve your readers with your work and your communication with them.  
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* Content is king. A book that delivers well enough is unstoppable; a book that doesn’t is 
doomed no matter what is done for it. 

* The fastest way to succeed is to create a career out of an idea with books that sell each 
other and that you love writing and promoting. This will generate synergy that grows 
more powerful with every book. 
  
* At their best, reading, writing, agenting, editing, publishing, and bookselling are labors 
of love. Read what you love to read and write what you love to read. 

* The five essentials of writing salable prose are reading, writing, revising, and sharing 
your work, and balancing what you want to write with what readers want to read. 

* Produce as much work as you can without sacrificing quality for as many media and 
platforms as you can that add to your income, visibility, brand and pleasure.    

* Every word counts. 

* The more compelling storytellers are, the less concerned readers are about craft. 

* Reading, writing, revising, and sharing your work are the keys to salable prose. 

* “Mistakes are the portals of discovery.” – James Joyce 

* Motivate yourself with inspiring, harmonious personal, literary, and publishing goals 
you know how to achieve. Align your goals with what it takes to achieve them. Then, as 
Sue Grafton advised, make a five-year plan to achieve them.  

* Build a community of readers who can tell you what’s good about your work as and 
after you write, and then combine truth with charity and tell you how to improve it. 

* Books are written more out of writers’ need to write than readers’ need to read.  

* You can only write as well as you read. Want to write mysteries (or anything else)? 
Take Sue Grafton’s advice: read a hundred of them. 

* Make your books and other communications as visually appealing as you can. 

* Be as productive as you can every workday. 

* To keep earning, keep learning about writing, your field, publishing, promotion, and 
publishing trends. 
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* Practice nichecraft: keep writing books that sell each other and that you’re passionate 
about writing and promoting. Sooner or later, an agent and publisher will welcome the 
chance to help you. 

* It may take you more than five books to build an audience, so take the long view in 
developing your craft and your career.  
* Stay committed to having the patience to do what it takes for as long as it takes to 
achieve your goals.  

* Dedicate your professional life to serving your ideas, your books, and your readers. If 
your writing and communication skills keep improving, success is inevitable. 

Readers 

* Readers are the second most important people in the publishing process, because they 
keep it going.  

* Social media empowers readers to make books they love bestsellers, regardless of who 
publishes them or how.  

* To reach as many readers as possible as quickly as possible, you can’t just think about 
what you’re selling but about what people are buying. Balance what you want to write 
with what readers want to read. 

* Get readers to know, like and trust you by serving them with your work and by 
providing information and entertainment they enjoy, online and off, to sustain your 
relationship. 

* Smartphones—the electronic fireplace in the town square of the global village--will 
ensure more readers.  

* You have more power than ever, not just to make a living but to make a difference by 
making people and the planet more important than power and profit, and by being a good 
citizen in the community of the book. 

Publishing 

* Writing is an art; publishing is a business. 

* You have more options for publishing your books than ever. Your books will be 
published, perhaps by you, which is what most new writers are doing, and is usually the 
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best option. Choose the right one for you now, based on the idea for your book and how 
well you can write and promote it. When you succeed, agents and publishers will find 
you. 

* Maximize the value of your books before you sell or publish them by building your 
visibility with potential readers, building a community of people to help you, and by test-
marketing your book in as many ways as you can to prove it delivers. This will maximize 
pre-orders for your books and sales on publication, signs for books’ success. 

* Agents and editors are as eager to discover new writers as new writers are to be 
published, The three essentials for publishing are readers, writers and the means to 
connect them. You have more options than ever for publishing your books. Most writers 
are self-publishing, which is usually the best option. 

* Despite changes in the industry, publishers’ sales are stable. At the Big Apple 5, rising 
sales of downloadable audio have made up for declining ebook sales.  

* Wikipedia reports that 75% of books don’t earn back their advances. 

* Publishing are test-marketing new authors of genre fiction with ebooks and offering no 
advance, one reason for self-publishing. 

* If it’s appropriate, make your book available as an audiobook, an ebook and a pbook. 

* Publishing with a big house involves 200 people and may take as long as two years. 

* Author Joe Girard: “Every no gets you closer to yes.” Rejection is selection. 

* Mickey Rooney: “You always pass failure on your way to success.” 

Publishers can’t do everything that needs to be done, so they rely on authors to do it. You 
will be the author of your book and its success, and the biggest beneficiary of it. Your 
ability to innovate, think visually, and be creative is the secret sauce that only you can 
bring to your work. 

* To keep earning, keep learning about writing, publishing, promotion, and trends that 
affect your work, and balance your personal and professional lives. 

Promotion 

* Promotion is sharing your passion for the value of your book. 
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* Marketing guru Seth Godin: “The best time to start promoting your book is three years 
before it comes out.” 

*Your book is your baby; you give birth to it three times: when you have the idea, when 
you write it and when you bring it into the world on publication. You know more and care 
more about your book than anyone else. 

* You can reach more readers in more ways and places faster and more easily than ever 
for free. 

* Start a promotion file when you decide to write your book. 

* Whether Random House publishes your books or you do, you’ll be Promoter in Chief.  

* Books are usually either prose-driven or promotion-driven--story-driven or idea-driven.  
The fate of story-driven books depends on whether readers tell other readers to read 
them. Promotion drives initial sales of idea-driven books. Books such as stories tied to 
issues or events may be prose and promotion-driven. 

* Stories sell themselves, but for other books, heed Jack Canfield: “A book is an iceberg. 
Writing is 10%, marketing is 90%.”  

* Your platform and promotion plan will determine the editor, publisher, and deal you get 
for a promotion-driven book. 

* The more publishers pay, the more they push. 

* Writing and publishing it are easy, compared to making it succeed. 

* Readers are replacing big publishers, media, and book chains as gatekeepers. Social 
media can make a book sell, regardless of who publishes it or how.  

* Books are ready for the world before the world is ready for them. Make the world ready 
for your books by maximizing their value before you sell or publish them: build your 
visibility and communities to help you, and test-market them.  

* Writers are often more concerned about getting their books published than about 
making every word count and preparing themselves to be authors. To get the best editor, 
publisher, and deal for your books or publish them with maximum impact, be as patient 
about maximizing their value as you are about writing them.   

* You can reach more readers in more ways and places faster and more easily than ever 
for free. 
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* Service comes before sales. Build an ecosystem of communities that know, like, and 
trust you by serving them as often and in as many ways as you can.  

* Serve your online communities with helpful, enjoyable content, 80% shared, 20% 
original; 80% serving, 20% selling. 

* Every field has its own of events, organizations, media, and influencers. Publishers 
want writers to be as visible in their field as they can be. 

* To build sales momentum during your books’ short launch window on publication, 
make yourself as visible as you can in as many ways and places as possible.  

* To convey what you stand for as a writer, unify color, design, the style and impact of 
your work, and how you communicate to build your name or your titles as your brand. 

Taking the Long View 

* Communication and contentpreneuring are the two keys to success. 

* Agent Donald Maass says it takes five books to build an audience for your work. Take 
the long view about developing your craft and your career. 

* One-size-fits-all prescriptions like this may not work for you. Every book and writer 
are unique. Trust your instincts and your common sense to decide what’s best for you. 
If, for example, you only want to write one book, you have to decide how much time and 
effort, and money you can justify putting into it. 

* Balance your time online and off, creating and communicating, and your personal and 
professional life.  

* Be a creative, nimble, resourceful, and innovative lean, start-up entrepreneur who finds 
opportunities in change and technology. 

* There are more ways to make money from your work than ever. To take advantage of 
them, be a contentpreneur, an entrepreneur who looks at your ideas in the largest possible 
way and has a community of collaborators who help you produce, publicize, and 
monetize your work, and repurpose it in as many ways and countries as you can. 

* Be lucky. 
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* You will not give yourself more to do than you are capable of. 

* Simplify. 

* Persistence rewards talent. 

* Your efforts are an investment in your career. If you keep growing as a person and a 
writer, they will repay your time. 

* If anything can stop you from becoming a writer, let it. If nothing can stop you, do it 
and you’ll make it. 

Mike Larsen, Author, Author Coach 
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  

Bio 

Mike Larsen and his wife Elizabeth Pomada worked in publishing in New York before 
moving to San Francisco in 1970 and starting Larsen-Pomada Literary Agents in 1972. 
They were members of AAR and sold hundreds of books to more than 100 publishers and 
imprints, before they stopped seeking new clients.  
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Mike loves helping writers and offers author coaching. His advice is based on 
these handouts and his books: the new How to Write a Book Proposal 5th Edition by Jody 
Rein with Michael Larsen (previous editions sold more than 100,000 copies); How to Get 
a Literary Agent, and Guerrilla Marketing for Writers: 100 Weapons for Selling Your 
Work, which he also coauthored.  

Elizabeth and Mike are coauthors of the six books in the Painted Ladies series 
about Victorian houses, which sparked a national movement and sold more than 500,000 
copies. The trade journal Publishers Weekly chose the second book in the series, 
Daughters of Painted Ladies: America’s Resplendent Victorians, as one of the best books 
of the year. 

Mike gives keynotes and seminars about “How to Win the Publishing Game” a 
humor-filled, inspirational, comprehensive, state-of-the-art overview of writing, 
publishing, and building a career.  

Mike Larsen, Author, Author Coach 
larsenpoma@aol.com / 415-673-0939 
www.michaellarsenauthorcoaching.com 
1029 Jones Street / San Francisco, 94109  
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