After the Book Deal Is Signed

Information for New Authors

Once an author has a contract, in many important ways the publishing process has just begun. The journey can be exhilarating and rewarding but also frustrating and full of pitfalls--especially for authors who do not anticipate the steps along the way. This toolkit is meant to decode the process after the deal is in place so authors can plan properly the months--and even years--ahead, as they write and finally promote their book, and to help guarantee their book's success and ultimately a satisfying writing career. Optimally, you will refer to this again and again, as your book progresses.

I hope the publishing community will share this work, and offer their input for future updates.

Special thanks to authors Roxanna Elden, Askhari Hodari and Christina Katz, and literary agents Ed Claflin, Bert Holtje and Pam Strickler for their valuable contributions. Thanks also to Jenny Pierson for her help assembling this document.








Rita Rosenkranz
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Part I: Writing/Editing the Manuscript

1. Meeting Your Editor

As early as possible, if you have never met your editor, try to connect by phone or in person to chart the process. If you are starting with a phone conversation, e-mail the editor to set up a time to talk. Ask if your editor wants to see the manuscript in installments or only upon completion. Also, where applicable, discuss the schedule for any illustrations, permissions and the index. If permissions are involved, ask the editor for their in-house permission form. The full production schedule typically is available only after the manuscript goes to copyediting. Expect the editor to share only the dates that relate to your deadlines, though some editors might share more.

After the contract is signed, you are likely to receive The Author Questionnaire. This will be a useful roadmap for discussing publicity and marketing once a publicist is assigned.

2. Writing the Book 

Why You Should Keep Writing and When to Expect Agent/Editor/Author Correspondence

Unless you anticipate major change requests from the publisher, never stop writing your book. Make it your goal to turn in everything early and get it done even earlier. You will have better results if you have time to edit your work without deadline pressure.

If the editor has requested installments and has said he/she will give you feedback, politely inquire when you'll have word. Don’t stop writing (while you wait for feedback) unless you have a very specific issue that needs to be addressed before you continue. 

Copy your agent on any emails concerning delivery. Notify or cc your agent whenever an installment is delivered. 

If you do not hear back from your editor in a day or two, be patient. If you do not hear back within a week, let your agent know. 

You do not need to keep your agent up-to-date with every editorial correspondence. The exceptions are: 

1. Let your agent know if the editor makes additional requests that seem to (or actually do) go beyond the extent of the contract.

2. Let your agent know of any verbal or written discussion affecting delivery date. (Depending on the situation, your agent may need to make a change official by getting a letter of extension for you.) 

3. Let your agent know if you are encountering major disagreements with the editor regarding the content or acceptability of the manuscript (rearranging paragraphs or moving chapters is not a major disagreement. Being told that a key chapter in the book needs to be cut is a major disagreement.) 

Usually your agent will not review a manuscript-in-progress before delivery unless there is a specific issue.

Agent’s Tip: Once you have your deadlines and a loose idea of the production schedule for your book, it is time to create a filing system (likely virtual and actual) to keep track of the voluminous amount of paper that goes into writing a book on schedule. Choose a filing system that works for you and get it set up in advance so you can keep everything at your fingertips.

Getting Paid

Mark the pay-date in the contract on your calendar. If that date passes with no check or mention of a check, ask your agent to follow up. This job is much better handled by the agent than the author.

Many editors will not authorize D&A (Delivery and Acceptance) payment until all illustrations and permissions also have been submitted. Start the permission process for art and extensive quotes while you are still working on the manuscript. In some cases, it can take many weeks for permissions to come through, so plan accordingly. 

Let your agent know when manuscript as well as art, appendices, etc., have been submitted and accepted in order to track advance due on delivery and acceptance. If the editor has recommended changes, this may delay acceptance. If the changes are controversial, the agent should know about this early on. Some publishers pay this installment only after manuscript has been put through to production.

Writing the Book Checklist:

· Start a filing system

· Mark your pay-date on your calendar

· Copy your agent when you email your editor

· Keep in touch with your editor and agent, but be patient when waiting for a reply

· Continue writing unless you have a major and specific issue

3. Production Stages

If the manuscript needs to go to production before it can be approved, the editor should tell you when it goes to the Production Editor (PE), Managing Editor (ME), or Developmental Editor (DE).  You may or may not have direct contact with this editor. If you do, and you find that the editor is making requests or demands that you consider unreasonable, contact your agent before you get in touch with the acquiring editor. Be sure to keep a file of any correspondence with the PE, ME, or DE. 

Editing, Copyediting, Galley Proofs, Index, Later Production Stages (First Pass/Galleys/Cover/Jacket Copy/Catalogue Copy)
Page proofs (the book being typeset) usually happens about 4 weeks after the copyedited manuscript has been returned from the author.  Then, bound galleys are made from the page proofs. Bound galleys are used to garner endorsements and reviews.

At each stage of the process, you should be given a deadline by which the manuscript (galley, etc.) needs to be returned. If not, be sure to ask. If the deadline is unreasonable (less than a week is usually unreasonable), bring it to the attention of your agent before registering any complaint with your editor. 

When to Ask to See Cover and Copy 

Do not wait for the publishers to ask for your opinion on the cover. If you have ideas for the cover, submit them with the manuscript and make a case for them at that time. It might be a good idea to ask the editor when the design team will be working on the cover, so you do not end up asking to see the cover after it has already been approved in-house, and there is no opportunity for change. Optimally, the editor will send the author and the agent the cover at the same time. Email the agent the cover if you see that was not the case.

You can give your honest opinion of the cover and the jacket copy. Keep in mind, however, that the editor probably approved the cover design and jacket copy before you received it, so comments should be professional, not personal. Ex:  “This cover seems likely to attract young readers, and I don’t think they’re the target of this book,” rather than, “I hate this cover.” 

In catalogue and jacket copy, pay close attention to accuracy, particularly in spelling of names and book titles. 

If you have serious issues with cover or copy, discuss them with your agent before digging in your heels with your editor. 

Part II: Publicity and Marketing

4. Coordinating Publicity

Any discussions of publicity before the manuscript is delivered are likely to be very general. Your editor, publisher, or publicist are unlikely tol pay attention to detailed publicity plans until the book is complete. However, it is never too soon to start your own list and begin making contacts. 

Make as many contacts as possible who can help you sell your book when it is published. Keep up with contacts often enough so they remember your name, and build a platform that makes you as credible and well known as possible. But do not start building serious buzz about the book until the book is available. The goal of publicity is for people to hear about the book, say “Hey, where can I get that?” and then buy it, without having to wait many months until it is released. 

An Agent’s Advice to New Authors on Their Relationship with Their Publisher:

You always want to keep your editor as your contact. When you have a publicist assigned to you, or if the art director calls you, then yes, you can be in touch with those people directly. It is still always best to copy your editor and your agent. Most importantly, do not start initiating calls to other people in the publishing house, such as calling up the president to invite her to lunch. It makes a publishing house crazy. 

Authors’ Advice to New Authors on Their Relationship with Their Publisher:

You should make your interactions with other people in the publishing house as pleasant as possible. You want people at every point in the process to care about the project. Be ready to introduce yourself to key players inside your publishing house at the appropriate times. Most acquisitions editors will not go very far out of there way to introduce you to key people. It's great if your editor suggests introductions. Be sure to follow up via e-mail in a timely manner. However, it is not appropriate to take up too much of their time or to offer coffee dates/gifts. Keep your correspondence brief and professional. Be sure that everyone in the house is left with the impression that you are able and willing to help upon request. And when you get a request, follow up quickly.

In general, if you plan to send an email on any topic that could potentially cause bad blood between you and your editor, run it by your agent first. (Complaining about the cover is a good example, but also if you have disagreements about the editing process, if you are wondering where your money is, etc.) Your agent can then tell you if: (a) you should change the tone or language in the email, (b) the topic is a matter better handled by contact from the agent, not the author, (c) the issue is smaller than you think it is, or (d) the email is fine and you should go ahead and send it. In all cases, you will be glad you asked.

Asking for Book Endorsements

As soon as possible, begin to list people who can endorse the book. While the galleys will be sent out by the publisher with a request-for-endorsement letter from the editor, it is unlikely that your editor or agent will add more than a name or two to your list (if that). The endorsement list is primarily your responsibility. Aim for 4-6 endorsements.

Don’t be afraid to try to get endorsements yourself. A request from an author is more personal than one from a publisher. The fact that your book is being published adds credibility to your personal request. (“I’ve been reading your books for ten years, and I’d be honored if you looked at my book before it comes out on (date), with (publishing company).”) Send a letter asking if the potential endorser is willing to read and endorse your book. If they accept, send them a cover letter and the most recent version of your manuscript. Don’t forget to tell them the deadline.

Ideal endorsements are 1-2 sentences long and address the book, the author, the audience, and/or why your book stands apart from others on the subject.

You don’t have to know endorsers personally. An endorser can be a well-known professional colleague, a public figure associated with your topic, or anyone who likely will appeal to some or all of your audience.

Be sure to check with your publisher about whether or not your galley will be in hard copy or e-galley form. It might help if you can offer a choice to potential endorsers, though most publishers lean towards e-galley form.

Author’s Tip: Months ahead of your endorsement process, download the inexpensive e-book, The Endorsement Quest by Gregory A. Kompes, available at http://www.endorsementquest.com/. It’s well worth the $10 investment for the simple strategies you’ll learn. 

5. Marketing Resources
The Internet is a free and fast marketing tool, so make sure to use it to your best advantage. Start with what you’re familiar with, and try to learn how to use other ways to promote your book as well: email, blogs, author’s/book’s website(s), Wikipedia, Amazon, Barnes and Noble, and social networking sites.

Conferences and book signings are an important and personal way of reaching readers. If you attend a conference that your publisher does not, ask for flyers or other not-in-person marketing assistance at least 6 weeks before the conference. Expect that you will have to cover costs and arrange logistical details like when and where you are displaying your book and if you need to rent a table. If you intend to sell your own book at the conference, contact your publisher and set up a reseller account. Otherwise, you can get the bookstore in touch with the publisher and the store can sell the books.

Associations with organizations and institutions are potential marketing resources. These include universities, companies, and local, national, and international non-profit organizations.

Last but not least, don’t underestimate the word of mouth; friends, family, colleagues, and strangers who are impressed when they meet you or your book can help spread the word. If possible, always have at least one copy of your book on hand. You never know when you'll get into a casual conversation with someone who will want to buy it, or even someone important enough to give a copy to. Use your Big Mouth List (people who know a lot of people) when networking.

When to Think About the Next Book

It is never too early to discuss the next possible book with your agent. However, don’t lose focus on the book you’re writing.  Do not mention your next book idea to your editor before developing a strategy with your agent. 
Book/Article Recommendations from Authors

Publicize Your Book! by Jacqueline Deval is a highly credible book about the publicity end of the process, recommended by many different authors. 

Media Training A-Z by T. J. Walker and Jess Todtfeld is a great primer for TV appearances, public speaking, and interview situations. It’s a quick read and funny, and it follows its own advice in getting right to the point.

http://getknownbeforethebookdeal.com/ is Christina Katz’s website about how authors can grow their platforms. She is the author of Writer Mama: How to Raise a Writing Career Alongside Your Kids and Get Known Before the Book Deal: Use Your Personal Strengths to Grow an Author Platform. Her article in the May/June 2009 issue of Writer’s Digest is also extremely helpful.

Idiot's Guide to Getting Published by Sheree Bykofsky and Jennifer Bayse Sander is a useful step-by-step explanation of the publishing process.

6. Online Marketing Tips

Online Bookstores

Amazon/Barnes and Noble: You can get commission from referrals. You can become an associate. You can update/edit your entry.

Literary Social Networking Sites

General:

 Facebook: Create a Profile for yourself as an author, make a Page for your book, start a Group for readers, or schedule book signings as Events. Friend organizations and people you know who either know and support you or who would be interested in your book. You can use the Wall feature to write on your friends’s (or your book’s followers’s) Walls. Once your book is published, add the WeRead application and check out your book’s reviews.

Twitter: Basically a stripped-down version of Facebook. Sign up and follow people and organizations who would be interested in your book and its subject matter. Update your status, which is limited to 140 characters or less, to let readers know if you are doing book signings or events in their areas. Twitter is also a good way to host contests because Tweets are short and fast-paced. 

Myspace: slightly outdated and not as professional, but helpful for reaching younger generations. The same concept as Facebook (you can friend others and write on their Walls), but Myspace pages allow for creative page design.

Literary:

LibraryThing, GoodReads, Shelfari, LivingSocial, and RedRoom are examples of sites where social networking and bibliophiles are joined. At LibraryThing and GoodReads, users rate their books, declare books they intend to read, and interact with friends and other readers to recommend and review books. They are free. GoodReads offers an author program where authors can make a profile to promote their book through Q&A, book giveaways, and forums.

www.booktour.com is a free service that helps you promote local events.

Blogs

· Start your own if you can commit to updating it at least 4 days a week.

· Use http://blogsearch.google.com/ to find blogs relevant to your subject matter and http://technorati.com/ to determine how popular these blogs are. Comment and stay active in these blogs to promote your book.

· Keep in mind many useful blogs are found accidentally.

Miscellaneous/Idea Starters

Email: Personal distribution list
· Holiday card approach: friends/family

· Get friends/family to send updates too

TED conference: Technology, Entertainment, and Design. An invite-only conference that is a think-tank of some of the most important minds collaborating on today’s big themes. To check out what they might be saying on a topic related to your book, go to www.TED.com 

Authors@Google: Google interviews newly published authors and posts the videos through Youtube. This might be another way to promote your book.

Conferences and book signings:

If you attend a conference that your publisher does not, ask for flyers or other not-in-person marketing assistance at least 6 weeks before the conference.

· Expect that you will have to cover costs and arrange logistical details like when and where you are displaying your book and if you need to rent a table.

· If you intend to sell your own book at the conference, contact your publisher and set up a reseller account. Otherwise, you can get the bookstore in touch with the publisher and the store can sell the books.

Associations with organizations/institutions

Advertising (gimmicks):

· Flyers, T-shirts, business cards, giveaways, etc. 

· Consider investing in business cards with your book's cover on one side and your email and/or website on the other side. Five thousand business cards cost about $100. (One source is Xumba.com, a Miami company that charges $77 for 5,000 cards.)

· Bookmarks

Word of mouth: friends, family, colleagues, strangers:

· If possible, always have at least one copy of your book on hand. You never know when you'll get into a casual conversation with someone who will want to buy it, or even someone important enough to give a copy to.

· Big Mouth List (people who know a lot of people)

Mailings

· Postcards 

· Personal postage stamps (personalize postage stamps made with your book cover) (potential, but unendorsed sources include: www.Stamps.com, www.zazzle.com ) 
Online Publicity Sources:
http://www.publicityhound.com/
http://www.bookpromotiontools.com/101tips/tips01.htm[image: image1.png]
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