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This may be a section that you skip and only come back to when needed.

However, if you are new to writing and publishing, then you might be confused by some “insider” terms and abbreviations being used throughout this book as well as by the author community.

This is not an authoritative list by any stretch of the imagination; but I wanted to provide at least a basic high-level list of some terms and abbreviations that are used so you aren’t left in the dark wondering what they mean or refer to. While I’ve done my best to explain these terms as I introduce them throughout the book, for your convenience, they appear here.

Please note that this glossary may include a few terms not actually used in this book, but which are used in other books for writers and within the writing and publishing communities.

The glossary will list a word or abbreviation (in alphabetical order), what it means or stands for (where applicable), then a brief “definition.”
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ACX (Audiobook Creation Exchange)

Owned and operated by Audible Inc., an Amazon company that connects authors and narrators. Titles produced through ACX are made available for sale on Audible.com, Amazon.com and iTunes.
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Advance (Advance payment for a book)

Money a publisher pays in advance on a book. Once the advance is "earned out" (where the royalties earned surpasses the money provided to the author up front) the author then receives royalties for sales. For example, if an advance was $1000, and the royalties on a $25 book were 8% ($2.00/unit sold), the advance would "earn out" once 500 copies of the book are sold.
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Alpha Reader (Early reader for a book)

An early reader of a book prior to publication, usually a non-professional, who provides feedback to the author.
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AMS (Amazon Ads / Amazon Marketing Services)

The program is now known as Amazon Advertising, but it used to be Amazon Marketing Service. The name keeps changing, but many authors continue to refer to Amazon Ads as AMS or AMS Ads.
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ARC (Advance Reader Copy)

An advance edition of a book that is sent to reviewers, bookstores, and librarians. This is, within traditional publishing, often done in print trade paperback format, and usually with marketing copy on the back cover specifically geared towards the bookstore/library/trade journal reviewer market. ARCs can be digital. They often are considered “unedited” or “early” proof copies and might be referred to as an “unedited proof.” 
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ASIN (Amazon Stock Inventory Number)

A 10-character alphanumeric unique identifier assigned to every product by Amazon for every product it sells. Amazon values this identifier over the book industry standard ISBN and will assign a book an ASIN even if it has an ISBN.
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Author Newsletter (Also referred to as a mailing list or author mailing list)

One of the most powerful marketing and engagement tools an author can have, where readers sign up to stay in touch with an author’s life, work, new releases, and price promotions. It allows authors to engage directly and share with their readers, rather than relying on retailers and other industry gatekeepers.
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B&N (Barnes & Noble)

An American bookseller that operates the largest number of retail outlets in the United States. Their eBook platform is called Nook, which is also the name of their eReader device.
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B2R (Books2Read)

A free service owned and run by Draft2Digital that authors can use to create universal book links (UBLs). These UBLs offer a single URL that contains inclusive links to all the major retailer and some library markets. It also employs geo-targeting to send people who click on a retail link to be brought to their local territory’s version of a website.
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BB (BookBub)

A free book discovery web and email service for readers to help them find new books and authors. The company features free and discounted eBooks selected by its editorial team. Publishers and authors can apply to be considered for feature spots they pay for. BookBub also offers a paid advertising program called BookBub Ads.
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BBFD (BookBub Feature Deal)

The inclusion of a title in one of BookBub’s targeted email blasts to readers, filtered by genre and retail platform. Getting accepted for a BookBub feature deal after applying for one is a much-coveted marketing tactic for authors and publishers, as they typically earn back the money invested and more in paying for that placement.
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Beta Reader (Beta reader for a book)

An early reader of a book prior to publication, usually a non-professional, who provides feedback to the author. A beta reader often sees a book “later” in the publication process than an alpha reader, and often after a book may have been modified based on suggestions from alpha readers.
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Big Five (The) (The Big Five Trade Publishers)

A term often used to describe the major traditional/trade publishers like Penguin Random House, Harper Collins, Hachette, etc. When I started in the book industry, they were somewhere in the realm of the Big Twelve or the Big Ten. They were the Big Six for many years before Random House and Penguin merged a few years back. Because of mergers, they might soon be the "Big Four."

(In the indie author community, some might also refer to “The Big Five” as the main eBook retail platforms: Apple Books, Google Play, Kindle, Kobo, and Nook.)
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BISAC (Book Industry Standards and Communications)

Often used as a short term to denote BISAC Subject Codes, which are subject category codes for books from the BISG (Book Industry Study Group) used to denote one or more of the approximately 3500 possible subject categories for a book. Publishers communicate these codes to booksellers and libraries to denote what section of the store they should be placed into. Most stores have their own map from BISAC to an internal subject classification.
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BISG (Book Industry Study Group)

A US trade association for policy, technical standards, and research related to books and book-related products. The goal of BISG is to simplify logistics for publishers, manufacturers, suppliers, wholesalers, retailers, librarians, and others involved in publishing book industry products for print and digital media.
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Chapbook (A book format)

Originally used to denote a small publication of about 40 pages in length. Chapbooks were commonly used for poetry and usually are done to a specific theme. In early modern Europe it was a type of printed street literature, often saddle stitched and in limited print runs. In more recent times the term "chapbook" is also used to denote short, inexpensive mini-books or booklets.
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Blurb (As in “back cover blurb copy”)

Descriptive commentary that appears on a book’s item page online and, for print books, on the dust jacket flaps or the rear of the book cover or jacket. A blurb often contains a mixture of plot synopsis and promotional pitch, and successful blurbs are usually ones that act as a promotional bit of “sales copy” to inspire the ideal reader to purchase the book.

(As in review excerpt or recommended praise quote)

This term is often used to describe a short line of text, often a single line, that appears on the front cover, or perhaps back cover above or below the book’s main descriptive copy, to denote praise for the work; often as an excerpt from a review, or a well-respected author in a similar or complimentary genre. The goal is to assure potential readers that the book in question is worthy of their time and money. 
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Box set (Known as a boxset or boxed set)

A set of physical items (books, CDs, DVDs, etc.) traditionally packaged in a box and offered for sale as a single unit. (Within the indie author community authors often say “box set” (or “boxset”) without adding the term “digital” to denote a “digital box set”—which, technically, is more like an “omnibus” (see that definition below)
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CTA (Call to Action)

A marketing term for any design to prompt an immediate response or encourage an immediate sale. Authors often include at least one CTA at the end of their book which may include a link to another book, the next book in that series, or an author newsletter sign-up.
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CTR (Click Thru Rate)

A measure for the success of user engagement, typically in advertising campaigns. A CTR represents the ratio of users who click on a specific link to the number of total users who view a page, email, or advertisement.
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D2D (Draft2Digital)

A US company that offers free eBook and Print conversion tools and distribution options for retailers and libraries.
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ENT (eReader News Today)

A daily newsletter that delivers highly rated free and bargain eBooks. ENT, which launched in 2010 is the longest running daily eBook newsletter in the industry.
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ePub (eBook file)

Derived from the .epub file extension used for eBooks. This format is an international standard eBook format as created/defined by the International Digital Publishing Forum (IDPF). 
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Erotica (Also “erotic fiction” and “erotic literature”)

Erotica is writing with a strong focus on sex or sexual themes, sexual feelings, and actions, with the intention of arousing those same feelings in readers. There are multiple degrees of erotica appearing through much romance fiction. In the “deep end” of that fictional pool one finds more pornographic writing with less focus on character, plot, and dialogue, than on reader titillation. Because of the vast degree (or shades) of erotic literature, and because reader tolerance varies dramatically, there are some retailers and libraries that might automatically choose to filter out certain styles or types of erotica, particularly the ones more focused on titillation. There is a significant double-standard where a trade published title like Fifty Shades of Gray is featured prominently, whereas indie publishing books of the same, or even better caliber and quality, are shunted to the “back aisle” or even ignored.
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FFIS (First Free in Series)

Denotes the first book in a linked series that is made free to create a large funnel of new potential readers/fans.
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Funnel (A funnel of readers, or a reader funnel)

Derived from the concept of a “marketing funnel” an author’s funnel is a consumer-centric marketing model that illustrates the theoretical customer journey toward the sampling or purchase of a good or service to other relevant content. (IE, a first book in a series for 99 cents or free that drives a large volume of new readers). The understanding is that this large group will self-select to a progressively smaller number of readers more keenly in-tune with that author’s specific brand or content, and continue to buy more, adding increasing value back to the investment of bringing them to that first product.
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Hybrid (Hybrid Author)

An author who is both indie/self-published and traditionally published. I have heard some authors, typically those with a very Amazon-centric POV, suggesting that "hybrid" publishing is when an author publishes some eBooks exclusive to Kindle, and others wide. I'm not a fan of the bastardized use of the term in that way, because it's a limiting perspective that doesn't take the larger "hybrid author" model into account.
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Imprint (Publishing/Publisher Imprint)

An imprint of a publisher is a trade name under which it publishes books. Imprints are often used to denote a specific brand to a unique customer demographic. A single publisher or publishing company may have multiple imprints, often using the different names as ways of spotlighting or identifying those brands. Indie authors can define their own unique publishing imprints similarly.
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Indie (“Indie author,” “indie publisher” or “to indie publish”)

A term/phrase that has been adopted by self-published authors to denote a level of professionalism and independence. They are independent spirits taking control of their self-publishing. "Indie publishing" is often used inter-changeable with self-publishing. I tend to use them both and use the term self-publishing quite regularly through this book because the phrase "indie-publishing" might still be confusing or relatively new to beginning authors. Within traditional bookselling the term “indie” is often applied to smaller trade publishers that are not owned by one of the “Big Five” as well as independent bookstores (ie, not part of a national or international chain).
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Ingram (Ingram Content Group)

An American-based subsidiary of Ingram Industries based in La Vergne, Tennessee that offers services to the book publishing industry. The company has the industry's largest active book inventory with access to 7.5 million titles. The markets they serve include booksellers, librarians, educators, and specialty retailers. Ingram offers warehousing services, print-on-demand publishing solutions, and more to publishers and indie authors. The most well-known of Ingram’s services to digital publishing are IngramSpark and LightningSource.
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IngramSpark (An Indie-Publishing Solution for POD)

A user-friendly front-end service launched in 2013 and operated by Lightning Source to cater for the needs of independent publishers and authors via similar tools enjoyed big house publishers but built specifically for independent or smaller publishers. 
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IP (Intellectual Property)

A term used to refer to intangible creations of the mind and human intellect. This can include inventions as well as literary and artistic works or designs. The most well-known types of IP are copyright, patents, and trademarks. Authors’ rights and copyright are a fundamental component of IP for writers, but a writer’s creative expression can be leveraged well beyond the written word and book format.
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IRC (International Reply Coupon)

Often used for international SASEs (see SASE below) commonly used in traditional trade publishing manuscript submissions. An IRC is coupon that can be exchanged for one or more postage stamps representing the minimum postage for an unregistered priority airmail letter of up to twenty grams sent to another Universal Postal Union (UPU) member country. IRCs are accepted by all UPU member countries. This allows a person to send someone in another country a letter, along with the cost of postage for a reply. If the addressee is within the same country, there is no need for an IRC because a self-addressed stamped envelope (SASE) or return postcard will suffice; but if the addressee is in another country an IRC removes the necessity of acquiring foreign postage or sending appropriate currency.
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ISBN (International Standard Book Number)

A 13-digit book identifier which is intended to uniquely identify a book and the originating publisher. An ISBN is assigned to each separate edition and variation of a book (for example, Hardcover, Trade Paperback, eBook, Audiobook, etc.).
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KDP (Kindle Direct Publishing)

Amazon's direct publishing platform for eBooks and Print (POD).
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KDP Select (Kindle Direct Publishing Select)

An optional exclusivity program that authors can choose to be a part of when publishing directly to Amazon Kindle via KDP. KDP Select terms run 90 days and auto-renew unless an author de-selects the pre-filled auto-renew button. Being in this program allows for some additional marketing features like making a book free for up to 5 days, Kindle Countdown deals, and having books listed in Kindle Unlimited (KU).
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KENP (Kindle Edition Normalized Pages)

A metric that is applicable to authors with eBooks in Kindle Unlimited (exclusive to Amazon). It measures how many pages of your book have been read by readers who have accessed it through their Kindle Unlimited Subscription.
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Kill-fee (Often used in publishing contracts)

A pre-agreed amount of money a publisher agrees to pay a freelance writer if they decide not to publish their work, or work in progress.
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Kobo (Rakuten Kobo, Inc.)

A Canadian-based digital book retailer owned by Japanese electronic commerce company Rakuten, Inc.

––––––––
[image: ]


KU (Kindle Unlimited)

An Amazon eBook reading service that allows customers to read as much as they want from over 2 million titles. It allows readers to explore new authors, books, and genres for what they perceive as “no cost” despite them having to pay a subscription fee for this access. Indie authors often use this to refer to the side effect of being in Kindle Direct Publishing's "Select" option which locks them into 90 days of exclusivity.
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KWL (Kobo Writing Life)

Kobo's direct publishing platform for eBooks and Audiobooks.
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Lightning Source (Also known as Lightning Print on Demand)

A suite of publishing services from Ingram designed for trade publishers that include print-on-demand, wholesale solutions, drop-ship, short-run printing, traditional offset printing, and full global distribution. An easier-to-use and separate platform meant for indie authors, is called Ingram Spark.
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Metadata

Metadata is data that describes other data. In publishing, metadata refers to any data that describes your book. These fields include title, subtitle, publication date, ISBN, keywords, price, and any other relevant information that readers might use to find your book.
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MM (Mass market or mass market paperback)

A format of print paperback mass printed in large quantities for massive audiences at a highly economic price. Mass market paperbacks are usually smaller in size, (usually 4 inches wide by 7 inches tall), and the text is printed in a smaller font and on less expensive paper. These smaller sized books are often called pocket books, as they can usually fit easily into a purse or a pocket.
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Mobi (Often thought of as an Amazon eBook)

Derived from .mobi, the file extension for "mobipocket" format for eBooks that was purchased and used by Amazon Kindle. The fundamental difference between ePub and Mobi formats is that ePub is widely supported across all platforms while Mobi is predominantly a Kindle format. In early 2021, Amazon shared that they would be deprecating the use of this format in multiple ways. 
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More Active Romance (Also sometimes referred to as “active romance”)

A cheeky term, first coined by Kobo CEO Michael Tamblyn during a 2013 book industry presentation, to denote erotic fiction in polite company. He was referring to top-selling genres, and listed off Romance, and then, separately “More Active Romance—AKA, erotica.”
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NaNoWriMo (National Novel Writing Month)

An annual event where volunteer participants sign up to commit to write the first draft of a 50,000-word book in the month of November.
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OverDrive (OverDrive, Inc.)

An American digital distributor of eBooks, audiobooks, magazines and streaming video titles providing fulfillment services for publishers to libraries and schools.
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PB (Paperback - also known as soft cover or softback)

A generic term to denote a particular type of binding, characterized by a thick paper or paperboard cover, and often held together with glue rather than stitches or staples. Paperback might refer to a mass-market or a trade paperback edition.
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Perma 99 (Permanent 99 cent book)

A term coined by indie authors to denote a book that is permanently priced at 0.99 across all retailers. This price point is often used to create a large funnel of potential readers.
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Perma Free (Permanently free)

A term coined by indie authors to denote a book that is permanently priced at 0.00 across all retailers (Note that Amazon KDP never allows this in a permanent way and so authors often have to rely on their whim of when and in which territories they price match to free). This price point is often used to create a large funnel of potential readers.
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PNR (Paranormal Romance)

An acronym used for paranormal romance focusing on romantic love and including elements beyond the range of scientific explanation. PNR titles can blend together themes from across the speculative fiction genres of fantasy, science fiction, and horror.
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POD (Print on Demand)

An order fulfillment method where items (most often books, where authors are concerned) are printed as soon as an order is made, often, and without order minimums. Most indie authors use this method of printing for both author copies and distribution to online retailers and the book market through large wholesalers such as Ingram.
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POV (Point of view)

The narrative eye or perspective through which a story is written. The three main types of POV are: First-Person (told through an openly self-referential and participating narrator), Second-Person (where the reader is made a character), Third-Person (where the narrator is not identified and provides the viewpoint of all characters with third person pronouns like he, she, or they, and never first- or second-person pronouns). There are additional considerations such as omniscient, limited, subjective, and alternating perspectives.
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Reader magnet

A piece of writing that an author gives away for free in exchange for something such as readers signing up for their author mailing list. The reader magnet is typically relevant to an author’s published works and can be exclusively available only for those who sign up.
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RPG (Role-playing Game)

A narrative style game in which players act out the roles of characters. This includes games like Dungeons & Dragons, Magic: The Gathering and thousands of others. You might see the term LitRPG which is short for a literary genre combining the conventions of desktop or digital RPGs with science-fiction and fantasy novels where the players are aware they are in such a game. A few popular recent examples of this would be Ernest Cline’s novel Ready Player One and Chris Van Allsburg’s Jumanji.
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SASE (Self-Addressed Stamped Envelope)

An envelope with the sender's name and address on it, plus affixed paid postage, that is mailed to a person or company to facilitate quick and “free” return postage. Commonly used in traditional publishing submissions of short stories and book-length manuscripts.
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Self-publishing

This is an all-encompassing and generic term meant to denote authors that take control of their publishing, by either publishing directly, through a third-party distributor, or even authors that employ publishing service providers and vanity presses. The term indie publishing is often used by authors who recognize this control and the logistical operation as a professional entrepreneurial business pursuit.
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Slush pile

A set of unsolicited query letters or manuscripts either directly sent to a publisher or agent by an author. Most larger publishing houses and agents do not accept unsolicited manuscripts and slush piles are usually looked down upon and disregarded as the work of aspiring writers of all levels of skill and talent. The responsibility of sifting through slush piles to find works of potential merit and review, is usually reserved either to editor assistants, or interns often called first readers. 

TP (Trade Paperback)

A specific format of paperback generically used to indicate any paperback book that is larger in size than a mass-market paperback. The term derives from the standard practice within trade publishing of issuing a version of a hardback book in a less expensive form. Trade paperbacks are issued in the same size and format as a hardcover edition of the same book. Unlike the smaller and less expensive mass-market paperback, trade paperbacks often are identical to a hardback book, even having the same page numbers and same higher paper quality than mass market editions.
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UBL (Universal Book Link)

A web link usually created via a service such as Books2Read that acts as a single share website landing page that is inclusive of multiple platforms, retailers, libraries, often with built-in automated geo-targeting.
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Vanity Publishing (Vanity press, Vanity publisher, subsidy publisher)

A vanity publisher is a publishing house in which authors pay to have their books published, instead of the publisher paying the author. In this model, the author assumes all the risk. Many vanity publishers masquerade as “real publishers” and trick unsuspecting authors into thinking they are getting great value and will be served like a publisher. But these outfits make the majority of their revenue selling services to authors rather than selling books. Before working with any publisher or self-publishing service provider, authors should check resources from Writer Beware and the Alliance of Independent Authors.
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WFH (Working from Home)

Telecommuting, also called remote working, teleworking, working from home is a work arrangement in which employees do not commute or travel to a central place of work. This is a common desired experience for writers. Though some writers do find “commuting” to a local coffee shop or library allows for the “transition to work” experience to help them and the people in their lives to take their profession of writing seriously.
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Wide (A publishing strategy “publishing wide” or “publish wide”)

In indie author circles, the concept of making one's books (often used to mean eBooks) available on many platforms rather than exclusively to Amazon Kindle. As you’ll see, my personal definition of wide goes far beyond that dichotomous perspective. Oh, and there’s a hell of a lot more about wide publishing explained repeatedly throughout this book. But I suppose that’s why you’re reading it.
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WIP (Work in Progress)

For writers, a WIP, or W.I.P is a term used to refer to the current project being written, or in the process of being edited, as opposed to completed and/or published works.
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YA (Young Adult)

A category of fiction spanning many genres and written for readers aged 12 to 18. The subject matter and of YA novels typically correlate with the age and experience of the protagonist. While targeted to adolescents, as many as half of all YA readers are adults.
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ZON

(Also referred to as “The ‘Zon”)

A cheeky reference authors sometimes use when referring to Amazon, the world’s largest online bookstore. I coined the term “world’s largest river” many years ago in a tongue-in-cheek “they who shall not be named” during a presentation for Kobo.
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I remember the first time I came across Mark Leslie Lefebvre. I had just decided to go wide as an author, because although I didn’t know another soul who was wide, I knew I couldn’t be KU exclusive any longer. It was grating on my soul to be in KU, and sure, everyone who was making the big bucks scoffed at the very idea of going wide—only a true idiot would give up the kind of money KU authors were making—but I had reached my limits. 

I was doing this.

Being both someone who is terribly impetuous, and someone obsessed with learning absolutely everything I can about [next new crazy project], I immediately threw myself into inhaling anything I could find on the topic of being wide. I’m not sure I could’ve even named the Big 5 storefronts when I decided to go wide (Apple Books, Barnes & Noble, GooglePlay, Kobo, and Amazon, in case you’re not sure either), which should give you an idea of how much of a neophyte I was at this stage of the game. 

“Clueless” is an understatement.

I found Mark right out of the gate, and hallelujah for that! At the time, he was working for Kobo, and was doing Kobo Writing Life podcasts (which I devoured), along with being filmed at conferences and such doing presentations (which I also devoured). I learned to price lower for the Indian market. I learned it was important to have prices “look right,” so I should do research on what was considered a “good price” for an international market. I learned I should never let the currency converter just spit out a random number (7.42) and then blindly use it.

I hoovered it all up. I was stalking the man, and he didn’t even know I existed.

And then...he announced he was stepping down from Kobo. My jaw hit the floor. We had yet to even exchange a Facebook message, but still, it rocked my world. 

But...but...it’s Mark from Kobo! He can’t not be from Kobo! Kobo will collapse! And die! And melt into a puddle of nothingness without him!

(I have absolutely no idea why my mother says I’m her dramatic child. I can’t begin to see why she’d think that...)

Somehow, Kobo did survive without him (a miracle, in my not-so-humble opinion), and along the way, the two of us actually met—in the virtual sense, of course. (In other words, he finally became aware of my existence).

Let’s be frank for a minute here:

I’m just another wide indie romance author. It’s not like I’m hitting the USA Today list with every new release, or am winning prestigious awards from the RWA. I wasn’t (still am not) setting the world on fire, but I was doing something that—it turns out—was actually quite important:

Paying my bills from my writing. From my wide, indie author writing. 

Not by scamming the system or stuffing books full of gibberish and hiring companies to have bots read them. Not by dumping cartloads of money into advertisements on Facebook or Amazon. I was just releasing my books, and then writing more books, and occasionally getting a BookBub, and was focused on being a completely wide author—not just in name, but in action, too—and this set me apart.

By this point, I’d met quite a few authors and was doing multi-author box sets and cross promotions. I was also teaching as I went along—because of course I was—and I started to hear it again and again:

I should start a Facebook group for wide authors. 

I should write a book on how to go wide. 

Rather than helping authors one. at. a. time, teaching and re-teaching the basics via a method that is completely unscalable, I should start a group and teach everyone at the same time. I should write a how-to and help loads of people. I should build a group that was a safe haven—the only corner of the internet where positive KU talk wouldn't be allowed. Somehow, such a thing didn’t already exist, and the cosmos had nominated me to be the one to put it together.

So naturally, I turned to one of my closest writing besties, Suzie O’Connell, and roped her into this project, because of course I did. I was insane enough to think that I could start a Facebook group for wide authors. I wasn’t stupid enough to think that I should do it by myself.

Even insanity has limits, it turns out.

It was just going to be a small group of my author friends who I’d help and who’d help me, and it’d never get any larger than, like, a hundred people, at most. But I also decided from the get-go that I’d invite some people into the group who I knew would contribute handsomely to it—people who loved to teach as much as I did.

People like Mark. 

By this point, he’d started working for Draft2Digital, but I knew he’d be good at giving advice that wasn’t heavily weighted in one direction or another. One of the things you could count on with Mark was that he’d give you advice that was best for you, not best for him or the company he was working at. Although we’d only had scattered interactions at that point, I already knew this was a fundamental part of his personality.

So, in March of 2019, I started a Facebook group called Wide for the Win and immediately dove into writing a book with the same name. I was just going to whip this book out and then get right back to writing romance, having done right by the author world by sharing my knowledge with it.

You might’ve guessed by the name on the cover that I did not, in fact, write the book Wide for the Win. (I knew you looked like a smart cookie!) I floundered around, starting and stopping and going and halting and reworking and redoing and then throwing it out and starting again...

It was not pretty. I was not “whipping this book out” and then moving on with my life.

At some point, I started avoiding the group altogether. I couldn’t bear to “look ‘em in the eye” and admit to my fellow Widelings that I was an abject failure. Whenever I did step foot into the group, someone would excitedly ask me, How is it coming along? So excited! Can’t wait!

gulp

In May of 2020, I finally gave up. I surrendered. I threw my hands up and said, “This book isn’t going to be written. I’m a failure, and I’m sorry.” People reached out to me and were kind about their reaction—they understood. They got it. No one was sticking pins into voodoo dolls (or at least weren’t mean enough to tell me that they were doing it). I’d failed, but I’d also found that the Wide community was filled to the brim with wondrous, kind-hearted souls who forgave those of us who were apparently incapable of writing nonfiction books.

About a week or so later, I got a message from Mark. He was just wondering...he had this idea...

What if he wrote Wide for the Win? He’d already written Killing it on Kobo, and obviously, the alliteration of Wide for the Win was too good to pass up. No worries if I didn’t want to let him take it over—he simply wanted to float a trial balloon. See what I said. Run the idea past me. No stress. I probably didn’t even want him to do it, and that was fine, of course.

In case you somehow missed it, Mark is the most Canadian Mark on the planet, and being overly kind and gracious at all times is a part of his DNA. Here he was, offering me the Greatest Gift of All Time, and pooh-poohing it in the same breath. 

I do believe (and this is true), I let out a whoop when I read his message. I’d always said, from the day I started working on Wide for the Win, that I wished someone else would write it so I could see what they said and learn from them. I’d had no delusions that I was somehow the fount of all wide knowledge. I just figured I was the only one dumb enough to take this task on. 

Turns out (and this is also true), I’d found an even bigger sucker than me. Woot, woot! 

Between Mark’s experience as an author himself, working for bookstores, running professional publishing organizations, starting up and running Kobo Writing Life, and now being Grand Master Liaison for D2D (my description, not his), Mark is better suited in every way to write this book than I am. 

I am thoroughly pleased that I took the chance and started the Facebook group, Wide for the Win (dragging my writing bestie along for the ride), and even more pleased that it’s grown so much (5600+ members as of the writing of this intro), and somehow even more pleased than that, that Mark has written this book in your hands instead of me.

And now, I’m going to shut up so you can actually read something useful. 

May you learn how to grow and expand your Wide mindset, and someday be able to say, “I too am a Wideling.”

Come join the light side. ;-)

Erin Wright

February, 2021
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Introduction: Prefatory Disclaimers, A Note on Biases, and How to Use this Book


What is Wide?
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Let’s talk WIDE.

Yeah, I know. That’s why you’re here.

But I’m talking specifically of my use of the term “wide” in all caps. WIDE. Like that. I have done it on purpose, multiple times, in fact, throughout this book. 

I did it very specifically. And trust me, it provided fruit for animated discussion with my editors and early readers.

It even started off, in an earlier draft of this book, with my use of the term “wide” with a capital letter. As if it were a proper noun. But WIDE is much more than just a proper noun, at least in my book. It’s perhaps a proper verb. Because WIDE is an action, isn’t it? A philosophy. A way of publishing.

A proper verb is when you convert a noun into an action. It’s considered conversion or verbification. When, for example, someone says they want to Xerox® something when referring to making photocopies, or to Hoover® a carpet with a vacuum cleaner.

Despite trying—and trust me, I did try—I wasn’t really able to construct any meaningful sentences applying the word “wide” as a verb. They all came out more like adverbs. Perhaps you’ll have better luck.

At least Erin Wright was successful in defining a person who adapts a “publishing wide” ethic into their author business as a Wideling.

But let’s get back to the word itself, in its existing and known forms.

As an adjective, the word means having a larger or greater distance from side to side than expected, or a more than average width. Such as “a wide road” or “a wide hallway.” It can also mean the inclusion of a great variety of things such as “a wide range of options.”

As an adverb the word can denote the full extent of something, as in the phrase “her eyes opened wide.” It can also refer to something far from a particular point or mark. “The shot went wide, completely missing the goal.”

Other definitions of the word involve having a great extent or extending over a vast area.

You get the point.

Plenty of those things are in play when we consider “wide” or even “Wide” or, in the case of the context of this book, “WIDE.”

I want to call attention to the word as something big, something larger, something that is its own thing, and not just as the opposite of being exclusive to Amazon Kindle.

Thus, I purposefully use the term WIDE repeatedly throughout this book.
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No, Seriously. Get to the Bloody Point: What is Wide?
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In the general sense of the word for most authors, the term “wide” refers to publishing an eBook beyond Amazon Kindle.

But as you’ll see demonstrated through the pages of this book, that’s a rather narrow view of the word. Because it merely refers to a single decision. A simple and rudimentary “either/or” that’s pretty limited in scope.

It takes a viewpoint that there’s Amazon, and then there’s the rest.

That “entire rest” is much larger, much more significant, much wider than that overly simplistic viewpoint lets on.

Because WIDE is not a single decision. It’s an over-arching set of decisions, choices. It’s something that is infused into the very core of an author’s journey.

To me WIDE is a purposeful set of decisions, actions, mindsets, and behaviors that an author makes and takes in writing and publishing. It is an approach that considers the long-term, considers all options, and considers numerous approaches to cultivating an author career. It is a philosophy, an approach, a way of life for a writer.

And, as you’ll see shortly, it’s far greater than just looking at it being Amazon versus everyone else. Because if you only see it as that, you, my friend, are limiting your options. You are, in other words, only seeing a narrow choice rather than a much wider set of options.

Or, perhaps, a much WIDER set of options.
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Disclaimers
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This entire book is tainted with my own biases, perspectives, and viewpoints. That should be obvious, but I wanted to call attention to it. We’ll get into that shortly.

Although the term “wide” is often one used by indie authors, and I suspect that most readers will be approaching from that perspective, I tried to ensure that almost any writer, regardless of where they are on their author journey, can learn from it. To that end, I purposely tried to make it useful for indie authors and traditionally published authors alike, as you’ll likely see in later chapters.

I’ll often use the terms “self-publishing” and “indie-publishing” interchangeably. Within the self-publishing sphere, many authors take offense to the former term, and have adapted “indie-publishing” as a more accurate description of what they are engaging in. And it’s true, because, in successful self-publishing, the only self is perhaps “self-directed.” Successful self-published authors might be in control of where and how they publish (that’s the “self” part), but they hire and work with others collaboratively. Folks like editors, cover designers, marketing professionals, etc. So, if you are engaged in the more self-directed type of publishing, please don’t take offence. I’m using the term “self-publishing” as a way for authors who are new to this space to understand the difference between authors who control their own publishing, and traditionally published authors who sell or license their work to another publisher.

While we’re on that topic, I should remind you that a real publisher, a proper publisher, never charges you for your work. So, if you are paying a third party to publish your work, or for a package that includes things like cover design, formatting, editing, and distribution you’re using a vanity publisher. Their imprint might be on the spine of the book, but they’re not a publisher, or at least, not a real publisher. A real publisher is one where the money flows only one way—from the publisher to the author.

I also want to be very clear that this book isn’t meant to be a prescriptive step by step for how you can find success in publishing wide. It’s meant to help you open your eyes, your mind, and your heart to things that I think will be useful in assisting you on your own path.

This is something that’ll be repeated throughout the book; your path, your journey, your preferences, your biases, your perspective are very important considerations. I’m going to share and say things you don’t agree with. I’m going to advise things that you might have tried and that haven’t worked for you. That’s okay. There is no one path. There is no one journey. Even within your own unique and specific writer journey, there will be variances. Something you try for one book or series will work effectively on one retail platform, but flops miserably on another. It will always be that way.

Similarly, you won’t put this book down and suddenly be equipped with all the knowledge to dominate and crush it on all the retail, subscription, and library platforms. I hope that you will walk away empowered with some insights, perspectives, and understandings to help you cultivate and curate your own unique and individualized approach to being a successful WIDE author.

I’m not a six-figure-plus author. Nor do I pretend to be. I’m not going to share a “this is what I did and therefore you can do it too” approach. You’re too smart to believe that just mimicking what another successful author does is a pathway to success. But, if you do believe that all you have to do is follow some magic step by step plan, or you believe that because I’m not an uber-rich self-publishing success story, you have nothing to learn from me, please stop reading and just put this book down. I will not be able to help you. I’d even argue that nobody is going to be able to help you. Because, as my friend James A. Owen says in his book Drawing out the Dragons, “If you really want to do something, no one can stop you. But if you really don’t want to do something, no one can help you.”
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A Note on Biases
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All authors bring their own bias to a book they write. Just like all readers, in turn, bring their own bias. These biases are based on personal experience, upbringing, and the circles one engages in.

I want to briefly share a few biases of mine here so you could apply the proverbial grain of salt to my advice, suggestions, and perspective. I’m sure that many of them will become apparent, but why not start off ensuring you know where I’m coming from.

Traditional Publishing is not a dirty word to me.

I started writing in my early teens and started submitting my writing to different markets for short stories when I was fifteen years old. This was in the pre-computer days of typewriters and large manilla envelopes and SASEs (self-addressed stamped envelopes). Self-Publishing existed, but not in the way it does today.

My books have been both self-published and traditionally published and I continue to be open to both, depending on the specific book or project. My bias is that you should also be open. Because, as we’ll see, that’s part of my larger definition of what it means to be truly WIDE.

In addition, while we’re on the topic, I will occasionally use the term “publisher” and “author” interchangeably. For example, if I talk about how a retailer interacts with publishers, I’m using the term inclusive to denote traditional publishers, indie-authors who are self-publishing direct, and third-party distributors who provide indie-author titles to the retailer.

I spent six years working for Rakuten, Kobo Inc. in Toronto, Ontario. I was hired to come up with a solution for self-published authors. While there, I worked with an amazing team that developed and launched the platform Kobo Writing Life.

By the time I left Kobo in late 2017, Kobo Writing Life accounted for one in every four English language sales on Kobo. Since it was regularly the number one selling source of books in English language territories on Kobo, I suppose you could call that a success.

My preferred and default reading device/platform for eBooks is on Kobo.

I’m sharing this so that you are aware of my pretty blatant bias towards having a soft spot for this company and platform.

Draft2Digital (D2D) is a distribution platform operating out of Oklahoma City, OK in the United States. Since October 2018 I have been working part-time for D2D as Director of Business Development. Prior to that, even when I was working at Kobo and running their self-publishing platform, I was using D2D for distribution to Apple and Nook and other platforms. And even back then I was using their free Microsoft Word to ePub conversion tool. (Because it was quite a bit better than the built-in one Kobo Writing Life uses).

So, while I have attempted to be transparent and open to all perspectives in relation to distribution options, you should be aware of where those biases exist.

Another area where I will probably display a strong bias is in my discussion of Independent Bookstores. I have managed indie bookstore operations, have plenty of friends who own and run their own bookstores, and spent a few years on the board of directors and as President of the Canadian Booksellers Association.

When Vice-President and President of the bookseller’s association in Canada, I went on national radio and television in several full on assaults against Amazon, their cut-throat business practices, the bottomless pockets of funding they had to send an endless barrage of lobbyists and high-paid corporate lawyers to Parliament Hill, all tactics that were putting independent bookstores at risk of closure.

So, yeah, I’m going to come across as someone with a hearty and strong bias toward independent bookshops.

Canadian Content is something I won’t be able to avoid. I was born in Canada. I live in Canada. I think Canada is the greatest nation in the world. You’ll see all kinds of references to my perspective as a Canadian.

You’re likely to catch references to hockey, and poutine, and Rush and The Tragically Hip; to Prime Minsters instead of Presidents, and to provinces and territories instead of states, and to Commonwealth concerns, and to an admiration for the British Monarchy.

I can’t help it. I was born this way. (Speaking of which, did you know that Lady Gaga, AKA Stefani Joanne Angelina Germanotta, has French-Canadian roots?) See, there I go, finding Canada in things.

In an oh-so-Canadian way, I’ll apologize for those things right now. I might even apologize along the way too. Because, you know, Canadian.

	[image: ]
	 	[image: ]


[image: ]

I Don’t Hate Amazon
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Given my past (and even my present), struggling against the monopolistic Amazon overlords, you might think that I hate Amazon or have an anti-Amazon approach.

I want to assure you that I’m not anti-Amazon.

But I am anti-exclusivity.

Like many authors out there, I’m able to make a decent income from the tools that Amazon makes available. I want authors to be successful on Amazon. But I want them to be successful on all platforms, or, at least on many platforms, if not all of them.

So, where, at times, it might seem like I’m being anti-Amazon, just remember, I’m not anti-Amazon, I’m pro-WIDE.

Because I’m often critical of some things that Amazon does, like forcing authors to choose between exclusivity to them versus WIDE publishing, people often assume that I hate Amazon.

I suppose, in the divisive world we have created, one often assumes that standing up for something means you have to hate something else.

It’s that kind of simplistic thinking that leads people to reflexively reply “all lives matter” in response to the desperate reminder that Black lives matter.

Of course all lives matter. That’s a given. But those who take offense to the urgent plea from a demographic of western civilization that continues to suffer from systemic racism are missing the point, the reason why that has to be clearly stated in the first place.

So, because it seems to be the default to think of sides rather than nuances, many people believe that I have a hate on for Amazon.

It’s simply not true.

Sure, I’ve gone head-to-head with Amazon’s lawyers in the Canadian parliament and on national television when I was leading the Canadian Booksellers Association, I have struggled against their cutthroat business practices and bottomless pockets as an independent bookseller, and fought their predatory ways of luring authors over to the “dark side” as an eBook retailer. But I don’t hate them.

I respect the powerhouse company and acknowledge the incredible disruption Amazon had brought.

Reading Brad Stone’s The Everything Store: Jeff Bezos and the Age of Amazon endowed me with a deep-rooted respect for the man behind the company.

Having sat on panels with and interacted with many Amazon employees over the years at different writer conferences around the world, people I respect and admire, I know that there are good people who work at Amazon.

And, as an author, I have, of course, benefited from Amazon, both on my traditionally published books and my self-published titles.

So, no, Virginia, I don’t hate Amazon.

And no, I don’t want to see Amazon fail.

I’m delighted whenever I see authors finding success on Amazon. I just want to see authors have success on other platforms as well.

It doesn’t mean I hate them.

But I do hate Amazon’s exclusivity program.

I hate the fear that it cultivates in authors, even those who are successful within the program.

What if one of my exclusive books shows up on another website and they shut down my account? What if they change X or Y about the book item page which removes my ability to buy my way to Amazon success? When will all the things I’ve studied and learned about how to game the Amazon algorithms to my benefit change again?

Exclusivity creates a terrifying scarcity mindset that builds anxiety. And I hate that.

And I particularly hate the way that Amazon exclusivity regularly forces authors into an unnecessary downward spiral of an “us versus them” mentality.
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An Admission of Exclusivity
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It’s obvious that I’m partial to a WIDE approach in publishing.

But I’m not going to pretend that I’ve never taken part in Kindle’s exclusivity program.

In fact, I’ve been participating in KDP Select since it launched.

And, yes, I’ve had books exclusive to Kindle, and have even launched books into exclusivity on Amazon. In fact, I always have at least one book in KDP Select, and have since the beginning of the program when they first launched it.

I was sitting in the Kobo office as the head of the Kobo Writing Life team when Amazon announced their exclusivity program; and within hours I had collected some content I’ve been considering publishing and put it into the program.

Why did I do that?

Well, one, I did it so I could test and explore the program. And two, as someone who helps advise and support authors on their journeys, I needed to understand the program from the inside, rather than the outside.

So, yes, though I’m an advocate for wide publishing, I always have at least one title in the KDP Select program, even if it’s something I never push or try to leverage; just to keep me in the loop. Consider it a sacrifice I make for the common good of understanding and knowledge.

I have, as I mentioned, launched books into KDP Select and leveraged the various tools available (free or Kindle Countdown deals) and experimented with
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