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      First things first, I need you to take off your Author hat and put on your Publisher hat.

      Yes, that means you.

      What follows is not for the author. If you can’t separate you: the author, from you: the publisher, you have bigger problems than I can help you with. I will occasionally address things that are author-specific, but the plan is to always return to how to market your writing as a publisher, rather than what you should write.

      Second thing, I HIGHLY recommend you read the Business For Breakfast book: The Beginning Professional Publisher. I’m not going back over that document, so anything that appears in both places is purely accidental on my part.

      Third thing, this book is more or less entirely dedicated to Indie Writers engaging in the Independent Author/Publisher Revolution. There are folks out there who are dedicated to following a Traditional Publishing Career Path. Almost nothing in this book will help you, because those folks are still trapped in a business model that dates to the 1970s or maybe 1980s and is dying under the weight of bad decisions made then, an inability to understand that they need to do to adapt now, and their impending doom at the hands of corporate bean counters who demand a higher return on investment than publishing traditionally can get (14% when 7% is historically reasonable). In short, they are eating the seed corn today (2019) and if you don’t reconcile yourself to that, you might never have any career as a writer.
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      I’m not going to sugarcoat things here, because most of you would prefer a straight answer that helps you with your career over someone blowing sunshine up your *****. I also swear occasionally, and I’m not sure how much of that language my editor will retain, so the previous line might be starred out by the time you read this.

      Understand this: The world has changed.

      Today (January 2019), we are in the middle of what my friends and I have loosely calculated as the seventh phase of the Indie Revolution, going back to about 2007 when Amazon launched the kindle as a full thing.

      Each phase generally rotates around some new technology that makes things easier, either for the author, the publisher, or the reader; from the first kindles that allowed us to put up books without having to go through Traditional (New York City) Publisher. There is no agreement on the individual breakdowns, so I won’t try to list them, but the release of the Vellum software and the rise of Do-It-Yourself Bundling on BundleRabbit (www.bundlerabbit.com) changed things tremendously by putting power in my hands, and that’s the current phase. I’ll talk more about them later on, and by the time you read this, we will have probably moved on.

      Some of what I say here will be outdated soon. Probably not as much as the next volume I plan to write (Marketing for the Intermediate Publisher), because this book is intended to nail down the basics and those really don’t change much or quickly.

      I can’t guarantee that by following all of the things I checklist below you will get rich and famous, but I’m pretty sure I can guarantee your failure if you don’t. That’s because these are the basics that separate the café dilettante in their berets from the professionals. If you aren’t trying to understand at least this much, then you aren’t serious.

      In a brighter vein, many of these things should be things you nod at as you read, because someone else, somewhere, came along and gave you good advice on how to handle your Indie career and you listened. Go you.

      So, Author hat off. Publisher hat on.

      Or, as we liked to say back in the bad, old days: get in, sit down, shut up, and hang on.
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      You: The Author, The Brand

      You have written a book. Or maybe lots of them. If your next step in the career success plan involves querying an agent, put this book back on the shelf and keep shopping. I can’t help you. Sorry. However, if you want to go Indie, you’re in the right place.

      In the old days, the author was not the brand (not unless they were a Big Name Author). The publisher was the brand, because the publisher had a team of sales reps that made sure your book got into the bookstores around the country, tailoring their lists to the regional needs of their clients, who were the bookstores, not the readers.

      Those days are largely done. TradPub (you will also hear me refer to “New York” in a derisive shorthand that means the same thing, namely the [as of today] Big Five Publishers traditionally headquartered in New York City or thereabouts) is no longer working at the local level. Bookstore chains are all about the latest bestseller, and not the so-called midlist that used to be where most professional authors could make a nice, middle class living.

      Gone. Poof.

      Let’s touch on that again. Traditional Publishers were a Business-to-Business (B2B) industry, selling to bookstores and chains. One of their current failures is an inability (or unwillingness) to transform into a Business-to-Customer model (B2C) where they sell their books to the reader directly. This is why I don’t seem them ever recovering from the tailspin they are currently in.

      In their place, we (you and I) have eliminated the gatekeepers, and the middle man. You are now proposing to be your own Publishing company and get your books in front of readers with money burning a hole in their pocket. “B2C”

      As a result, you need to understand that you are the brand. You. Jane Blow Author. Readers will follow you. They will buy your books. They will give you reviews for other readers. (Some of said reviews will even make sense and make you happy, but let’s just step delicately past that for now.)

      You are the brand. What you write is a style, a sensibility, a thing that brings in the readers. In the old days, a single TradPub writer might be forced to have a number of pennames under which she wrote. (My sister-in-law has five that I’m aware of, and a number of others nobody knows.) She wrote fast, then as well as now, as well as crossed genres, both major marketing problems for New York in those days. (And today, but that’s a different book.)

      The need for pennames today is greatly reduced in Indie, and often (IMO) counter-productive.

      SIDELINE: Occasionally, I will insert thoughts like this because I’m writing this as a stream of ideas and notes, rather than a detailed outline I have spent a lot of time cleaning up.

      FIRST RULE OF INDIE PRESS: You are responsible for your own career. Things that work for me might not work for you. They might not make any sense. If you don’t like them, consider the implications they bring, and if you still don’t think they help your career, ignore them. Ignore anything I say in this book if you need to, but understand what I said and why, so you have a good idea what you should do instead. Okay?

      Getting back to pennames. You are the brand, so if you create a new penname for every book or every series that you write, you will have to build your fanbase from scratch every single time. There are reasons you might use pennames. Amazon will sometimes give you advantages in their algorithm as a result of being a “brand new author” but I find it to be a pain in the ass to keep track of.

      CAVEAT: If you write erotica, I highly recommend that you have an erotica penname separate from your genre fiction penname. It will save you grief later.

      You are the brand. Treat your name like a thing that must be jealously guarded. On social media, I walked away from just about all political ranting because I didn’t want to potentially alienate half or more of my fan base. Now I just share things that make most people giggle out loud. I am a brand and I have to act like it.

      If you’re writing something with a very political bent, go for it. Just keep it in your fiction. Remember, on social media, fans lost don’t ever come back. Understand those costs before you have to pay them accidentally. Or have two, unrelated social media names and deal with it that way. I don’t, for reasons I’ll explain in the next section.

      WIBBOW

      This is an acronym given to me by someone I respect and like and it has served me well. It stands for:

      Would I Be Better Off Writing?

      Everything I’m going to talk about here in the realm of marketing takes up your time. Everything you attempt (win or lose) takes away from your writing efforts. I don’t know your pain threshold for marketing, but I suspect that it will be low at the beginning. That’s okay. Much of what is in this book either won’t take much time to do, or can be largely done once and then left on autopilot.

      Find your happy level of marketing and stick with it for a while. Eventually, you can do more, but if you only look over this book and make a prioritized list for when you’ll get to something, that’s already a win for your career. Treat it as such.

      The worst thing you can do is overwhelm yourself with all of this and freak out. Most of you are mid-functioning introverts at best, so disturbing your established patterns is a bad thing. I understand. There exist folks with the new job title “Virtual Assistant” that you can hire to handle some of this. WIBBOW sometimes translates into spending money to have someone else do it for you. Find someone reputable and ask for client references first, though. Some of those people won’t work for you, and some of them are just con artists. The one my wife, Fabulous Publisher Babe™, uses works well with and for her.

      Fear

      The next topic we need to touch on is here because many of you have a very wrong-headed approach to being a professional writer and it will cost you later. You suffer from Imposter Syndrome, where you think that your words aren’t good enough, aren’t relevant enough that people will want to pay money for them. Or that whatever success you’ve had came to you through blind luck and not because of your own skill.

      I’m going to be a little rude, but you need to get over yourself, princess. And don’t tell me that everyone suffers from it, because that’s a crock of shit. Lots of professionals I know can barely spell the word. Doubt is fine. Get over that, too. If you are any good as writer, people will want to read your books. If you truly are an imposter, why the hell are you bothering people? Stop this and go find something that makes you happy. It’s better than punishing yourself (and everyone else).

      I’d rather you be happy as an artist than a miserable SOB driving the professionals nuts by whining at them all the time. Grow up and put on your big-boy pants. This is a book for professionals and either you are one, or you are not. Imposters shouldn’t be here, so stop being one, or stop pretending to be a writer.

      QUESTION: Do you deserve to be here? Simple as that. If you do, then let’s get to work making your Author Brand look good so you can sell some books.

      Speed

      Now we’re getting down to that thing that separates TradPub from Indie. In the old days, you were generally allowed to publish one book per year. That’s why folks crossed genre and created new pennames, so they could perhaps publish a romance, a fantasy, and a mystery all in the same year.

      The world has changed.

      There are no gatekeepers telling you that you have to spend an entire year on one novel. That you should redraft it half a dozen times before its “ready” like some MFA programs seem intent on teaching folks. When you do that, chances are you are stripping out all the raw emotions and Voice that made it good in the first place. The Fifth Draft might be utter perfection filled with pretty words, and boring as shit because you made all the characters vanilla. I’ll even be so rude as to suggest that a good copy edit on your first draft would probably make a better book than your fifth draft ended up being.

      But MFA programs teach you to “craft” your words. The secret? Teachers don’t want to read lots of stuff for grading, so they want you to write slow. They even go so far as to suggest that anyone writing fast must be turning out crap.

      Given some of the things they put out, I could see where they would assume that everyone else writes like they do. Crap. Ask your MFA professor how many novels he or she has written. Or, better, how much money they made from their books last year. That’s the real measure for us professionals.

      I support myself on my writing. No day job. Most of the TradPub folks I know can’t say that. Can’t even pretend to be remotely close to supporting a household on their writing. (Having a supportive spouse who works to pay the bills doesn’t count. When you can cause them to retire to support you, then you are winning.)

      Speed is critical in the new, Indie world, because readers want to read books. Lots of books. Constantly. If they like you, they will buy all your books. If you put out one book per year, they will forget about you by then, or just won’t pay that much attention. You’re back to square one, and every reader is a new reader at that point.

      There are folks that make me look like an absolute, bloody piker, and I’m writing at Pulp Speed One (1,000,000 word/year) and change. (Technically, paced at Pulp Two, which is 100,000 words per month, but we’ll keep the math simple.) I think my sister in law is writing something like 5-7,000 words per day, 6-7 days per week right now. Lots of bloody words. She’s that good. And that focused on her craft. Her novels sell lots.

      Readers want to finish something and buy the next. And the next. And the next.

      Fast does not mean crap. I’ll put my storytelling up against anyone’s. There are writers with a better craft at pretty words, but your one novel is not twenty times better than the twenty I plan to write this year.

      If you wish to be successful today (TODAY mind you), the formula involves putting out more product. How much is up to you. What is the pace you can sustain and not burn out?

      We generally use 1,000 words/hour as a gauge when a professional sits down to write. If you are working for 3-4 hours, you should have 3-4,000 words. Five days per week, that’s 15-20,000 words. Or a novel about every three weeks.

      Go back and read that sentence again.

      What is your writing pace?

      Okay, I promised that this would be for Publishers, so I’ll leave off talking to the writers. Except that as a publisher, you need to understand your author’s Brand
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