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To my children and grandchildren. To the dreamers 

who write books and delight others with their stories. To the 

business person who has a story to tell of how they not only 

survived but thrived. 
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The Book Builder 

2 

Introduction 

 

“Help. I’m ready to go to the next level, but I don’t know 

where to start. Writing and publishing a book seems so 

difficult!” my friend said. 

“Join the crowd,” I responded. “You’re included in a huge 

group of individuals who feel the same way. The quickest 

way to get to where you’ve never been before is to learn 

from someone who has already been there. They’ve had 

successes and failures. We learn from them.” 

“What should I do right now? I’ve started a business, but I 

am not sure what role a book will play,” she said. 

“I’m glad you asked. I know I’m a new writer, but after 

finishing my fourth book, I think there are some insights I 

can share. Don’t shy away from self-publishing. With a 

plan in place and your mind on track, you can create great 

results in just a couple of months. You’ll learn how to do it 

here in the pages of this book.” 

That’s how the conversation goes with quite a few people 

I’ve talked to who have businesses and want to share the 

insight they’ve gleaned over time. They want to know how 

I wrote and published four books in such a short amount of 

time. They want to know how I got them on Amazon, 

Barnes and Noble, Kobo, and other sites. I tell them this, 

Don’t skip any steps in the process. Schedule time to write 

and find the hidden gems that will help make it a productive 



 

 

and potentially lucrative part of your life. Do the work of 

understanding the publishing process. 

Let’s get started. 

Ngpbookbuilder.com 

 

https://ngpbookbuilder.com/
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PART ONE - CONCEPT 

  

 



 

5 

Chapter 1: Build Authority 

What is my business? I write and publish my books. Why? 

Because, like so many people, I don’t want to wait for an 

agent or publisher to notice my query letters in the vast pile 

they manage. Yes, I’m in a hurry, and I admit it. Because 

I’m good at figuring out the system and using it for my 

benefit, I’ve been able to get my books published and up on 

Amazon and other sites quickly. I’ve learned so much along 

the way. My business is sharing the knowledge I’ve gained 

and helping others publish their books. 

You see, I am persistent. I’m also unashamed of my work. I 

don’t mind when something goes wrong because I always 

learn. I push through every hurdle until I get what I want. I 

smile, thinking about others who are still waiting for their 

query letter to be acknowledged, or they’ve spent hundreds 

of dollars and broke the bank trying to get published. It isn’t 

a laughing matter. That kind of rejection can take the wind 

out of your sails. But my persistence is what sets me apart 

from others. 

I’ll admit, I have a complex brain that organizes thoughts 

like a mental video playing in my head. I see the cover and 

book ideas from beginning to end. Well, for the most part, 

anyway. I love designing my book covers. I complete the 

book cover first, turn it into a poster, and then hang it on my 

wall. It gives me a visual goal and constant motivation. This 

also allows me to begin the book marketing process before 

I’m finished with the book. 



 

 

Books have become my business. I began with a deep 

desire to write mystery thrillers, which I love, but I had to 

learn how to write, publish, and launch to get that 

accomplished. I’m still learning, and a lot of research goes 

into learning about publishing. 

It’s incredible how my books have become my marketing 

tools. I can give them away, blog bits and pieces of 

chapters, and share them on my Facebook post, Instagram, 

and email in just a few steps. They bring people to my 

email list and, most importantly, create interest before I 

ever speak with someone. It’s crazy how people talk to you 

when they’ve read one of your books. They’ve already 

made up their mind that you’re an expert. And that is a 

great, ample reason to write a book. Every business person 

needs one. 

Like anyone on Amazon, I make royalties. But honestly, I 

can get my books printed at such a great price, and it is 

better to buy a few boxes and sell them at gigs. Still, the 

royalties grow as the authority grows. When people read my 

books and connect with the fiction or non-fiction 

information, they instantly want to talk about it—books 

open doors. 

The worst thing a person can do is take forever to finish a 

book and publish it. If you deliver quality information, 

ideas, and innovation that others need to know, that is the 

bread and butter of who you are. Getting your book in front 

of the public will bring you clients and fans. The first book 

I wrote was called Successful Blogging. I wrote this book to 

help songwriters set up a blog site for success. It didn’t take 

long to write, and I have to admit, I learned lessons. But the 

https://justwritebusypen.com/
https://www.amazon.com/Melissa-Saulnier/e/B06WLPKT4G%3Fref=dbs_a_mng_rwt_scns_share


 

 

information is still quality. The second book I wrote was the 

first in my trilogy, Fallen Race: The Inheritance. I learned 

more about creating covers, editing, and getting my book on 

Amazon. Since then, I’ve written the second book in that 

trilogy and finished the first book in an FBI series I’ve 

started called AMNESIA: The Josephine Chronicles. It’s a 

two-hundred thirty-two-page pocket novel, and it received a 

tremendous professional review from Online Book Club.  

I’m not saying I’d never have a traditional publisher, but 

speed is essential as long as the quality of information is 

present in our fast-paced society. Most traditional 

publishers will make you wait eighteen months to two 

years, and they control everything about your book and its 

description. Since they won’t market for you, it places a 

kink in the plans because it is difficult to market if you 

don’t have control. For 90% of us as authors, self-

publishing is simply a better choice, and it is less 

frustrating.  

I don’t want to be a time-waster. I love thought leaders and 

entrepreneurs building authority through their books. If we 

could do everything we needed to do to be successful, it 

would be this: 

Write the book! Speak at workshops and summits. Publish 

your book content consistently on your social media 

platform. Build relationships with other like-minded 

thought leaders. I wouldn’t waste a second trying to get 

attention from a traditional publisher. 

Do you want to know something? Becoming an author is so 

doable. After all, I did it at age 56. But the strategy is speed. 

https://ngpbookbuilder.com/


 

 

Once you have the first chapter finished, you begin 

blogging, putting it on social media, and working your way 

into workshops and summits. You don’t have to wait to 

start, and you don’t have to multitask. Just do everything at 

once across the board. I would add to plan the book and 

chapters. That way, you’ll have a map of where you’re 

headed.  

The benefits of this book will be in learning to build 

relationships, building your email list, and sales. It is 

difficult to grasp what I’m talking about until it comes time 

to promote during the pre-order time frame, then it proves 

to be true. Begin now by reaching out to your dream team. 

Make a list of those you would like to have a relationship 

with within your community. That’s your dream team.  

Maybe you don’t feel worthy because you don’t feel like an 

author. If you’ve written and published a book, you are an 

author. You can scratch each other’s back by putting them 

or their products in your book, which makes you valuable to 

them. 

Remember, every workshop or summit you do is a potential 

book. Document it and put it on a podcast or video blog 

when you do the summit. Ask people to be on your podcast 

or teach at your summit and workshop. You’ll make income 

from the workshop and the book. I know this is ambitious, 

but this is how you do everything at once instead of 

multitasking. 

Please acknowledge that you are in it for the long haul. 

Define who your reader will be. Write down your dream 

team. Publish content consistently, preferably every day. 



 

 

Reuse the content on every social media post or blog you 

own. Create the concept for your book, including the title, 

cover, and chapters. Reach out to a few of your dream team 

and ask them if they would be willing to participate in a 

summit and on a podcast. Document with video every day. 

You can use Facebook live. Use the information you talk 

about to build your book chapters. 

Remember, you are building authority as a writer and a 

business person. 

FREE FORMATTED MANUSCRIPT 
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Chapter 2: To the Finish Line 

Like me, you make much of starters and call them bold and 

courageous. We make much of successful people, the 

winners, admiring them and wanting to be like them. But 

what about the finishers? Do we, too, take finishing for 

granted? Are we captivated by the brave starters, 

celebrating the victories of those who win but ignoring 

those who “only” finish? 

I see this attitude everywhere. I see it in entrepreneurship, 

where serial starters and big winners get a lot of the press, 

but those who just steadily grow, are ignored. I see it in 

relationships and how people make a big deal of flowers 

and jewelry but not so much of consistency. I see it in the 

political arena, where it’s the politicians who make big 

splashes that everyone talks about, but the ones who are 

consistent and get things done, not so much. 

It’s easy to see why completing gets so little love. 

There  is a spectacular splash, in the beginning, then a 

fizzle. Victories are a big deal, too, especially when they’re 

hard-won. But finishing what you start—those tend to be 

underplayed, don’t they? There’s not much noise of 

something ongoing getting finished. 

You must finish to be called a winner. We gaze at the result, 

but finishing is how we all get there. When we make much 

of wins, we put all the emphasis on the results. 

But if we make just as much of completion (without 

downplaying the importance of giving our best), we subtly 

shift the emphasis to the process of seeing things to fruition. 



 

 

Which, it turns out, is how to win. Okay, so what does this 

mean when publishing our books? We can choose, starting 

right now, to honor the practice of finishing our books. 

It is a learning skill to finish something for ourselves first. 

When we succeed and profit, we can find someone else to 

teach. In finishing and helping others, we receive 

testimonials, which we’ll bring to the market.  

My advice is to finish one book rather than trying to do too 

many things at once. Make that book the best about who 

you are and what you do. The reward you will feel is almost 

as good as acquiring your degree when you finish. Finishing 

should never be understated.  

Did you know that 300 words per day are 1500 words per 

week? That’s 6000 words per month and 72000 words in 

one year. That’s a novel. That’s a substantial book. This is 

the math that helps me to the finish line. I learned that I 

could become better at writing if I just practiced writing 300 

words per day. Even if the words didn’t make sense at first, 

it wasn’t long before the habit, and the passion kicked in.  

FREE FORMATTED MANUSCRIPT 
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Chapter 3: Who is Your Reader 

You will want to grow your reading audience and 

profitability. But who is your reader? You’ll need the 

knowledge and drive to learn how to get this to work. How 

do you get more visibility for your book?  

You will want what is called warm traffic. That consists of 

people who like to buy now and are interested in what you 

sell. Amazon has so much traffic because of its 

recommendation engines. The reason people search 

Amazon is to find a book exactly like yours. 

Finding out how the algorithm works on Amazon will be 

essential for the discovery process in connecting with 

potential fans and readers through Amazon. Ultimately, 

what a launch should look like is what we will be asking. 

There is a process of growth that needs to take place. You’ll 

hit a ceiling if all you do is expect an algorithm to do all the 

work. If we were honest, it isn’t all about the money but 

about reaching and impacting people. That’s where the 

passion has always been. 

How can we touch lives and help people change or 

develop? What can we do to bring the best forward in each 

person who reads our books or comes to a summit?  

One of the things to think about is creating online courses 

or high ticket programs. These are great audience builders. 

Depending on what the audience is looking for, a summit 

can bring in more people per dollar than spent on an ad.  

When someone reads our books, we essentially evangelize 

them to a concept we are teaching. This means that each 



 

 

person writing a book needs to love the idea they are 

putting out or teaching. Your book should be able to show 

better opportunities through online courses or high ticket 

summits for people to be able to work with you. Books have 

higher sales per subscriber paired with online courses and 

high-end conferences.  

Let’s face it, not everybody can afford to pay you. But they 

will pay when they can. They want to invest in themselves. 

We should never look at people like a dollar sign, but this is 

an element of business, and it is about getting your book 

and concept in front of people who crave your knowledge. 

You will need to become an asset in their lives.  

When you give people actionable step-by-step formulas that 

get serious results, they realize you are the real deal. This is 

what builds trust and favor. This is what needs to happen to 

build a fanbase or readership. 

We’ve discussed high ticket summits and online courses. 

This will sound contradictory, but it should be at a low cost 

when you launch your book. Amazon gives you traction 

based on the number of sales. During the launch, I 

recommend pricing at $0.99, then once the launch is over, 

raise it to full price. Your book will sit higher for a more 

extended period on their algorithm. Make sure you ask the 

question, what are people looking for right now? Then 

focus your categories and keywords around that.  

Another key to winning readership is simply showing that 

you care about people. The more testimonials you have, the 

more people will trust you. They want your book, summit, 

and online course, to take them by the hand and help them 



 

 

meet their goals, and that’s what they are looking to pay for. 

Be genuine.  

I have a suggestion. If you haven’t already, write a concise 

book in a couple of days. Either edit or have it edited. Get a 

great cover made and make it beautiful. Don’t sell it in 

stores. Start meeting with people you want as partners, and 

ask them if they are interested in putting together a 

workshop or training. You will not only make income from 

your book but you will be surprised at how this could 

leverage other audiences and readerships. 

FREE FORMATTED MANUSCRIPT 
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Chapter 4: Who Is Your Dream Team 

So many people have limiting beliefs and fears. Whether 

weight loss, business, comfort zones, or income, they have 

concerns and obstacles standing in the way. Building your 

dream team would be finding the overcomers of these 

obstacles and getting them together with purpose.  

Send this team of overcomers a message that they have 

value. Give them empowerment comments and let them 

know you see what they have overcome. This makes them 

feel valued and makes you, the giver, feel good.  

It is encouraging to people when we see and understand the 

hard work and accomplishments they’ve had. Your new 

dream team will be grateful and appreciate the unselfish act 

of a two-way street.  

Have each of the people on your dream team share how 

they overcame. Let them share how that anxiety in their 

stomach is just a feeling, and you can push through. Let 

them share how they pushed through something in their 

experiences. Let them share how they got out of something 

difficult. None of us have to go through anything alone. 

Sharing your and other people’s experiences to help people 

learn from your journey is a powerful tool that works 

nonstop to spread your message and help others. 

Your dream team should be a credibility factor. Each one of 

them should bring expertise to the table. Each person on 

your team needs a book to use as a credibility factor. You 

tell people to read it at their leisure. Everyone will be busy 

buying books and courses. Even if they manage to read 



 

 

your book from beginning to end, the implementation holds 

people back. How do you get someone to take action? 

That’s how your dream team can help you. 

The dream team should be able to say that every time they 

lost something, they came back ten times better. When you 

realize people are watching you make a comeback or rise to 

another level, it fuels you. Those are the people to look for 

in your dream team. 

Discover where your dream team hangs out and what they 

do in their lives. What do they talk about on Facebook 

groups and forums? What kind of community-based 

platforms are they involved with? Then focus 100% on 

those you think will fit your dream team. They will be 

helping you with your authority building, and you will be 

helping them.  

FREE FORMATTED MANUSCRIPT 
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Chapter 5: Daily Content 

Organize your blog posts or Facebook posts in a way that 

can be turned into book chapters. This will help you 

become efficient when it is time to write your book 

chapters.  

Find a place where you can focus while you write. I 

discovered coffee shops. Something is comforting about 

hearing people work and chat in the background, and it is 

never bothersome. That environment stimulates my laser 

focus.  

Approach your writing one chapter at a time. Think of each 

chapter in a non-fiction book as an individual essay. You 

introduce its focus, outline its context, and touch on what it 

adds to the overall narrative. Next, you’ll set the scene: 

What elements define the subject of this chapter? 

I think of each chapter as a separate blog post or article. 

After all, I write many short posts and am comfortable in 

that area. Plus, it allows me to focus on one concept or idea 

at a time instead of always thinking of the larger picture and 

how it fits together. 

I prefer to focus on one thing at a time. I already know what 

comes at the beginning and the end, and an outline explains 

the order and where it all pieces together. 

I define the concept at the beginning of the chapter and add 

a personal anecdote if it directly fits the topic, and give 

specific and varied examples of the idea. 

1. Define. 



 

 

2. Describe. 

3. Examples. 

4. Takeaway (if teaching actionable steps) 

That’s it. I know my formula is straightforward. But it 

works. It is effective! 

When writing short-form content, you’re encapsulating 

sometimes tricky ideas in about 1000–2000 words. You 

want anyone to be able to understand it and then help them 

with the practical application. 

When looking at the entire picture, it isn’t easy to see. You 

must think about it as a separate post or article, giving you 

freedom from the weight of the rest of your book. When 

you are writing and explaining and examining larger or 

more complicated topics and industries, you must focus on 

one thing at a time. 

Start with one overall concept or idea that is concise and 

focused instead of always thinking about how to segue to 

the next thing. 

1. Find Your Story 

2. Identify Your Why 

3. Identify Your Target Audience 

4. Do Your Research 

5. Piece the Narrative Together 



 

 

6. Set Manageable Goals for Yourself 

7. Make Chapter Outlines 

8. Approach Your Writing One Chapter At a Time 

Blog Your Book 

If you’re the author of a well-established blog, there’s a big 

chance that a valuable book could emerge from the piles of 

thoughtfully crafted content you’ve spent the past years 

publishing. 

Let’s put the concept into perspective quickly. The average 

non-fiction book clocks in at around 50,000 to 75,000 

words. That might sound like an intimidating number to 

some, but it isn’t in the overall picture of all of the blog 

posts you’ve written! Suppose you’ve had your blog for 

three years and published at least twenty posts a year on 

average, with each post containing between 7-8 hundred 

words. In that case, you’re left with well over the standard 

amount of content that goes into a book, providing room to 

pick the relevant posts while discarding the ones that won’t 

work for your book. 

But there’s more that goes into the process than pulling 

together your posts into a book and attempting to organize 

the information you’re left with into chapters. If you’re 

hoping to produce a book that people will understand, 

delivers value, and has a central point, you’ll have to do 

more editing.  

Here are some key takeaways  



 

 

1. You need a roadmap for your book 

The information you’re producing on your blog might be 

different from what you created a couple of years ago. 

Perhaps your blog has shifted focus entirely, or maybe 

you’ve just veered onto a slightly different course. You’ll 

have to create a general plan for your book to ensure that its 

content is aligned. Highlight the book’s main focus, write 

and organize your ideas into chapters, and think about what 

you’d like readers to learn. This will make step two of your 

blog-to-book process inherently easier. 

2. Decide what post you will use based on your roadmap 

Browsing through your blog posts will be more 

straightforward once you’ve created a detailed plan for your 

upcoming book. Once you have come up with chapter 

ideas, you’ll be able to match old blog posts with the 

appropriate section in the book. This step will also help you 

narrow down the overwhelming process of going through 

your blog content to pick out what you feel is valuable to 

the reader and what isn’t. You can disregard everything else 

and work on shaping the selected posts once you’ve decided 

which content to use. 

3. Edit your blog posts 

If you thought this process would be easy, think again! The 

most energy-consuming step is adapting your blog posts to 

the chapters you have selected for your book. Copying and 

pasting your blog posts into a single manuscript would 

undoubtedly do you no favors. You must edit and update 

them accordingly! Shape your content until it all fits 

together and reads like part of one big story. To make the 



 

 

process more manageable, break down your editing into one 

chapter at a time. Work through them slowly but surely 

until you’ve reached the finish line. 

4. Fill the gaps with content 

You’ll have to exercise your excellent writing skills and 

create new content that helps connect the bigger picture. 

After editing your chapters, highlight the areas that require 

elaboration or explanation, and get to writing! This is your 

opportunity to link all the informative pieces you’ve written 

together and give them one central, unifying theme.  

5. Before you publish, give a final edit 

I know. You’re probably exasperated at reviewing your 

book’s content by now. You’ve stared at the chapters so 

often that they’re beginning to blur into one indecipherable 

mass before your eyes. However, this is where most self-

publishing mistakes happen. The author becomes anxious to 

make it to the finish line and fails to conduct a 

comprehensive final edit of the book before publishing it. If 

you run out of steam and can’t do the editing yourself, give 

your manuscript to a professional editor or self-publishing 

company! It could be that another perspective is what you 

need. 

If you do not have a blog, I suggest that you organize your 

book chapters and begin writing each chapter one by one. 

Then post a piece of that chapter onto Facebook, Instagram, 

and your favorite social media channels. This will keep 

your subject fresh in your mind as you write about the topic 

that brings passion to you.  
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PART TWO - TOOLS 

 

 



 

 

Chapter 6: Premise 

1. A Felt Pain or Situation 

The best non-fiction books are about pain. People buy them 

because they need solutions, but until the author identifies 

the problem that the readers are experiencing and can 

demonstrate that they understand it, no one will trust the 

author with their time and attention. 

Furthermore, this pain must be felt by the reader. For 

example, you might think that people have a problem with 

being too afraid to take risks and that your book about risk-

taking is perfect for them. But without describing the 

problem in terms people are experiencing, they won’t stay 

long enough to hear the solution to their “pain.” 

2. A Person or Group with Authority 

Who discovered the solution to the problem? You or 

someone else? 

Once you identify the problem, briefly describe the person 

or group providing the solution in a few words. 

This might be you, the author, a case study, a profile, or the 

book’s subject. 

3. A Solution or Method that Works 

What unique method will you demonstrate in this book to 

solve the problem? 

Describe it in a few words. 



 

 

4. Special Sauce 

Is there something special that makes your book different 

from all the others? Here are some examples of what that 

might be: 

 

Authority. The leader of a particular area of knowledge is 

thought of as an expert or becoming an expert in that field. 

A great way to build that authority is to write a book and 

make a profit.  

Uncommon Know-How. You may have learned something 

in business or in your family background that know one else 

has experienced. 

Proven Solution. You have the ability to demonstrate actual 

results with your solution to a specific problem. 

An Audience. You have an audience or following, whether 

through an email list or social media. 

Suppose you don’t yet have these things, that’s okay! A 

book is the best way to build up your authority and 

audience. However, you may have to pursue self-publishing 

initially, so I’m here to help you. 

The Story Premise 

A story premise is a paragraph or thought that holds the 

spirit of your story’s true north structure. It communicates 

your entire story in one or two nutshell sentences. This is no 

small task. Developing the premise is the equivalent of 

hiking a steep hill. The creative blood, sweat, and tears are 



 

 

worth the agony because the premise will save time and 

money once in place.  

The premise line is your best friend in writing or pitching 

effective query letters to agents or publishers. The premise 

line is more than a tool for pitching your book. When your 

premise works, you can know with confidence that you 

have a story that will withstand the test. These steps can 

guide your writing process, acting as a road map to keep 

your narrative on track and focused. 

1. Do you have a story? 

  Is there a problem or predicament with an obvious and 

direct solution? 

  Does it test problem-solving skills? 

Does it begin and end in the same emotional space that it 

started? 

2. Map the core structure 

Tie all the structures together in a 2-sentence summary.  

• Problem 

• Solution  

• Pulling it all together 

• Conclusion or takeaway  

3. Finalize 



 

 

Example: When I lost everything in a financial disaster, I 

struggled to survive, but I also discovered my strength. I 

learned how to manage my money, time, and relationships. 

My life was turned inside out, but now I’m doing more than 

surviving. I’m thriving and helping others do the same. You 

can do this too, and I’ll show you how. 

FREE AUTHOR’S JOURNEY DOWNLOAD 

FREE AUTHORS PUBLISHER DOWNLOAD 
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Chapter 7: Outline 

If you are writing non-fiction, you need a book outline. For 

a novel, if you’re winging it as opposed to outlining, you 

can get away with having a rough idea of where you’re 

going and how to get there. 

There’s no way to get around building an outline for your 

non-fiction book. Agents, publishers, and editors require it 

in a proposal. Where are you going in your book?  

Over the past years, I’ve written fiction books, two non-

fiction. I appreciate the discipline of outlining, though that 

doesn’t work the same in fiction. 

I’ve used an easy-to-use book outline process I believe will 

help you organize your topic and thoughts. 

But first, a word about your topic… 

You need a subject worthy of a book. Can it hold at least 

ten chapters? Is this a topic you are passionate about and 

have a lot to say regarding how this topic affects you and 

others? 

What is a Book Outline? 

You can still manage this even if you’ve forgotten the 

basics of classic outlining or have never felt comfortable 

with the concept. Your book outline must serve you. You 

don’t have to think about twenty pages of Roman numerals 

and capital and lowercase letters followed by Arabic 

numerals unless that is worthy of your project. For me, a 



 

 

bullet point list of sentences that summarizes my idea works 

fine. 

Don’t call it an outline if that is bothersome. But tailor a 

document that provides direction and structure, which will 

also serve as a stable way to keep you on track. 

 

A Winning Strategy for Outlining a Book 

How to Write a Book Outline 

There is structure to building your how-to or self-help book, 

and it would be good to stick to the system. 

You will want to trigger readers to anticipate inside 

information, innovative ideas, and something significant 

that will transform them with the finished solutions. There 

won’t be the need for the same type of action, dialogue, or 

character development when you write non-fiction vs. a 

novel. Your crises and tension will come from showing 

where people have failed before and how you will help your 

readers succeed. 

The point is that your unique solution will be precisely what 

the reader needs for success. 

Five Steps for Outlining 

Always view your outline as fluid, and you can expand or 

condense it as you go and, of course, move things around. 

Your outline should answer: 



 

 

1. How am I trying to inform, educate, convince, or 

move my readership? 

2. What’s my ultimate goal and my message? 

3. What chapter by chapter sequence best serves my 

purpose? 

You’ll need to begin with a solid idea of what your book 

will be about. 

 

What to include: 

1. Nutshell your message 

This can also serve as your Elevator Pitch. What would you 

share with a publishing professional when you meet them 

on the elevator? 

Think big. This is not your book but the idea behind it. 

What message can you communicate with the potential to 

change lives? It should be one you’re passionate about 

because it changed your life. 

People love to be educated and entertained, but they never 

forget if you move them emotionally. 

Without contriving, aim for the heart by letting it bubble up 

through true passion. 

2. Your Target Readership 



 

 

Resist the temptation to say it’s for everyone. We all like to 

think our message is for both genders and ages, but that’s 

unrealistic and viewed as naïve by agents and publishers. 

Three of the bestselling non-fiction books of all time 

eventually landed in the everyone category but were 

initially focused on specific readerships: 

How to Win Friends and Influence People by Dale 

Carnegie, released in 1936, has sold more than 30 million 

copies and still sells roughly a quarter-million a year. 

Target: business people. 

The 7 Habits of Highly Effective People by Stephen R. 

Covey was released in 1989 and has sold more than 25 

million copies in 40 languages. Target: business people. 

Written as the sequel to The Purpose Driven Church, The 

Purpose Driven Life by Rick Warren, released in 2002, has 

sold more than 50 million copies in 85 languages. Target: 

adult Christians. 

One way to determine your target readership is to imagine 

an individual and their specific needs. 

• What’s their problem (pain)? 

• What value do you offer? 

• What’s the most heart-felt approach you can use to 

reach them? 

If you’re still fuzzy on your readership, think about what 

you like and write the book you’d read. 



 

 

Be specific. If your book is about your life as a musician, 

aspiring musicians, practicing musicians, and music lovers 

would be their primary targets. 

Discovering how many people populate your book’s 

category will give you an idea of the potential market in 

Amazon and other distributions. 

3. How You’ll Convey Your Message 

A well-told story drives home a topic much more 

powerfully than a narrative summary. People are more 

receptive to someone relatable. Put the reader first. 

4. Summarize Each Chapter 

If you want your chapters to flow, list them in a logical 

order. Begin with the promise of your solution and how it 

can change their life. 

For example, with a how-to topic like Time Management, 

your first few chapters should dangle a carrot, either with a 

story about a chronic time waster who became a 

consummate success or by simply implying, Stick with me, 

and you’ll be a time management pro by the time you finish 

this book. 

Then list chapters that: 

• cover the background of your topic 

• analyze current theories and opinions 

• review case histories 



 

 

• present innovations and experiments 

• feature interviews with experts 

Now summarize your chapters to help divide your research 

into categories. 

Example Chapters: 

• One: In Time, You Can Be a Pro 

• Two: Time Management Since Bible Times 

• Three: What the Experts Say 

• Four: Technology and Time Management 

5. Your Research and Stories 

How to Write a Book Outline 

Getting every fact right adds polish to your finished 

product. 

Even a tiny mistake due to a lack of research can cause your 

reader to lose confidence—and interest—in your book. 

Research Tips 

Essential tools: 

• Atlases and World Almanacs to confirm geography 

and cultural norms. 

• Online Encyclopedias. 



 

 

• YouTube and online search engines can yield tens of 

thousands of results. (Just be careful to avoid getting 

drawn into endless clickbait videos) 

• A Thesaurus, but not to find the most exotic word. 

Look for that common word on the tip of your 

tongue. 

• In-person, online, or even email interviews with 

experts. People love to talk about their work, which 

often leads to more anecdotes to support your 

message. 

When choosing anecdotes, remember: 

A memoir, autobiography, or biography doesn’t need to be 

in chronological order. Sequence your stories to serve your 

theme best. 

For how-to and self-help, include only stories that support 

your points. 

Readers love stories. 

Get creative if you don’t have a story to support a point! 

Feel free to invent stories, but always clearly differentiate 

between which are true and which are imagined. 

If you begin a story, “A friend of mine…,” the reader will 

assume it’s true. 

If you begin with, “Consider a mother of a college 

student…,” the reader understands you’re suggesting a 

scenario. 



 

 

Now expand each chapter summary into a synopsis of a few 

sentences. 

Under each, list the stories you’ll use and tell how each 

supports your theme and message 

Next, for self-help, psychology, business, or other non-

character-driven non-fiction books: examine the primary 

message of each chapter. Note whether it meets the needs of 

your readers. 

For chapters in memoirs, biographies, historical fiction, or 

any other character-driven non-fiction, examine: 

• Your POV character 

• What’s happening 

• When it’s happening 

• Where it’s happening 

• Its contribution to your main character’s terrible 

trouble 

You Can Do It 

Outlining a book is crucial to your success. Carefully follow 

the steps above to give you the structure you need to write 

the non-fiction book you’ve always dreamed of writing. 
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Chapter 7: Templates and Manuscripts 

Book Size 

Formatting Interior Text and Styling 

Each template starts with information about the authors. Do 

not be concerned about formatting details such as margins, 

font selection, indenting, and spacing. The template controls 

these automatically to provide a uniform look for all papers. 

Start a new paragraph with a single press of the Enter key, 

without a tab. 

Word Doc sometimes preserves unwanted aspects of the 

original style when text is pasted into a new document. 

Prevent this from happening by right-clicking where you 

want to paste and selecting the “keep text only” option. 

Anatomy - Book Cover 

Book Interior 

1. Click on tip boxes to highlight them. Then click 

Delete to remove them from your manuscript.  

2. When viewing an open book, odd-numbered pages 

are on the right. 

3. The first page of your book, commonly referred to as 

the half-title page, will appear on the right-hand side 

opposite the inside front cover. 

4. For a more professional look, use the same font on 

your title pages as used on your book cover 



 

 

5. NGP recommends you view your manuscript with the 

formatting symbols displayed when formatting your 

masterpiece. This allows you to quickly identify extra 

spaces, full returns, section breaks, and header and 

footer settings. Click the pilcrow symbol ¶ in the 

Microsoft Word toolbar to view formatting marks. 

6. When viewing an open book, even-numbered pages 

are on the left. 

7. The fonts in this template are set to Times New 

Roman using format-ting styles. You can change 

fonts by right-clicking on the style name in the 

toolbar (Header 1, Normal, etc.) and choosing the 

Modify option.  

8. By changing the font in the formatting style, you can 

be assured that fonts in all sections utilizing this style 

will be uniform throughout your book.  

9. Traditionally, all pages before and including the 

Table of Contents page do not include page numbers, 

headers, footers, or decorative components. 

10. The full title page is usually page iii of a book and 

displays the book’s full title (including the subtitle), 

the names of the author(s), editor(s), and 

contributor(s). You may also include the publisher’s 

name and logo, followed by the year of publication at 

the bottom of the page. 

11. To qualify for distribution, your title, subtitle, author, 

and contributor names must exactly match what you 

entered in the first steps of the publication wizard. 



 

 

12. You (or Northern Gate Publishing) are the publisher 

of your work. 

13. The copyright page appears on the reverse side of the 

title page, usually page iv. The text on the copyright 

page is generally set two or three points smaller than 

the main body text, so all of the information will fit 

on a single page. The copy-right page contains all 

relevant publisher and author information, including 

the Library of Congress Cataloging in Publication 

(CIP) data. 

14. NGP is NOT the publisher of books created using the 

tools available on NGPBOOKBUILDER.COM. You 

are the publisher unless an agreement has been made 

with NGP. 

15. You may want to include optional ordering 

information (example text below). Ordering 

Information: 

Special discounts are available on quantity purchases 

by corporations, associations, educators, and others. 

For details, contact the publisher at the above-listed 

address. 

U.S. trade bookstores and wholesalers: Please contact 

<Your Publisher Name> Tel: (XXX) XXX-XXXX; 

Fax: (XXX) XXX-XXXX or email <Your business 

email address>. 

16. The Dedication page often follows the copyright 

page. The Dedication is optional and usually consists 

of one to four lines of text, set in the same font as the 



 

 

book’s text (sometimes in italics), centered on the 

page about 2 inches from the top margin, or aligned 

with the text on the copyright page.  

If you include a Dedication in your book, the back of 

the Dedication page should be blank. A section break 

is included below to automatically insert the required, 

blank page. 

If you do not intend to include a Dedication, delete 

this page from the template. To remove the line 

above the page number, double click below the line 

to open the Headers and Footers editor, choose the 

dropdown option on the Borders button in the toolbar 

and click None.  

To remove the line beneath the section titles, click on 

the section title and repeat the above process. 

17. All section and chapter headings following the 

Contents page are created using the Heading 1 style 

in this template. 

18. The Contents page is set on the first right-hand page 

after the Copyright page or Dedication (if included). 

This page establishes the design motif for the 

remaining front matter (Acknowledgements, Preface, 

Foreword, Introduction, etc.), chapter headings, and 

back matter pages. 

19. The Contents page should list all of the front matter 

pages that follow the contents page and the book’s 

part, section, and chapter headings. The Contents 

pages may also include all or some of the book’s 



 

 

subheadings but do not include the Dedication or the 

Contents page itself. 

A simple contents page might have the word 

“Contents” set in 18 or 20-point type in the same font 

as the other front matter headings, centered, about 2 

inches from the top of the page. It is customary to 

leave about an inch or so space between the contents 

title and the text that comes below. The front matter 

and chapter heading text on your Contents page 

should be left-aligned on the page, while the page 

numbers are right-aligned. 

Once you have edited all the book sections and added 

your book’s text, right-click on the table of contents 

and choose Up-date Field > Update Entire Table. 

For additional information about using Microsoft 

Word’s table of contents creation tool, see: Create or 

Edit a Table of Contents 

Note: Many works of fiction do not list chapters on a 

Contents page unless the chapters are individually 

named. In a print book, there is no need to include a 

Table of Contents that simply lists Chapter 1, Chapter 

2, Chapter 3, etc. 

If your table of contents requires multiple pages, the 

final con-tents page should appear on an even-

numbered page (left side of an open book). A section 

break is included below to insert the required blank 

page if needed automatically. 



 

 

20. The Acknowledgments page is usually the first of the 

front matter pages, following the Contents pages. 

While the Dedication is usually only a few words or 

lines of text, the Acknowledgments page allows 

authors to acknowledge or thank anyone they wish, 

especially people involved in the writing or 

production process. 

If your Acknowledgement text requires multiple 

pages, the final page should be on an even-numbered 

page (left side of an open book). A section break is 

included below to automatically insert the required 

blank page if needed. 

If you do not include Acknowledgements, delete this 

page from the template. 

21. Traditionally, pages following the table of contents 

are numbered with Roman numerals (i, ii, iii, etc.). 

Although page numbers are not displayed on the 

pages before the Table of Contents, they are included 

in the page count. Begin using Arabic numerals (1, 2, 

3, etc.) in the Introduction and main story text. 

22. The Foreword always begins on an odd-numbered 

page (right side of an open book). The author or 

another person, preferably someone who will add 

something to the book’s content and help sell more 

books, may write the Foreword.  

When a particularly well-known person writes a 

Foreword, the writer’s name may appear on the 

book’s cover or title page (Forward by…), usually 

below the author’s name and in smaller type. 



 

 

The Foreword always ends with the writer’s name 

and often includes the date (month, year). Although it 

can be any length, the typical foreword is four to 

eight pages in length.  

If your Foreword includes multiple pages, the final 

page should be on an even-numbered page (left side 

of an open book). A section break is included below 

to automatically insert the required blank page if 

needed. 

23. When there is a Preface, the author almost always 

writes it. Unlike the Introduction, which contains 

information essential to understanding the book, the 

Preface is a chance for the author to speak directly to 

the reader. The Preface often explains the author’s 

thoughts concerning the book’s inspiration; however, 

there are no limits on what the author can write. 

If your Preface includes multiple pages, the final 

page should be on an even-numbered page (left side 

of an open book). A section break is included below 

to automatically insert the required blank page if 

needed. 

24. Double click on the page header on the Introduction 

page to add the author’s name (or remove the text). 

The author’s name will display on all subsequent 

odd-numbered pages within the book’s body. 

25. The Introduction can be placed in one of two 

positions in the book. It should either begin at the end 

of the front matter section or be considered the first 



 

 

page of the story (body) and be designated as page 1 

of the Arabic numbered text, as in this template. 

 The Introduction contains information considered 

vital to understanding the book. This may take the 

form of a summary, a synopsis of what occurred in 

previous volumes in a series, or anything else the 

author wishes to write to introduce the book.  

If your Introduction requires multiple pages, the final 

page should be on an even-numbered page (left side 

of an open book). A section break is included below 

to automatically insert the required blank page if 

needed. 

26. Arabic numerals (1, 2, 3, etc.) are used for all pages 

following the front matter (Acknowledgement, 

Foreword, and Preface). 

27. Double click on the page header to add the book’s 

title (or remove the text). The title will display on all 

subsequent even-numbered pages within the book’s 

body 

28. Replace this example text from A Tale of Two Cities 

with your remarkable work. Choose a single method 

for visually separating paragraphs to make your book 

an enjoyable reading experience. There are two 

standard paragraph formats: first-line indent 

(displayed here) or block paragraphs. Most works of 

fiction use first-line indent, while most non-fiction 

works use block paragraph style. Of course, there are 

exceptions, so you must choose what works best for 

your book.  



 

 

Whatever style you choose, do not mix the two, and 

do not use the Return key to add extra spaces 

between paragraphs. 

The easiest way to format your document text is to 

use Styles. You can set the Normal paragraph style to 

include indents and spacing between paragraphs, 

ensuring consistent formatting throughout your book. 

Also, if you decide to make format changes, you can 

update the style rather than individually updating the 

format for each paragraph or header. 

For more information about applying and editing 

styles, see: Style Basics in Word 

29. Warning: If you copy and paste your manuscript text 

into this template, you will also copy the default style 

settings from your original manuscript. No worries! 

Simply follow the instructions in Style Basics in 

Word to update and format your text and chapter 

headings. 

30. Last is the Notes page, References page, Glossary 

page, and an empty page at the end. All pages will be 

divisible by four at printing. 

31. The document Size is 6 X 9 Tradebook Style which 

works for fiction novels and non-fiction books. 

32. Bar Code Area. You can buy a barcode from us 

(recommended) or receive a free barcode from the 

printing company we use.  
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Chapter 8: Book Covers 

You’ve done the hard work and created a fantastic book. 

Make sure it sells out by creating an excellent cover design! 

Canva’s free book cover maker is straightforward, even for 

the novice or not-so-tech-savvy writer. Their book cover 

maker allows you to choose from hundreds of layouts, 

making it easier to create a memorable cover. 

1. Open up Canva and search for “Book Covers” to get 

started 

2. Explore Canva’s wide range of book cover designs 

for your self-publishing needs. Use the search tool to 

narrow your choices by genre, style, or theme. 

3. Customize your book cover to your exact style and 

taste using the effortless drag-and-drop design tools. 

Change text, fonts, and colors in just a few clicks. 

4. Take advantage of Canva’s many features, including 

endless font and color combinations and access to 

millions of free and premium stock photos and 

vectors to perfect your book cover. 

5. Happy with the result? Download and save your book 

cover design as a PNG, JPG, or PDF file. Share it on 

your social media accounts to build more interest in 

your book! 

If you have the photographs or graphics you would like to 

use, you can upload them to Canva for free. Once your 

images are stored in your library, you can use them as many 

times as you like. 



 

 

Canva also gives you access to a library of over 1 million 

stock images, graphics, and illustrations. Many of these 

images are also free, while premium images are priced at 

just $1. Using professional photography will allow you to 

create a high-quality book cover ready for Kindle and other 

ebook sites. There are no recurring fees once you’ve 

published your high-quality design. 

Canva’s collection of book cover layouts is the best on the 

web! Their excellent designers have worked hard to create 

quality layouts to help your book look professional and sell 

out. You won’t need to spend hundreds hiring a designer 

when you make your excellent cover in Canva’s book cover 

maker. 

A great book cover is generally made of: 

• A clear title and subtitle 

• An attention-grabbing focal point 

• A strong composition with non-distracting details 

• Intriguing visual elements 

• Good use of white space 

Be sure to include: 

• The name of the author 

• Title and subtitle 

• Background images and graphics 



 

 

• Blurbs from reviews if they fit into your design 

Don’t forget a spine that stands out if you’re creating a 

cover for a print book. That’s where eye-catching 

typography can shine. 

You may have spent hours searching for the perfect eye-

catching image for your cover, but the readability of your 

title is just as important. Many cover designs use a clean, 

white font over images, and typography tends to suggest a 

particular genre, so choose wisely there. 
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Chapter 9: Editing 

Editing is part of the writing process. Every writer must do 

something to polish their work and help readers connect 

with the stories they are telling. 

Editing takes many forms, some focusing on the story on 

the sentence level and others from an overarching structural 

level. Below I break down editing into five standard 

categories. It is easier to edit each draft while focusing on 

one approach when revising one’s work, although Structural 

and Developmental editing is sometimes combined. 

1. Structural editing 

In this type of editing, you try to figure out how to split 

your chapters, arrange your scenes, which one should come 

before the other, and when and where your plot twists 

should go. Structural editing also helps you with the plot 

and characters’ age, behavior, location, motivations, and 

problems.  

2. Developmental editing 

Has a lot of crossover with structural editing. Some authors 

consider them to be the same thing. Others do not. In 

developmental editing, you look at each element of your 

story, which part works which one should be removed or 

improved. 

3. Line editing 

This type of editing focuses more on prose and sentence 

structure. It’s about maintaining your writing style (your 



 

 

voice, sense of humor, tone, imagery, etc.) while tightening 

and clarifying your sentences. Line editing ensures the free 

flow of your creativity, how smooth your story is, from 

your tenses to your word choices. 

4. Copy editing 

This focuses more on the writing itself. How readable is 

your story? In this type, you look out for errors and try to 

align everything properly. Copy editing is all about clarity, 

spell check, grammar, removing repetitions, punctuation, 

etc. 

5. Proofreading 

This is the final type of editing process. Here you read 

through the writing and do a thorough error check making 

sure everything is accurate and in place. Friends can help 

you with this step because the work should already be 

polished at this point, and a fresh pair (or pairs) of eyes, can 

help. 

Notwithstanding, it is advisable to hire a professional editor 

for your manuscript. They will help you cover the areas you 

are struggling with more in your story (could be just one of 

the kinds of editing, like copy editing). 

We all have blind spots, and we can’t possibly see through 

everything. It’s always good to have someone more 

experienced go through the work for effectiveness. 

6. Tools - Grammarly 



 

 

Underlying all of Grammarly’s products is a sophisticated 

artificial intelligence system built to analyze sentences 

written in English. Grammarly’s team of computational 

linguists and deep learning engineers designs cutting-edge 

algorithms that learn the rules and hidden patterns of good 

writing by analyzing millions of sentences from research 

corpora. (A corpus is an extensive collection of text that has 

been organized and labeled for research and development 

purposes.) When you write with Grammarly, the AI 

analyzes each sentence and looks for ways to improve it, 

correcting a verb tense, suggesting a more substantial 

synonym, or offering a more straightforward sentence 

structure. 

 

A complex AI system like this one requires a lot of 

computing power, much more than a personal computer or 

mobile device can provide. For that reason, it runs in the 

cloud rather than locally on your device. All you need to 

check your writing with a Grammarly product is an Internet 

connection. 

When you use Grammarly, you can help improve its 

suggestions. Whenever you hit “ignore” on an unhelpful 

suggestion, Grammarly gets a little smarter. Over time, our 

team can adjust the recommendations with high ignore rates 

to make them more helpful. 

Grammarly’s earliest breakthroughs in AI-powered writing 

enhancement happened in grammar, spelling, and 

punctuation correction—a fact reflected in their name. 



 

 

When you add the Grammarly extension to your browser, 

you’ll be able to directly access Grammarly’s writing 

suggestions from Gmail, LinkedIn, Twitter, Facebook, and 

most other sites on the web. You’ll know it’s working when 

you see a green G in the lower right corner of the text field 

you’re writing in. Basic writing corrections will appear 

inline, and clicking the green G allows you to open a more 

robust pop-up editor to access Premium corrections. 
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Chapter 10: In-Depth Launch 

Day 1: What kind of book 

Day 2-7 Step By Step in-depth. Opt-in (lead magnet) will 

be woven throughout the book. It must have an important 

piece 

Day 8: Book to the editor and begin book cover design 

Day 9: Customer Relationship Management like Teachable 

for hosting courses 

Day 10: Finish Opt-in, upload all templates, swipe files, and 

scripts onto the download page 

Day 11: Write script for upselling video use (iPhone) 

upload to Teachable 

Day 12: Join relevant Facebook groups and begin 

interaction 20 minutes per day 

Day 13-15: Create minicourse or masterclass. Next logical 

step for customers 

Day 16: Write script for three to five-part email sequence. 

Day 17: Upload email scripts 

Day 18: Share on favorite social media channels 

Day 19: Look at the book and make changes the editor has 

suggested 

Day 20: Finalize cover design 



 

 

Day 21: Send out the formatted and edited book to launch 

team members and secure some podcast interviews 

Day 22-24: Create the main course using the book outline 

Day 25: Write sales copy and a short video for the main 

course 

Day 26: Second email sequence introducing the main 

course three to five emails 

Day 27: Reserve day for podcast interviews 

Day 28: Officially launch the book and share it on social 

media. Also, launch team members to post their prepared 

reviews on Amazon 

Day 29: Goal of five to ten book reviews from the launch 

team.  

Day 30 Follow up with the launch team, show appreciation, 

and rest. 
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Chapter 11: Distribution 

What does a book distributor do? 

Through catalogs and sales reps, book distributors pitch and 

sell titles directly to retailers, book stores, and libraries. 

Their job is to maintain a relationship with the bookstores 

and take care of the marketing side of things for you. More 

precisely, they help authors and publishers with these two 

things: 

You are getting your book listed with wholesalers (usually a 

condition for getting it into bookstores). 

They actively sell and pitch books to retail buyers, getting 

as many as possible in front of customers.  

Distributors can also be responsible for warehousing your 

book, depending on if you’re using a print-on-demand 

service (like Amazon KDP) or not. Authors usually have to 

sign an exclusivity agreement, meaning that your distributor 

is the only one who can sell your book to retailers. 

Since distributors take a cut (sometimes as much as 55% of 

your book’s sticker price), you want to make sure you take 

your time finding the right one.  

In self-publishing, there are three common types of book 

distribution models. Let’s look at them to help you decide 

which one is right for you.  

Full-service book distribution  

A full-service distributor is similar to a publishing house 

regarding what services they provide. They’ll do book 



 

 

fulfillment, warehousing, sales representation, inventory 

management, etc.  

The key benefit of working with a full-service team is that 

they often have plenty of experience and good connections 

in the industry. It can be tricky for a self-published author to 

get a foot in the door with a full-service book distributor, 

especially as a newbie with no sales records. 

Having high presale numbers or a large online audience will 

make it easier.  

Wholesale book distribution  

Wholesale book distribution is the most common model for 

self-published authors, with companies like IngramSpark 

and Baker & Taylor. 

They can help you publish your book online and take care 

of your printed book’s distribution. Your title will appear in 

their wholesale catalogs to book stores and libraries. 

Of course, they can’t guarantee that the book stores or 

libraries will order your book – but chances are a lot higher 

when you partner with a well-known distributor.  

Self-distribution  

Some self-publishing authors may choose to take care of the 

distribution themselves. The obvious downside of this 

approach is that it’s more time-consuming. 

Plus, bulk printing your book will be a significant 

investment (rather than using a print-on-demand service).  



 

 

Since many larger book stores won’t work directly with 

authors, self-distribution usually works best if you want to 

reach your local independent book stores.  

Why you need a book distributor as a self-publishing author  

There are many reasons you need a book distributor as a 

self-publishing author. 

 

First of all, you’re otherwise limited to your network, and 

the chances of seeing your book on the book store shelves 

are slim to none.  

Here’s why: book store buyers use wholesalers to order 

their books, which means your book title needs to be in the 

wholesaler’s catalog. 

To complicate things further, wholesalers often have an 

application process and require a minimum number of titles 

before listing your book.  

For example, authors or publishers need to have at least ten 

titles listed in Ingram’s catalog. 

Otherwise, you’ll need to work with a distributor. 

So as a self-publishing author, chances are you won’t get 

very far without a distributor. 

Boost the marketing of your book 

Not only can they get your book listed with wholesalers, but 

they’ll also actively market and sell your book to retailers. 



 

 

Without someone continuously pushing to get your book 

into the book stores, it will likely stay in a warehouse, far 

away from potential customers and readers.  

Experienced distributors and their sales representatives 

often hold credibility in the industry and already have a 

well-established relationship with retailers. Even if you had 

the time to approach every store in your area, they’re more 

likely to do a better sales job. Plus, they’re just as invested 

in selling your title as you are.   

If you already have a large online audience, you could get 

away with not using a distributor. 

But even then, a distributor could amplify your sales and 

give you time to focus on other things.  

Book distributors vs. book wholesalers 

While wholesalers are the middlemen between you – the 

author or publisher – and the retailers, distributors take a 

more active marketing and promotion role. You could say 

that wholesalers act as depots for your book, storing copies 

in a warehouse and sending them out as customers order 

them. Retailers usually want to order from a few trusted 

sources (i.e., wholesalers) rather than hundreds of 

individual authors or publishers.  

Book distributors often function as book wholesalers 

(although this isn’t always the case). Their primary focus is 

to handle the promotion and generates demand for your 

book. There’s no need for a wholesaler if you’re using a 

print-on-demand service, but a book distributor is still 

necessary.  



 

 

eBook vs. printed book distribution 

Since you’ll only need to deliver files digitally, eBook 

distribution is less complicated than print distribution. It’s 

also cheaper, with the eliminated shipping costs. For this 

reason, eBooks are typically less expensive to buy for the 

customer.  

And naturally, you and the distributor would usually get a 

smaller profit from this deal. But eBooks are still a great 

way to sell your book, especially when more people choose 

the digital format. 

If you choose to go down the road of eBook distribution, 

the process looks something like this:  

• Find a self-publishing platform (such as Amazon 

KDP) and set your price.  

• Customers will find your book by searching online 

and then (hopefully) place an order.  

• The self-publishing platform syncs with the 

customer’s eBook platform. 

• The eBook is delivered for the customer to read.  

This process is done through automated systems online, 

which can free up more time to concentrate on writing your 

next book.  

Finding the right book distributor for your book 

Partnering with the right distributor is essential for self-

publishing authors. Hopefully, you will find one 



 

 

specializing in your niche or genre. If you’re self-publishing 

a self-help book, signing an exclusive deal with a fiction 

book distributor isn’t the best move. Please do your due 

diligence when you research by checking their websites and 

reading about their services. Pay close attention to detail, 

and understand what they’re offering, so they align with 

your niche, values, and priorities. Here are some more tips 

to help you find a book distributor that fits:  

Check impartial reviews online (i.e., not the reviews on 

their website.)  

Ask questions. Prepare a list of questions about the process 

and how they will promote and distribute your book. Here 

are some examples: 

• Is it an exclusive contract?  

• What are their fees and commission structure?  

• What are the costs of warehousing and logistics?  

• Are there other fees or requirements along the way?  

• In what regions will they be promoting your book?  

• To what types of outlets will they sell your book?  

• Can you see some examples of books they’ve sold 

successfully?  

Read the fine print carefully. You need to know what you 

agree to before signing anything.  



 

 

I hope this guide will give you some clarity around planning 

your book’s distribution. If you’re ready to start researching 

your next distributor, check out the list. 

Book Distributors in the United States 

There are many book distributors in the United States. 

Check them out! 

Ingram Content group 

The largest distributor of books to schools, libraries, and 

online and retail stores. 

Website: https://www.ingramcontent.com/ 

Email: online.marketing@ingramcontent.com 

 

Independent Publishers Group (IPG) 

The second-largest book distributor in the U.S, distributing 

for large and small independent publishers. 

Website: https://www.ipgbook.com/ 

Email: frontdesk@ipgbook.com 

Baker & Taylor 

No longer supplies books to retailers but focuses instead on 

public library and publisher services businesses. 

Website: https://www.baker-taylor.com/index.cfm 

Email: btinfo@baker-taylor.com  

Publishers Group West 

The largest distributor of independent titles in the U.S, with 

the full-service distribution. 

Website: https://www.pgw.com/ 
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American West Books, Inc. 

A nationwide supplier focusing on regional chains, 

specialty grocers, and mass merchandisers. 

Website: http://americanwestbooks.com/ 

Email: info@americanwestbooks.com 

BCH Fulfillment & Distribution 

Distribution services for small presses with ten or fewer 

titles. Authorized distributor to Baker & Taylor and Ingram. 

Website: https://www.bookch.com/ 

Email: customerservice@bookch.com 

Bella Distribution 

Distribution to independent and chain bookstores for small 

presses. 

Website: http://www.belladistribution.com/ 

Email: info@belladist.com 

C&B Books Distribution 

Specializing in urban books and African American authors.  

Website: http://www.cbbooksdistribution.com/ 

Email: cbbookdist@aol.com 

Cardinal Publishers Group 

National book distributor for print and digital books. 

Website: https://cardinalpub.com/ 

Email: customerservice@cardinalpub.com 

Casemate Group 

Book distributor specializing in military history books. 

Website: https://www.casematepublishers.com/ 

Email:  casemate@casematepublishers.com 
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Consortium Book Sales 

Distributor working with independent publishers and 

academic, wholesale, and specialist markets. 

Website: https://www.cbsd.com/ 

 

DeVorss & Company 

Distributor and publisher specializing in spirituality and 

self-help books. 

Website: https://www.devorss.com/ 

Email: service@devorrs.com 

Gem Guides Book Co. 

Publisher and distributor of books on rocks, minerals, 

gemstones, fossils, and crystals. 

Website: http://www.gemguidesbooks.com/ 

Email: info@gemguidesbooks.com 

Greenleaf Book Group 

Publisher and distributor focused on helping independent 

authors and small presses. 

Website: https://greenleafbookgroup.com/ 

Email: contact@greenleafbookgroup.com 

National Book Network 

A full-service sales, marketing, and distribution company 

serving publisher’s on a global scale. 

Website: http://www.nbnbooks.com/ 

Email: customercare@nbnbooks.com 

New Leaf Distributing Co. 

The world’s largest distributor of new age, spirituality, and 

metaphysics titles. 
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Website: https://newleafdist.com/ 

Email: domestic@newleaf-dist.com 

Sunbelt Publications 

Distributor specializing in natural science, outdoor guides, 

and regional history, mainly distributing to specialty 

retailers. 

Website: https://sunbeltpublications.com/ 

Email: info@sunbeltpub.com 

Book Distributors in Canada 

Publishers Group Canada 

An award-winning wholesale and distribution company 

offering full-service distribution to independent and 

specialty retailers.  

Website: https://www.pgcbooks.ca/ 

Email: info@pgcbooks.ca 

Heritage Group Distribution 

One of Canada’s largest independent book suppliers and a 

leading book distributor. 

Website: http://www.hgdistribution.com/ 

Email: orders@hgdistribution.com 

Raincoast Book Distribution 

Full-service book distribution working with large chains, 

libraries, and online retailers. 

Website: https://www.raincoast.com/ 

Email: distribution@raincoast.com 
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Sandhill books 

Marketing and distribution with a focus on indie authors. 

Website: https://www.sandhillbooks.com/ 

Email: info@sandhillbooks.com 

 

Book Distributors in the United Kingdom 

All sorted  

Distributor of gift books, children’s books, and stationery in 

England and Ireland.  

Website: https://allsorteduk.com/ 

Email: customerservice@allsorteduk.com 

CBL Distribution Ltd 

A distribution company focusing on books and digital 

media, working with publishers across the U.K. and Europe. 

Website: https://www.cbldistributionltd.co.uk/ 

Email: sales@cbldistributionltd.co.uk 

Gardners Books 

Britain’s leading independent distributor of books, eBooks, 

music, and film. 

Website. https://www.gardners.com/ 

Email: sales@gardners.com 

Combined Book Services Limited 

One of the largest distributors in the U.K, offering 

publishers in the U.K and overseas full-service distribution.  
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Website: https://www.combook.co.uk/ 

Email: info@combook.co.uk 

 

Oxbow Books 

Distributor specializing in archeology, history, and 

sciences.  

Website: https://www.oxbowbooks.com/oxbow/ 
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Chapter 12: The Author’s Business 

In the past, you could become a well-known author as long 

as you had good writing skills and could get a publishing 

contract. 

It takes much more these days. 

You will need some tools if you want to sell books and 

become a well-known author, either through self-publishing 

a book or traditional publishing. First of all, you will need 

an author platform  

Traditional publishers won’t give you a contract unless 

they’re convinced you have a solid author platform. 

But do you know the good news? 

There is a process you can follow. Because it’s a long-term 

process, you can move at your own pace, using only those 

tools and strategies you feel comfortable with. 

Whether you’re writing your first book or an aspiring 

author, it isn’t too late to start. Like me, you may have 

published once or twice without any platform. 

Here are eight steps to build your author platform: 

• Discover your readers 

• Identify and define who you are as a writer. That is 

your Brand 

• Build a website around you and your books 



 

 

• Blog consistently 

• Build an email list 

• Write posts for other authors and writers 

• Connect with likeminded people offline 

• Use social media with your books and personality in 

mind 

What is an Author Platform? 

Let’s face it, who you are and who you reach is essential. 

People may define an author platform in many different 

ways, but an author platform can be defined as the ability to 

sell books. 

Creating awareness online will boost your visibility as an 

author and make it easier to find your target audience. 

Helping the general public connect with you and your 

books is the accurate description of an author platform. 

Benefits  

Only your family, and friends, will know about your books 

and everything you do as an author without an author 

platform. 

But with an author platform, you can: 

• Become discoverable to your target readers and the 

general public 

• Attract new readers regularly to connect 



 

 

• Retain and engage readers and convert them to fans 

that buy from you and tell others about you 

• Others will be more likely to buy your books if you 

boost your credibility by earning the trust of your 

readers and fans 

• Discover your influencers and build relationships 

with them to promote your Brand further 

• Consistently sell your books 

Your author platform allows you to build diverse 

relationships with people online and offline, so your books 

will be noticed. 

8 Steps to Building Your Author Platform 

1. Know your readers 

• Who are they? 

• What do they do for a living? 

• What’s their age, sex, marital status, and location? 

• What are their interests and passions? 

• What challenges do they struggle with? 

• What makes them passionate? 

• Where do they spend their time online and offline? 



 

 

• When you know who your audience is, you’ll be able 

to focus your time and energy in the right place. 

 

Tips: 

Google is your friend. Google searches help you find blogs, 

forums, and communities where your audience may be 

active through blogs within your niche and authors’ 

websites with similar books. 

Describe details about your book that will help you discover 

the specific type of people that would buy your books. This 

can be done through book format, book genre, price, and 

the number of pages. 

Find books similar to yours and research the kind of people 

reading them because they might be your target readers also 

 

Find groups on social media who are interested in books 

similar to yours 

When you know your readers, you can apply that 

information to everything you’re doing and build your 

author platform in a way that successfully draws and 

engages the right audience. 

2. Define your Brand 

You will want people to recognize you and form an opinion 

about you and your books through your personality, values, 

readers, and even the emotions that rise in them every time 



 

 

they read your books or read your website and social media 

posts. 

Your Brand helps you stand out in a crowd. 

To identify your Brand, consider these things: 

• Will you use a pen name or your real name? Once 

you decide, use it consistently 

• Use one professional headshot. Use it on your 

website and your social media posts so you can be 

easily recognized 

• Create a one-sentence tagline that communicates 

your uniqueness  

• Create phrases that best describe your Brand and 

place them in all your communication 

• Decide on colors and fonts but limit them 

• Be consistent with these steps on your website, social 

accounts, emails, email signature, and author bios. 

• You can influence people’s impressions and opinions 

about you when you take the time to identify your 

Brand. This will create a solid foundation for your 

author platform. 

3. Build a website 

One of the best places to build your author platform is a 

website. 



 

 

Your website should have a modern and attractive look plus 

an easy-to-browse design so that everyone who visits the 

website can have a great user experience. 

Here are some ways your website will build your author 

platform: 

• By using your Brand colors, tagline, and headshot on 

your website, you can showcase your Brand as much 

as you want 

• A professional looking website makes you appear 

more credible and boosts your chances of gaining the 

credibility of your audience 

• Think of your website as your business headquarters. 

You can remain open 24 hours a day, seven days a 

week 

• With a website, you and your books can be found 

easily by your readership and the general public 

• Your favorite readers can learn about your books at 

their convenience through your website, irrespective 

of where they are located in the world 

• Because you have control of your website, it cannot 

be taken away from you without notice, unlike your 

social media accounts 

• Your author’s website is a great place to sell your 

books directly to anyone ready to buy 



 

 

To take advantage of your website, it’s essential to make 

sure that your website is mobile-friendly, contains content 

that’s easy to read and scan, loads quickly is easy to 

navigate, and is accessible from any browser. Most websites 

have the tools you’ll need. 

4. Blog Consistently 

Share portions of your writing with your fans through posts 

and stories published on your blog. 

Even though it’s not necessary to have a blog on your 

website, it will help you build your platform in these ways: 

• Blogging consistently compels you to write regularly, 

which constantly improves your writing 

• You’ll attract more people to your site when you blog 

regularly 

• Blogging can bring authority as you become the 

expert on your subject, which increases your 

credibility. Remember to produce quality and 

valuable content 

• Blogging is a way to have a conversation with your 

readers. You want them to respond by commenting. 

There’s no better way to build a community or a tribe 

of loyal followers  

• The goal is to connect and build strong relationships 

with other bloggers, influencers, authors, the media 



 

 

• To build your platform through blogging, it’s 

essential to write for your audience and always 

provide value. 

5. Email Lists 

Your email list is people who signed up when they met you 

at a book signing event or signed up through your website 

and permitted you to send emails to them regularly. 

There is an advantage in having an email list no one can 

take from you. 

Here’s how to build your email list: 

• Choose an email service provider like  Convertkit, 

Aweber, or Mailchimp 

• Create a sign-up form on your website 

• Make available a relevant gift, also known as a lead 

magnet or reader magnet, for people that sign up. A 

lead magnet is a cheat sheet or document with value 

to those who are interested in your website 

• Schedule when you will send emails to your list and 

be consistent about it. This could be weekly, 

biweekly, monthly, and so on 

• Ensure you always send personalized emails that 

provide value 

• Avoid buying a list or putting people on your list 

manually 



 

 

• Remember to provide a way for people to 

unsubscribe easily from your emails 

You’ll be able to reach people one-on-one and via group 

emails. With an email list, you now have people interested 

in and watching your Brand 

You can use this unique opportunity to share any 

information that you consider relevant about you or your 

book releases when you’re ready for a launch team, sell 

your books or provide information about your book launch 

or events, or even sell directly to them from time to time. 

If you’re not aware, email marketing is one of the most 

effective marketing strategies, with a whopping 3800% 

return on investment. 

If you don’t have a list yet, don’t worry. Most people start 

with no index. In time, with persistence, and best practices, 

you can grow your email list which will become a 

significant part of your author platform 

6. Guest posts 

A guest post is a blog post or an article you write and 

publish on another person’s site. Here is how this helps: 

• Introduce your Brand to a new group of people 

• Direct more traffic to your website 

• Attract new people to your email list 

• Boost the Search Engine Optimization (SEO) of your 

website so it can show up in search engine results. 



 

 

WIX and GODADDY sites have built-in tools for 

SEO 

• Build friendships with other bloggers, authors, 

influencers 

If you want to build your platform through your guest 

posting effort successfully, here are some things to do: 

• Research and confirm that the blog you’re interested 

in accepts guest posts, allows an author bio with links 

back to your site, and has an audience that matches 

the type of audience you want to attract 

• Follow their guidelines 

• Pitch uniquely original post title that has not been 

written before on their site or anywhere else 

• Once your post is published, you’ll need to respond 

to comments 

7. Connect in person 

Most of your author platform-building activities will be 

done online but don’t forget there are things you can do 

offline to connect with your target audience and build your 

author platform. 

Here are some ways to connect offline: 

• Talk to family, friends, neighbors in your community 

about what you do 



 

 

• Create business cards that have your website 

information, using your brand color, font, logo, etc., 

and share them everywhere you go 

• Join author groups in your local community and 

beyond 

• Attend writer’s conferences and events 

• Accept speaking engagements 

• Support your local libraries and bookstores and 

participate in some of their activities 

• Become a guest on a podcast or radio, or television 

8. Use social media with care 

Having a social media presence and being active can put 

your Brand in front of many people you may not have the 

opportunity to connect with anywhere else. This helps 

increase your Brand visibility and build your author 

platform. 

Examples of such social media sites include Facebook, 

Twitter, Pinterest, Instagram, 

Here are some simple tips for using social media as an 

author: 

• List all the social media platforms where your target 

readers can be found 

• Please choose one or two that you like and are 

comfortable with, and learn everything about them 



 

 

• Come up with a strategy on how you will use each 

social media platform to achieve your goal 

• Decide in advance how much time you can afford to 

spend on social media daily and keep to it 

• Create a profile and start posting, using the strategy 

you came up with 

Even though social media can be used effectively to build 

your author platform, almost everyone agrees that it can 

take up a lot of your time if you’re not careful, so remember 

to take preventive steps to avoid that. 
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