
 

www.romancewriters.co.nz December 2011 1 

HEART TO HEART 

December 2011 
ISSN 1178-3923 

to this organization and although it’s 
good if they do, the main thing is that 
even if they don’t, a good agent will 
follow these guidelines just as they 
would if they were members. So read 
and familiarize yourself with the AAR 
Canon of Ethics. http://aaronline.org/
canon  

2. How long have you been in 
business as an agent? 
Although the length of time they’ve 
been in business does not necessarily 
denote how good or how bad an agent 
is or is not, it is an excellent gauge of 
their effectiveness. The longer they’ve 
been in business the more editors they 
will know and the more editors will trust 
their judgment when assessing a novel 
being submitted to them. On the other 
hand, newer qualifying agents may 
have more time for you and your 
projects because they aren’t yet 
bogged down with submissions. 

3. Wha t  i s  yo u r  p re v ious 
experience in publishing? 
Look for someone who has had at least 
some experience as an agent, worked 
for an agency or as an editor at a 
publishing house. However, if the agent 
is fairly new, but working for an 
established agency, you know that they 
have access to others’ experience, 
guidance and expertise. 

4. What happens to my work if you 
leave the agency? 
The answer to this one will depend on if 
you’re approaching an agency with 
multiple agents or a smaller agency 
with one or two agents. In a larger 
agency, your work will be assigned to 
another agent. In a smaller agency, you 
may find yourself looking for another 
agent. But that’s no reason to skip over 
the smaller agencies. If they qualify in 

Getting An Agent 
 
How do you know when to commit and when to run away ? 
 
Bestselling author Elizabeth Sinclair suggests key questions to ask to 
ensure you get the best from this professional business relationship. 

every other way, then they are at least 
worth a look. 

5. How will I be kept apprised of 
the work that your agency is doing 
on my behalf? 
It's important to remember that this is 
your career and no one should be 
handling it without input from you. Make 
sure you will be kept informed of when 
submissions are made and who they 
are made to and that you are copied on 
all correspondence, including rejection 
letters. How will you communicate? Are 
you comfortable with email? If not, let 
your agent know ahead of time and 
make an arrangement for updates. But 
keep in mind that these people are 
busy so don’t expect a daily report.  

6. Do you issue an agent-author 
agreement and, if so, can I review it 
before committing? 
Whether or not to go with an agency 
that doesn’t have a written agreement 
is your call. Not all agencies have them. 
If you don’t mind not having anything in 
writing and can work with no more than 
a verbal agreement, then that’s fine. 
The agent clause in your publishing 
contract will cover both of you. 

7. If I'm not happy with our 
relationship what can I do? 
If you are signing a written agreement, 
it should contain a clause that allows 
you to dissolve the relationship at any 
time, and the terms for doing so. If you 
don't have an agreement, find out if you 
can just walk away at any time. Usually, 
even in a verbal agreement, the time 
for notification of separation is thirty 
days prior to the actual date of 
dissolution of the agreement. 

8. If we should dissolve the 
(Continued on page 12) 

E 
stablishing a relationship with 
an agent is much like entering 
into a marriage. There’s the 
meeting, the courtship, the 

commitment, then the final joining 
(marriage). Aside from it being a 
celibate joining, it demands the same 
devotion, honesty, trust and open 
communication to work well and to last. 

Much like a fledgling relationship, it’s 
best the participants get to know each 
other before either of them jump into 
the final commitment. This is 
accomplished by asking a series of 
questions. 

It’s not necessary to ask all these 
questions, but you need to seriously 
consider it. If you don’t want to know all 
of the answers to the questions below, 
then pick out, and ask, the ones you 
feel are most important to you. 
Remember, interviewing an agent is 
the equivalent of interviewing a 
prospective employee. You will be 
paying this person 15% of your 
earnings. You need to make sure you 
get your money’s worth.  

NOTE: Do not send this list to an 
agent. Rather use it as a guide while 
interviewing them for possible future 
representation. 

But first, remember this: A bad agent 
is worse than no agent at all.  

Read and review the following 
questions and mark which ones are 
important for you. Not all of these 
questions need an answer. 

1. Are you a member of the ARR? 
The AAR (Association of Authors' 
Representatives) is an organization of 
agents dedicated to fair practice and 
treatment of their clients. There are 
plenty of good agents who don’t belong 
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Editors’ Desk 
 

In Heart To Heart this month our theme is Getting an Agent and Marketing your 
Book. As you can see, we have a larger than usual mag, too. Even then I couldn’t 
fit everything in. But I tried, really I did—and have the grey hair to prove it! ☺ 

This is our Editorial team’s last issue. It’s been both a steep learning curve and a 
lot of fun. It’s also been marvellous to hear how so many of you have been 
encouraged and helped by our contributors. Thanks for letting us know.  

You’ll see from Iona’s column that Viv Adams is picking up the editorial baton from 
the February issue. Bless you, Viv. Heart To Heart is an essential resource in our 
RWNZ toolkit. Thank you for stepping up. 

Now, I want to leave you with this thought. An executive who had been given the 
task of re-inventing the Disney Store contacted the late Steve Jobs (of Apple fame) 
and asked for his advice. Steve’s counsel? “Dream bigger.” 

What is your dream? Dream bigger. Whatever is in your heart for your writing and 
your career, dream bigger. Whatever your personal goal, dream bigger.  

Dream bigger.  

Gracie, Rachel, Bron, & Karen 

 
RWNZ CONTEST RWNZ CONTEST RWNZ CONTEST 

SCHEDULE FOR 2012SCHEDULE FOR 2012SCHEDULE FOR 2012  
 
 

CHAPTER SHORT STORYCHAPTER SHORT STORYCHAPTER SHORT STORY   
Closes Friday, 23 March 2012 
Final Judge: Gaynor Davies,  

Fiction Editor, English Woman’s Weekly  
 

HMB GREAT BEGINNINGSHMB GREAT BEGINNINGSHMB GREAT BEGINNINGS    
Closes Friday, 20 April 2012 
Final Judge: Lucy Gilmour, 

Editor, HM&B  
 

STRICTLY SINGLESTRICTLY SINGLESTRICTLY SINGLE   
Closes Friday, 21 September 2012 

Final Judge: (To be confirmed) 
 

All entry information will be available on 
the website soon.  

 
If you have any questions, contact  

Viv Constable, Contests Coordinator: 
vconstable@xtra.co.nz   

 

WELCOME 
TO OUR NEWEST MEMBERS: 

 
 

Sarah Addison-Rowe in Dunedin 
 

Tracy Lawless in Auckland 
 

Jane Freeman in Wellington 
 

Pauline Bennion in Australia 
 

Michelle Hotham in Auckland 

Friday Workshop Speaker Confirmed 

Randy Ingermanson, “the Snowflake 
Guy”, is confirmed as the speaker for 
the Friday Workshop at next year’s 
conference. More details will follow, but 
to whet your appetite for next August, 
Randy promises a full day on the craft 
of writing fiction—setting, characters, 
plot, theme—all based on the 
Snowflake ideas. 

Randy is perhaps best known for his 
Snowflake method, but he is also the 
author of “Writing Fiction for Dummies”. 
You can read more about Randy and 
the Snowflake method at his website—
www.advancedfictionwriting.com. 

Conference Committee 

A big thank you to those people who 
have already put their hands up to help 
out. Your Conference Committee and 

helpers thus far consist of: 

Conference Coordinator—Susan Sims 

Conference Treasurer—Iona Jones 

Hotel Liaison—Erin Mills 

Conference Registrar—Pamela Gervai 

Volunteer Coordinator—Sue MacKay 

There are still plenty of jobs available, 
so if you want to get involved Iona 
would love to hear from you. Contact 
her on iona.jones@xtra.co.nz 

Call for Workshop Proposals 

The Conference Committee is currently 
considering the format for the Weekend 
Conference next year, particularly the 
number and content of breakout 
sessions. To do this, they would like to 
call for any proposals for workshops, 
panels, or other breakout sessions. A 
proposal should include the essential 
details of the session—title, outline of 
content and format, speaker bio, 
targeted audience, AV requirements, 
length of the session, etc. Sessions 
chosen will receive payment (to be split 
between any joint presenters). 

Please forward any proposals to Iona at 
iona.jones@xtra.co.nz before 31 
December.  

In addition, if you have an idea for a 
session that you would like to see on 
the program—particularly if you have 
presenters in mind—please also feel 
free to drop an email to Iona. ♥♥♥ 

RWNZ Conference 2012 

24-26 AUGUST at the Crowne Plaza Hotel, Auckland 
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From The Pres. 
 

What’s happening in RWNZ? 
 

President Iona Jones brings us up-to-date with the news. 

Once again another month has flown 
by. The scary part is, of course, that in 
less than a month it will be Xmas. 
Where did the year go? And have you 
achieved those writing goals you set in 
the throes of boundless enthusiasm (or 
should that read “alcohol-induced 
madness”) at the start of the year? For 
those of you who have achieved even 
one of your goals, my warmest 
congratulations. For those of you who, 
like me, may have fallen a little short 
this year, don’t despair—2012 is just 
around the corner and what better time 
could there be to set new goals! 

I can think of one group of ladies who 
might be setting themselves some new 
goals now that they will have a little 
more time on their hands. This is the 
last issue of Heart To Heart from the 
outgoing editorial team of Gracie 
O’Neil, Bronwen Evans, Rachel Collins 
and Karen Browning, and I’d like to 
offer them a huge vote of thanks for all 
the work they’ve put in during their 
term. I’m sure everyone will agree 
they’ve done a wonderful job. 

I’d like to offer another huge vote of 
thanks to Viv Adams, who has very 
kindly put her hand up to be the new 
Editor of Heart To Heart. There’s no 
denying it’s a big job and for Viv to take 
on responsibility for it single-handedly 
is fantastic. Of course, that doesn’t 
mean she wouldn’t like others to help 
out! If you think you could help Viv with 
any aspect of Heart To Heart, no matter 
how big or small, then drop her a line at 
whiteclifflodge@xtra.co.nz—I’m sure 
she’d love to hear from you! 

Offering to assist with some small task, 
such as helping out with an aspect of 
Heart To Heart, is a great way to give 
something back to your organisation. 
For those of you wondering what you 
can do, I’d like to tell you about several 
new opportunities where you can get 
involved. 

One of our new initiatives is the New 
Member Liaison Scheme . This 
scheme pairs up all new members with 
a mentor for the first three months of 
their membership. The mentor is then 
available to answer any questions the 
new member might have in relation to 
RWNZ.  

I’m sure you all remember having 

questions you were scared to ask when 
you first joined. Well, now our new 
members will all have someone 
available on email that they can happily 
ask any question they like—and if their 
mentor doesn’t know the answer, at 
least she will probably know where to 
go to find it.  

Giovanna Lee has taken on the role of 
New Member Liaison Coordinator 
and is keen to hear from anyone who 
would like to mentor. All you need is 
access to email and a willingness to 
help out our newbies and make them 
feel part of RWNZ. If this sounds like 
you (and I would have to say it sounds 
like the entire membership of RWNZ to 
me!) then drop Giovanna a line at 
giovanna@xtra.co.nz. 

Another new role is the Online Course 
Coordinator . This position requires 
someone who will take responsibility for 
organising one or two online workshops 
a year. The role wil l  involve 
approaching relevant workshop 
presenters and will primarily be one of 
email communications, but should not 
involve a large workload. If you think 
this could be you, please email me at 
iona.jones@xtra.co.nz.  

On the subject of online courses, I am 
very pleased to announce that Susan 
Meier (Harlequin Romance Author 
www.susanmeier.com) will be doing her 
fabulous “Can this manuscript be 
saved ?” workshop for us as an online 
course in March 2012. Further 
information and registration details can 
be found on our website. At only $10 
for RWNZ members, this is one course 
not to be missed. 

That conveniently leads me into 
another opportunity for someone to 
take on a small role for RWNZ. In order 
to run Susan’s workshop we need an 
Online Course Moderator . This 
person would set up a Yahoo Group 
through which to run the workshop (and 
instructions on how to do this can be 
provided) and then moderate the group 
during the course of the workshop. 
Again, this position should not involve a 
large workload. Let me know if you’d 
like to take on this role. 

Moving on to other news, I’m thrilled to 

Here Comes The Judge! 
Have you ever thought about 
volunteering as a judge for one of 
RWNZ's great contests but been put off 
because you weren't sure about the 
judging process? Are you already a 
judge but would like a bit of a refresher? 
Well, we have the answer for you. 
RWNZ’s Judge Training Scheme is now 
underway. 

By enrolling in the scheme, not only will 
you receive some great guidelines on 
how to score, what to score, what to look 
for and what not to look for, but you’ll 
also get a chance to study some pre-
judged samples to see how it's done. 
After that, it will be your turn to have a go 
at judging a sample piece of writing in a 
non-competitive environment and you'll 
get feedback to let you know how you 
went. So, how about it? Ready to give it a 
go? 

If so, then email the Judge Training 
Coordinator at 

rwnzjudgetraining@gmail.com 

announce that Randy Ingermanson , 
the man responsible for the Snowflake 
method, is confirmed as the speaker for 
our Friday Workshop at next year’s 
conference. For more details about the 
2012 Conference, see the Conference 
Update information on Page 1. 

Finally, an important notice for all 
members .  The username and 
password for the Members Only area of 
the website is changing on 1 
December. You should all have 
received an email advising you of the 
new username and password. If you 
haven’t, then please get in touch with 
our Membership Secretary, Kris 
Pearson and check your contact email 
address on our database is correct. 

Well, that’s it from me. Before I go 
though, a very Merry Christmas and 
Happy New Year to you all. Do enjoy 
the festive season and be careful on 
the roads if you are travelling. As there 
is no Heart To Heart in January I will 
see you back here in February. In the 
meantime, may your words flow. ♥♥♥ 

 

The only way to be absolutely safe  
is to never try anything for the first time. 

 

Magnus Pike 
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SOLD! 
Louise Groarke,  writing as Louisa George, 
has sold a second book to Mills and Boon 
Medical, release date of July 2012. She has 
also been offered a three book contract . 
 

Sue Mackay has sold  The Dangers Of 
Dating Your Boss to HM&B. It’s out in the 
UK May 2012 and NZ/Australia June 2012. 
She has also signed a contract for four 
medicals . 
 

Soraya Lane has sold her fifth book to 
Harlequin Romance. 

Woos, Hoos, and News 
 
Celebrating our members’ achievements. 
 
Send your successes to Tyree Connor at rocker.t@xtra.co.nz  

COMPETITION SUCCESSES 
RWNZ Strictly Single Finalists 

• Michelle De Rooy x 2 

• Leeann Morgan x 2 

• Allison Withers 
 

RWAustralia High Five Finalists 
includes RWNZ members  

• Jennifer St George 

• Melissa Smith 

• Bernice Greenham 
 

Pauline Bennion w/a Jennie Jones placed 
first in Romance Writers Ink 2011 Where 
The Magic Begins comp, in Single Title 
category.(Her first win! Yayee!!) 
 

Susanna Rogers is a finalist  in the MARA 
Fiction From the Heartland Contest 2011  
and a finalist  in the Series Category of the 
Valley of the Sun 2011 Hot Prospects 
Contest . She also received an honourable 
mention in the 2011 Put Your Heart in a 
Book Contest . 
 

Kris Pearson has been announced as one 
of the eight winners for the editor fast 
turnaround crits at the ECWC Conference 
in Seattle . 
 

RT Reviewers Choice  
Best Book Awards  

 

♥ First Series Romance: 
Soldier On Her Doorstep 
Soraya Lane , Harlequin, (July 2011) 
 

♥ Harlequin Desire: 
Falling For The Princess 
Sandra Hyatt , Harlequin, (July 2011) 
Reclaiming His Pregnant Widow 
Tessa Radley , Harlequin, (November 2011) 
 

♥ Harlequin Nocturne  
Lord Of The Abyss 
Nalini Singh , Harlequin, (December 2011) 
 

♥ Harlequin Presents Extra  
Protected By The Prince 
Annie West , Harlequin, (February 2011) 
 

♥ Harlequin Superromance  
Here Comes The Groom 
Karina Bliss , Harlequin, (January 2011) 

Soldier On Her Doorstep 
Soraya Lane , Harlequin, (July 2011) 

The Army Ranger’s Return 
Soraya Lane , Harlequin, (August 2011) 
 

♥ First Historical Romance 
Invitation To Ruin 
Bronwen Evans , Brava, (March 2011) 
 

♥ Sensual Historical Romance  
Midnight’s Wild Passion 
Anna Campbell , Avon, (May 2011) 
 

Career Achievement  
Best Author Awards  

Nalini Singh (paranormal section) 
 

♥ Vampire Romance  
Archangel’s Blade  
Nalini Singh , Berkley Sensation, 
(September 2011) 
 

♥ Paranormal Romance  
Kiss Of Snow 
Nalini Singh , Berkley Sensation, (June 
2011) 

NEW RELEASES 

 

Enduring Love 

Ann Patrick 
On sale now 

Whiskey Creek 

Surgeon in a Wedding Dress 

Sue MacKay 
NZ/Aus release Jan 2012  

HMB 

Enduring Love 

Rae Roadley 
On sale now 

Penguin 

Sandra Hyde Memorial 

Romance Writers Trust 
Romance author Sandra Hyde (writing as Sandra Hyatt ) died suddenly 
on August 21, 2011. Because so many have been touched by Sandra’s life, 
either personally or through reading her wonderful books, her family has set 
up a trust to continue her legacy of generosity and kindness by furthering the career of an 
emerging writer.  

Money raised by the Trust will form an annual education grant, awarded to an aspiring NZ-
based romance writer to enable them to attend a national or international writers conference, 
to improve their craft and progress their writing goals. 

Sandra wrote romance because it reflected who she was as a person. Someone who had the 
courage to be an idealist in a cynical world. Someone who believed in the power of love to 
overcome any tragedy or obstacle. Someone who believed in heroes and had one at home to 
prove it.  

If you wish to be part of Sandra’s legacy to future writers, you can make a contribution to the 
trust by: 

• Direct credit to the Bank of New Zealand, Sandra Hyde Memorial Romance Writers 
Trust—Account Number 02-0400-0092688-00 

• (For International Transfers—Sort Code 02-04-00 Swift Code BKNZNZ22) 

• Through Paypal using SandraHydeTrust@gmail.com  as the recipient.  

• Cheque (within NZ) made out to the Sandra Hyde Memorial Romance Writers Trust and 
posted to: 191 McNicol Rd, RD5 Papakura, Auckland. 

For any further information please email SandraHydeTrust@gmail.com  
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P 
eople get the concepts of 
branding, promotion, marketing, 
and advertising all muddled up. 
It’s not surprising, because they 

are all interconnected. Yet they’re not 
the same. While each of the following 
things should reflect and support your 
brand and, taken together, help build 
that brand, none of them by themselves 
are a brand. 

• Advertising your product  

• A good website  

• A catchy slogan or tagline  

• Running a competition  

• A graphical logo  

• A popular blog  

Companies will go to the wall to defend 
and protect their brands because brand 
awareness is one of the most hard-won 
and valued commodities in a 
corporation’s arsenal.  

There’s a good reason for this. 
Branding works subliminally to affect 
what users think of your product or 
service. They may not understand how 
(or even that) they’ve been affected. 
They just are. And a customer who is 
busy selling themselves your product is 
gold ! 

What is a brand? 

More traditional concepts of branding 
refer to the unpleasant business of 
burning a symbol into the hide of a 
living animal. Not only is this brand an 
indicator of ownership but it is also 
used to signify heritage, breed, or 
qualities unique to a particular line of 
an ima ls .  So  recogn is ing  and 
responding to the brand helps buyers 
get themselves a cow or a horse with 
qualities they were expecting. 

Similarly, your author brand will allow 
readers to recognise your quality, 
heritage, and breed of story from 
amongst the rambling flock of others. 
But you have to have a clear (and 
accurate) idea of what your brand is 
before you can start communicating it. 

There are five essential factors that 
make up a brand: 

Recognition: First and foremost, you 
want people to recognise your brand. 
Building brand recognition takes effort 
and time but starts to become second 

nature in everything you do.  

Association: You want those who’ve 
recognised your brand to make the 
right and positive associations. (Ask 
yourself what your first thought is now 
when you see the BP logo… happy 
motorists or oil-slicked penguins?) A 
brand, once damaged, is difficult to 
repair.  

Longevity: The most successful 
brands don’t chop and change. They 
move with the times, sure, but they 
don’t keep reinventing who they are. 
CocaCola, the most recognised brand 
in the world, has not changed the 
famous hand-written logo/font since 
1885. Pepsi have changed theirs ten 
times in that same period. 

Exclusivity: Getting your brand 
established before the imitators do is 
essential. There’s nothing you can do 
about the imitators, but you absolutely 
do not want to be one of them.  

Loyalty: Getting to a place where a 
customer will buy your product just 
because it has your name on it is 
priceless. Plus you know that they’ll be 
talking you up and spreading word-of-
mouth, too. Loyal customers are your 
best marketers. 

I don’t need a brand until I’m 
published, right? 

An agent might give you advice on 
what kind of brand you should adopt 
but its unlikely a publisher will. They 
hope you know your brand. Chances 
are you pitched them with it. Chances 
are you caught their eye with it… (and 
yes, most publishers will Google a 
prospective author to see what kind of 
a market presence they have and how 
professional they are). 

A well established brand tells a 
publisher/agent that: 

• You have marketability (if you got 
their attention you’ll get reader 
attention) 

• You’re serious about your 
business (so you have to get it right 
or you’ll look like you’re not serious 
about it) 

• You believe in yourself as a writer 
(a half-arsed brand, or a brand that 
shifts and changes won’t fool 
anyone) 

It is never too early to start thinking 
about your brand and developing the 
strategies and materials you’ll need to 
support it. These days, the best yet-to-
be-published authors are already 
shoring up their brand via social 
networks and developing groups of 
interested people who can become 
customers the moment their goal of 
publication is achieved. 

The absolute worst time to start 
thinking about this is the day after the 
call. Beyond that shining day your 
learning curve begins all over again. 
Writers who have slowly swum their 
way up through the channels of 
learning and perfecting their craft now 
find themselves in a much scarier, 
more pressurised, crowded and 
competitive waterway—the published 
pool. 

There is simply no time then to develop 
a solid brand and do all the work 
needed to get it established. So you 
risk ending up with a rushed effort. 

Believe it or not, now truly is the most 
time you’re ever going to have. 

Elements of a Brand  

1. Know thyself. 

This isn’t only important for branding 
purposes. If you can’t define what you 
write, how will you ever pitch/sell/
communicate it to anyone? Developing 
your brand requires some long, hard 
conversations with yourself—and with 
others who are familiar with your work, 
astute about the marketplace, and will 
be honest with you. 

Ask yourself the following questions as 
a starting point: 

Q: What are you selling? (What is 
your product? Is it you? Is it your book? 
Is it your sub-genre?) 

Q: Is that the strongest part of your 
‘product’? Could your characters be 
stronger? Your world? 

Q: How do you want people to 
perceive your work? 

Q: What do you promise to deliver? 

Q: What makes your product 
unique? 

Q: How can you communicate that 
uniqueness in a rich, evocative 
single sentence? (Note the emphasis 

(Continued on page 22) 

An Author Brand 
 
Do you need a brand before you sell your book? 
 
In this article based on her workshop, Harlequin Romance author 
Nikki Logan tells us why the answer is “Yes!” 
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Contests and Markets 
 
P.D.R. Lindsay-Salmon shares some potential markets and 
Rachel Collins suggests a few contests. 

International Contests 
Great Expectations  
Deadline: December 30, 2011  
Eligibility: Open to entrants who  
1. are unpublished or uncontracted in book-length romantic 

fiction;  

2. are unpublished or uncontracted in the category entered; OR  
3. have not been published, sold, or contracted in the category 

entered for the past three years. 

Enter : First 25 pages + micro-synopsis (300 words max) 
Fee: $30 for RWA members, $35 for non-RWA members ($5 early 
bird discount for entries received by December 10) 

Contact: www.ntrwa.org or e-mail gecoordinator@ntrwa.org 
 

2012 Marlene Awards 
Deadline: January 15, 2012 
Eligibility: Unpublished 
Enter: 35 pages maximum (story opening and synopsis). 
Fee: $20–30 
Contact: www.wrwdc.com 
 

2012 Winter Rose Contest for Unpublished Authors 
Deadline: January 16, 2012 
Eligibility: RWA members in good standing, unpublished in the 
previous 5 years 

Enter: First 25 pages of your romance manuscript 
Fee: $25 
Contact: www.yellowroserwa.com 
 

2012 Laurie Contest  
Deadline: February 1, 2012 
Eligibility: Unpublished in the last 3 years 
Enter: First twenty-five pages of unpublished novel—no synopsis 
Fee: $25 
Contact : www.smrw.org/contests 
 

Published Writers Contests 

2012 New England Reader’s Choice Bean Pot Award 
www.necrwa.org 

Write Touch Readers’ Award Contest (published) 2012  
www.wisrwa.org 

Golden Quill 2012: Published      www.desertroserwa.org 
2012 Award of Excellence    www.coloradoromancewriters.com 
2012 Booksellers Best Award Contest    www.gdrwa.org 
2012 Gayle Wilson Award of Excellence    www.southernmagic.org 

Potential Markets 

Eric's Hysterics 
Deadline: N/A 
Eligibility: Any writer 
Seeking: Humorous stories, 100 and 3,000 words. Literary style 
humour please. Romance in all subgenres welcome. 
Payment: Pay is $5 per piece 
Guidelines: http://www.erics-hysterics.com/ Click on Submissions 
Email: Ericshysterics@gmail.com. 
Website: http://www.erics-hysterics.com/ 
 
Storm Moon Press 
Deadline: Check each anthology listing at http://tiny.cc/kvhs6 
Eligibility: Anyone 
Seeking: Short stories for several anthologies for 2012 and 2013 
including the Glam Rock anthology. All gay. 
Payment: Authors will receive royalties as well as an initial payment 
of $50 for their story. This payment is not an advance and does not 
have to be earned out before royalties are paid.  
Guidelines: http://www.stormmoonpress.com/anthologies.aspx 
Email: submissions@stormmoonpress.com 
Website: www.stormmoonpress.com 
 
Coffee and Cream Publishing 
Deadline: N/A 
Eligibility: All writers 
Seeking: Romance that brings differing individuals together to 
create a moving and passionate story with good characterization. 
Must show that differing race, creeds, or colour does not affect true 
love. Tightly told, well-written stories with great characters are 
eagerly sought from writers anywhere in the world. 
Payment: Can be as much as 45% of the cover price on website 
sales and 35% of 3rd party sales. Short story payment is usually 
US$2.00 per page, based on a 350 word count per page. 
Guidelines: http://www.coffeewithcreampublishing.com/submissions 
Email: elizabeth@coffeeandcreampublishing.com 
Website: http://www.coffeewithcreampublishing.com 
 
Decadent Publishing 
Deadline: N/A 
Eligibility: All writers 
Seeking: The Honor Guard line is new, sexy, and must be a 
contemporary “multi-national romance story with a heat level of 3-5 
and word count between 10k-30k.” The setting should be any U.S. 
embassy around the world. The hero must be an alpha male who 
has some part in embassy operations. This is interpreted widely—
anything from guard, military police, to spy! The heroine can be an 
American or foreign national. She must be over 25. Or the story 
could be a ‘Late Escape’ romance between couples aged over 50. 
The setting must be full of ‘local flavour’. 
Payment: Generally payment is 40% of gross list price for e-book 
sales, 35% of gross list price for third party sales, and 35% for print 
sales for First Rights. 
Guidelines: http://tiny.cc/dnms9 
Email: submissions@decadentpublishing.com 
Website: http://www.decadentpublishing.com 
 
Mixer Publishing 
Deadline: N/A 
Eligibility: Any writer 
Seeking: Mixer romance should avoid clichés and patriarchal 
ideology.  
Payment: $25-$100 for online publication, depending on length and  
quality; $25-$100 for print publication, based on the same standard--
some stories will be online only while others will be chosen for online 
and print publication. 
Guidelines: http://mixerpublishing.submishmash.com/submit 
Email: Romance Info: rebekah@mixerpublishing.com 
Website: http://mixerpublishing.com 

Potential Markets (continued) 
The Zharmae Publishing Press 
Deadline: N/A 
Eligibility: Any writer 
Seeking: Science fiction, fantasy, young adult and exceptional 
children's science fiction/fantasy, horror, mystery, action/adventure, 
thriller/suspense, historical fiction, romance, and erotica.  
Payment: We do pay advances; however, an advance above 
$2,500 is rare and reserved only for Authors with previous sales 
records and/or a backlist of several titles. A first time author may 
expect an advance offer ranging from $800-$1,500. 
Guidelines: http://tiny.cc/2xnvq 
Email: manuscripts@zharmae.com  
Website: http://www.zharmae.com/ 
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things to discuss in the event the agent 
loves your book. I recommend printing 
out WordServe Literary Agent Rachelle 
Gardner’s blog post, What to Ask an 
Agent, http://tiny.cc/fohj6 and highlight 
the questions most important to you. 

During the Call  

You have probably never met the 
agent, but even if you have, use 
common courtesy. Thank her for calling 
you and ask her how she is doing. You 
might chit-chat a few minutes, or she 
might get right to the point. Relax—
impossible, I know!—and follow her 
lead. 

General Questions to Ask the Agent  

1. Is there a written contract? Is it 
open-ended or for one book? 
Written contracts protect both you and 
the agent. Some agents take you on for 
only your current book, which can be 
stressful if no publisher picks it up. Now 
you’re back to the drawing board for 
your next book. Think this through 
carefully before signing. 

2. What happens if either the client 
or agent wants to end the 
relationship? 
Most agents would want you to talk to 
them before things get to this point, but 
if you’re determined to dissolve your 
relationship, expect to be required to 
submit a certified letter thirty days in 
advance. 

3. Do you let your clients know 
when and where you submit their 
work? 
Communication is very important. You 
should know what is happening with 
your projects. 

4. Do payments go through the 
agency first? 
It’s common for publishers to send 
author payments to the agency. The 
agency then takes their percentage and 
sends the author a check. The author is 
responsible for paying her own taxes. 

5. How long does it take from when 
the publishing house sends the 
payment to when the agency sends 
it to the client? 
Money should be sent to you in a timely 
manner. There is no reason for an 
agency to sit on your check for three 
months. 

6. Does your agency charge for 

Y 
ou’ve sent your query to 
legitimate agents and have 
requests  for  your  ful l 
manuscript. Every three 

minutes you’re stalking your inbox, your 
telephone, even your mailbox. You can 
barely contain your excitement. It’s just 
a matter of answering the phone, 
hearing “I want to represent you,” and 
shouting, “Yes, yes!” 

Hold on a minute. Getting “the call” 
from an agent is one of the most 
exciting events in an aspiring writer’s 
life. But before we jump in, it’s smart to 
be prepared. This is a business 
arrangement, a long-term partnership. 
We want to enter it with as many facts 
as possible so we can make an 
informed decision about our writing 
future.  

Before the Call  

As soon as an agent requests your full 
manuscript, go to the agency’s website. 
Scour the site for details about how 
they operate. If the agency has a blog, 
search for posts about new clients, 
getting the call and, especially, pay 
attention to any posts written by the 
agent you’ve queried. You’ll get a better 
understanding of how the agency 
works, if they are committed to long-
term relationships with their clients, or if 
they focus less on careers and more on 
individual books.  

Next, Google the agent and read 
interviews and other interesting links. 
This is very helpful if the agency 
doesn’t have a website. If an Internet 
search yields few results, don’t worry. 
Some top-notch agents keep a low 
profile to discourage a tidal wave of 
queries.  

It’s also smart to find out who the agent 
represents. You might only be able to 
learn of one or two clients, but these 
authors will give you an idea of what 
the agent is looking for. If the agency’s 
website does not list their clients, head 
to the website Querytracker (http://
querytracker.net). The section, “Who 
Reps Whom,” under their Resources 
tab features an alphabetical list of 
agents and their clients. Not every 
agent or client is listed, but it’s still a 
useful tool. 

W h e n  y o u  h a v e  a  g e n e r a l 
understanding of the agency and who 
the agent represents, create a list of 

mailing, faxes, copies, phone calls, 
or reading fees?  
Some agencies do, some don’t. It’s 
good to know up front. Do not sign with 
an agent who charges reading fees. No 
agent is better than a bad agent. 
Legitimate agents make money after 
the project sells. 

7. How close is my book to being 
ready for submission? 
This is where the agent will let you 
know if you need to revise more. Also, 
ask if she typically reviews clients’ 
work. Not all agents give editorial 
advice. Some authors prefer no 
feedback, others want agent input. Find 
out the agent’s policy before you sign. 

8. What is a typical time lapse 
between me submitting a proposal 
to you and you acting on it and 
getting back to me?  
You might not get a straight answer on 
this, and that’s okay. Most agents are 
very busy and their schedules fluctuate 
during the year. It doesn’t hurt to ask. 

9. How do you keep clients 
informed on your behalf? E-mail, 
phone, or both? 
If the agent corresponds 90% of the 
time by e-mail and you’re expecting 
90% by phone, you might falsely 
assume you aren’t a priority. Find out 
his or her preferred method right away. 
Many agents use a combination of e-
mails for day-to-day issues and phone 
calls for important events. 

Optional general questions:  

• Do you help edit your clients’ work? 

• Do you brainstorm ideas with your 
clients? 

• Are you involved in career planning? 

• Do you forward rejection letters from 
editors? 

• Does your agency handle foreign 
rights and film rights? 

• Do you offer advice or services on e-
publishing or self-publishing?  

Questions Related to Your Book:  

1. What is the next step after I sign 
the contract?  

The agent should direct you on whether 

(Continued on page 16) 

Questions To Ask An Agent 
 
When you get that agent offer, what do you do? 
 
Inspirational romance writer Jill Kemerer  suggests a few things you 
need to know about the agent offering representation. 
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How to Interpret Rejection Letters 
 
Are there nuances lurking in those gut-wrenching re fusals? 
 
Romance editor and writer Irene Vartanoff  talks about the types of 
rejection letters and the significance of each. 

M 
any publishers of romance 
novels allow manuscript 
submissions directly from 
writers without an agent. But 

since the majority of submissions get 
rejected, then writers get rejection 
letters that they must interpret on their 
own. It can happen to you. Despite all 
your high hopes, after some months 
you receive a letter from a publisher 
saying they do not want to publish your 
manuscript. But you aren’t sure why.  

There are three basic kinds of rejection 
letters. Reviewing what they contain 
and what they mean may help reconcile 
you a little to the inevitability of 
receiving them. Rejection is part of 
being a writer.  

The Form Letter Rejection .  

This is the toughest because it’s a 
printed form letter. It usually does not 
list a real editor’s name, so you can’t 
call and ask for details or clarification. 
This letter typically thanks you for 
submitting your manuscript, says that 
your material unfortunately is not what 
they want to publish at this time, and 
wishes you well in placing it elsewhere. 
And that’s all. It does not say if the 
editors hated your characters, laughed 
at your plot, or thought you couldn’t 
write your way out of a paper bag. But if 
you let a form letter rejection puncture 
your self-esteem, you may start 
imagining those negative reactions.  

The most important aspect of a form 
rejection is that it is a form. It means 
that whatever you submitted is not even 
close to what they want to publish at 
this time.  

Compare your story to what they do 
publish and try to figure out why. If it is 
very close, it might be too familiar a 
plot. If it’s very far off, it might not fit into 
their publishing program.  

“At this time” is significant, too, because 
next year that very publisher might be 
looking for your kind of story.  

Unfortunately, a form rejection often 
means that your writing style did not 
impress anybody, either. And yes, as 
long as you followed the submission 
guidelines, someone at the publishing 
house did read a good portion of your 
submission. Publishers that accept 
unagented submissions do read them. 
But editors are busy, and if your 
submission is far off the mark, no one is 

going to take the time to tell you what 
your writing lacks or has too much of. 
Why should they?  

Other submissions, perhaps ones much 
closer to what they seek, are 
demanding their time. Don’t forget, 
publishing is a business, not a writing 
school. 

The Letter Rejection I .  

The second kind of rejection letter is 
warmer because it comes from an 
editor directly and it may praise some 
aspect of your writing.  

But sometimes writers misinterpret its 
meaning. The rejection still holds: Your 
story is not right for this publisher at this 
time. The editor does not want to see it 
again, so do not revise the rejected 
novel and resubmit it.  

However, the editor is willing to read 
something else by you. In your chagrin 
at being rejected, do not ignore the 
engraved invitation to submit another 
manuscript. Make sure you do so 
promptly. 

The Letter Rejection II .  

The third kind of rejection letter is the 
best kind. The story has flaws, but the 
editor likes it and makes specific 
suggestions for changes. She may say 
she is willing to consider it again once 
you make those changes, or she may 
not.  

Yet, detailing specific changes always 
is an implicit invitation to resubmit the 
same story after you have made the 
changes. Just don’t take a year to 
revise. Fashions in genre stories 
change swiftly, and editors change jobs 
a lot. A professional writer would be 
expected to do revisions in a matter of 
weeks, not months, so act like a pro 
and revise quickly.  

Be thorough. And don’t assume that 
your manuscript will automatically be 
accepted once it ’s revised. A 
manuscript with flaws significant 
enough to generate a rejection letter 
may require a level of rewriting of which 
you are not yet capable.  

And there’s something else to consider: 
the editor’s suggested changes might 
not agree with your concept of the 
story. You might prefer to submit your 
unrevised manuscript to another 
publisher instead.  

The ideal response from a publisher is 
an offer to buy your manuscript. But all 
writers get rejected at one time or 
another. If you have submitted 
repeatedly and only received form 
rejections, it’s time to do a stern 
comparison between your manuscript 
and romances that do get published. 

You can also submit it to a writing 
contest that promises a critique, such 
as MyRomanceStory.com, or join a 
writers’ critique group and get reactions 
from other developing writers.  

But please do not burden your family 
and friends with requests to read your 
rejected romance. Their kind-hearted 
opinions will not help you develop your 
ability to be self-critical. And if you ask 
people unfamiliar with the romance 
genre you’ve chosen to review your 
material, they may make suggestions 
that are not appropriate for the genre. 

Most of all, writers who want to get 
published need to develop a thick skin. 
Rejection letters are just part of the 
writing life, and some, maybe many, will 
come your way. Sometimes your only 
option, if you must see your story in 
book form, is to self-publish. ♥♥♥ 
Irene Vartanoff www.irenevartanoff.com  
is a longtime romance editor and writer 
who got her start in comic books. Her 
published graphic romance novellas 
include “Breaking All the Rules” and 
“The Egyptian’s Texas Spitfire.”  

Irene contributes to the blog 
www.MyRomanceStory.com  under her 
comic book nom de plume, Poison Ivy. 
Now writing novels, she is a two-time 
winner of the Kiwi Writers SoCNoC 
challenge and four-time winner of 
NaNoWriMo. She visited New Zealand for 
the first time in 2010 and hopes to return 
soon. 

This article is reproduced with the 
permission of Arrow Publications: Arrow 
Publications LLC has offices in 
Bethesda, Maryland, and is a publisher of 
fiction and non-fiction books. Arrow also 
publishes the premier romance graphic 
novel site, MyRomanceStory.com 

 

“A form rejection means  
that whatever you submitted  

is not even close  
to what they want to publish  

at this time.” 

 

Never cut what you can untie. 
 

Joseph Joubert 
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L 
ots of people have been asking 
about this lately, especially with 
the suddenly-rampant myth that 
you must have a book deal or 

an offer in order to find an agent. (For 
the record, again: this is not true at all.) 

So I thought I'd tackle the topic of 
submitting to editors without an agent. 
And I'll start by saying something you 
might not expect to hear from an agent: 
submitting to editors without an agent 
isn't always a bad thing! 

But first, and most importantly: there 
are some serious perils involved that 
you should be aware of if you're 
considering submitting to editors 
directly. The biggest: If you query a lot 
of editors simultaneously with your 
agent  search you may be 
inadvertently killing the submission 
process if you eventually find an 
agent. This is because most agents I 
know won't resubmit to a publisher who 
has already considered a project, even 
if it was sent to the publisher 
unagented, and even if it subsequently 
undergoes a revision (unless the editor 
specifically asks). 

If you are hoping to find an agent: 
submitting to editors widely is not the 
way to go. An agent will be less likely to 
take on your project if you have already 
sent your manuscript to the major 
publishers. 

That said, while bearing in mind the 
above, there are some instances where 
submitting directly to editors makes 

Your 10-Point Website Checkup 
 
Presented with permission of the author, Penny Sansevieri, owner of 
Author Marketing Experts. 

Submitting Without an Agent 
 
Is it always a bad thing? 
 
Former literary agent Nathan Bransford  sets down the pros and cons. 

sense. They are: 

1. You met an editor at a writer's 
conference, made a personal 
connection, and they offered to 
consider your work. 
Sure! You have their attention. Go 
ahead and send it to them. 

If you are in the process of trying to find 
an agent, though, I'd mention that to 
the editor when you send your 
manuscript, just so they aren't caught 
unaware if you find one. 

2. You are working in a genre that 
is unlikely to attract an agent 
because it is a niche market, 
experimental, or otherwise is 
customary for editors and authors to 
deal with each other directly. 
There are many wonderful small 
presses who do not usually work with 
agents because it's simply not viable for 
agents to take the time to represent 
authors for niche projects that will 
translate to very small advances and 
sales. I can't provide a rundown of 
every genre where this applies, but do 
your research and find out what is 
customary.  

3. You tried querying agents, you 
came up empty, and you want to try 
with editors directly. 
Queried 50-100 agents and couldn't get 
a bite? Reached the end of your list? 
Why not try with editors who are open 
to unsolicited submissions? 

And then, if they are interested and you 

get an offer, it can definitely help land 
you an agent. Again, though, I would 
recommend you keep the editor posted 
about your search for representation so 
they are not caught unaware if your 
new agent shows up to negotiate the 
deal. Many editors would actually prefer 
to work with agents because it 
streamlines the process and usually 
means less work for them. 

And trust me—even if you do get an 
offer without an agent, having an agent 
to negotiate the contract alone is worth 
15%. Even if you're a lawyer or have 
one handy, there are terms and 
customs that are particular to the 
industry, and having someone to 
manage the process and look out for 
your bigger career is worth its weight in 
commission. 

So yes, there are times when it makes 
sense to send your manuscript to 
editors and yes, there are authors who 
got their first deal(s) without an agent. 
However, that doesn't then mean your 
best chances of success will come from 
sending to editors without an agent. 
♥♥♥ 

Reproduced with permission. 

Formerly a literary agent with Curtis 
Brown Ltd., Nathan Bransford is now a 
publishing civilian working in the tech 
industry. His middle grade novel, Jacob 
Wonderbar and the Cosmic Space 
Kapow , was published by Dial Books for 
Young Readers in May 2011. You can find 
out more about Nathan at his blog: http://
blog.nathanbransford.com . 

3. Media Room: Even if you have never 
had any TV or radio appearances, you 
should have a media room. The media 
room is a great place to list all of your 
accomplishments as they relate to the 
book. It’s also a good place to put your 
bio, picture (both of you and the book 
cover), as well as media Q&A, and a 
host of other items. 

4. Website Copy: Your website isn’t a 
magazine. People don’t read—they 
scan—so make sure your site isn’t so 
crammed with text that it’s not 
scannable. Ideally, your home page 
should have no more than 200 to 250 
words. Also, make sure you have a 
clear call to action. You want your 
visitors to do something on your site, 

(Continued on page 21) 

site is like finding typos on a résumé. 
Doesn’t bode too well, does it? 

2. Website Statistics: Do you know your 
site stats? Did you even know you can 
get them? Site statistics are part of 
every website design. If you don’t have 
access to them, make sure you get this 
information. Google Analytics is a good 
site stat service—comprehensive  and 
easy to integrate into your site. You 
should know your traffic patterns and 
learn to read these reports (it’s easier 
than it sounds). This way you’ll know 
what your site is doing and what it isn’t. 

S 
o you have a website. 
Congratulations! Now let's make 
sure it's doing what it is 
supposed to be doing for you. 

Read: selling your book or product. While 
websites will differ in color, layout, and 
target audience, there are a few things 
that need to remain consistent.  

1. Editing: Your website needs to be 
edited. There is no discussion on this 
topic at all. And don’t self-edit. Hire 
someone to go through your site page 
by page and make sure you don’t have 
any typos. Finding mistakes on your 
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A 
gents! Everyone wants one, 
but no one can seem to find 
them. More elusive than a bird-
of-paradise, and even easier to 

scare off for good. Demand far 
outweighs supply. 

Except when it doesn’t. 

More and more often these days, when 
a writer gets an offer, they wind up with 
several offers. More than one agent 
wants to get their hands on the 
manuscript because it’s a darn good 
story, it’s well-written, and it’s highly 
commercial. 

So what do you do in this situation? 
How the heck do you choose just one? 

First Things First 
First, make sure that you have notified 
all other agents in possession of the 
manuscript and given them a response-
deadline  

Second, do not refuse anyone before 
the time is up or  before all agents have 
responded. You may, of course, make 
a decision, but don’t notify anyone until 
you’ve reached your deadline or all 
agents have said yes or no. 

Now onto the Famous Call. 

What To Ask During The Call 
Be sure to gargle plenty of salt water 
and practice your phone-voice. You 
want to make your best impression, 
after all. And also, be sure to avoid 
phrases like, “Garsh” or “Huh-hyuck.” 
These do not give an impression of 
intelligence. 

Prior to the call, you should prepare a 
series of questions to give each agent. 
Even if you have only one offer, you 
should do this. Some important things 
to consider are: 

• How did you get to be an agent? 

• How many clients do you have now? 

• What professional organizations are 
you a part of? 

• Do you handle film rights  Foreign 
rights? Audio rights? 

• Are you a hands on 
agent? Or do you 
prefer to leave all that 
to the writer alone? 

• In what “state” do 
you think my book is? 
In other words, how 

much editing do you feel it still 
needs? 

• What would be your timeline for 
submitting? 

• How often do you like to check in 
with your clients? 

• Do you charge any fees? And what 
is your percentage? 

• What would you expect from me as a 
client? 

• If I sign with you, what will happen 
next? 

• Can I see a copy of your agency 
agreement? 

The last question is of particular 
importance. Try to see a copy of the 
agreement—most agents will happily 
comply—so you can be sure it’s a 
contract you want to sign. 

What To Consider Next 
I'm not sure this agent fits... 

Once you’ve spoken to each agent on 
the phone, now is the time for you to 
decide . If there is no obvious choice—
someone with whom you instantly 
connected and without whom the world 
would be dreary and gray—then now is 
the time to compare/contrast. I suggest 
weighing pros and cons. 

For example, if you want minimal agent 
feedback, and Agent 1 is hands-on 
while Agent 2 is hands-off, then Agent 
2 has +1 pro and Agent 1 has +1 con. 

Some aspects to consider (and that 
work well as pros/cons): 

• Enthusiasm (for your book, for your 
career) 

• Agency agreement 

• Experience 

• Hands-on/hands-off 

• Age (perhaps you’d rather work with 
someone close to your own age) 

• Number of clients 

• Editorial vision for your book 

• Career vision for future books 

• Submission plan for this book 

• Phone conversation (too friendly? 
too cold? not professional enough?) 

• Professional organizations 

• Gut instinct 

Tally it up, ponder it, dwell, moan, 
whatever. Just be sure to have a 
decision in time to meet your own 
deadline! 

Oh, you have decided already? You’ve 
found The One you want representing 
you and your novel? In that case, let’s 
move to the final phase of this process. 

Saying “No” 
Because you’ve chosen, you now have 
to tell all those other sweet agents “no”. 
Email is the best way to do this, but it is 
no easy task because, to put it simply, 
rejection sucks. Face it bravely, dear 
Writer and, if you like, use this template 
to help guide your words: 

Dear <Agent Name>, 

Thank you so much for the time and 
effort you spent considering me as a 
client. I appreciate your enthusiasm 
and, even more, I appreciate your offer 
of representation. 

After much thought I’ve decided to 
decline your offer. I ended up with 
several offers and was forced to make 
a choice. It was an especially difficult 
decision because <insert something 
you really liked about the agent>. I wish 
you the best with all your future 
projects, and thanks again for taking 
the time to consider me. 

Best wishes! 

Susan 

And there you have it, folks. Don’t 
forget to notify your chosen agent, of 
course! They’ll want to know that 
you’ve selected them, and they’ll want 
to draw up the needed paperwork 
quickly. 

Now run around and squeal your head 
off, for it’s definitely something you 
have earned.  

Best of luck in your career, Fearless 
Writer! ♥♥♥ 
Susan Dennard is a writer, reader, lover 
of animals, and eater of cookies. She is 
repped by Sara Kendall of NCLit, and her 
manuscript has been purchased by 
HarperCollins and is due for release in 
2012. You can learn more about her 
writing process, crazy life-thoughts, and 
crippling cookie-addiction at: 

http://susandennard.com  

When Multiple Agents Offer 
 

How do you choose the best agent when you have a ch oice? 

Debut author Susan Dennard gives some advice on how to handle this 
situation with professionalism and courtesy. 

 

I am a great believer in luck, and I find 
the harder I work the more I have of it. 

 

Stephen Leacock 
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T 
witter. It’s the social media 
place to be. You do have a 
Twitter account, don’t you?  If 
not, go, create one, we’ll wait. 
*whistling and tapping fingers* 

Okay, great!  Now, you’ve probably 
before heard some of the do’s and 
don’t’s of Twitter, but they’re worth 
repeating.  

• Do converse with others so you get 
to know them and they you 

• Do write a profile that shows who you 
are 

• Do have an image so you’re not a 
spammer-look-alike egg 

• Do tweet regularly to establish a 
presence and make yoursel f 
attractive to followers 

• Do use #hashtags to make your 
posts findable by non-followers 

• Don’t sell, sell, sell 

• Don’t only show up when you have 
something to sell or a blog post to 
push 

• Don’t disappear for days or weeks at 
a time 

Today, though, I want to talk about a 
more specific use and function of 
Twitter: the Twitter Party! A Twitter 
Party is a virtual party using Twitter that 
usually lasts 1-2 hours. The benefits of 
a Twitter Party are that you can 
introduce and direct conversation 
around your brand/book/release/
website launch, or whatever other 
event you’re promoting, to an 
enthusiastic and interested audience. In 
addition, Twitter Parties are a great way 
to find new followers. 

I held my first ever Twitter Party on 
March 31 to debut my new website and 
newly redesigned blog. What follows 
are the tips and lessons I learned from 
that experience: 

Tips: 

1. Create a unique hashtag for your 
event and with every advertisement, 
remind people to use the hashtag—that 
way you can follow all of the tweets 
dedicated to the Twitter Party. For my 
Twitter Website Launch Party, I used 
the hashtag #launchlaura, and through 
Twitter’s Search function I could follow 
every tweet that mentioned my party, 
regardless of whether the people 

talking followed me or I followed them. 

2. Invite people to the party. It 
sounds basic, but you need a group of 
people committed to “attending” your 
virtual party in order to keep the 
conversation going and enthusiasm 
high. Advertise the party on Twitter, 
blog about it, promote it on whatever 
Yahoo loops you belong to, and invite 
all your Facebook friends. Start the 
invites and promotion of the Party a 
minimum of two weeks beforehand, but 
earlier is probably better. 

3. Be strategic in scheduling your 
party to maximize participation across 
time zones. For me, I was most taking 
U.S. time zones into consideration, so I 
scheduled the party from 9:00—11:30 
p.m. EST to capture what I thought 
would be good evening times that 
would work for all U.S. time zones. 

4. Build anticipation for the party by 
revealing the benefits of people’s 
participation (see #5) and doing 
“Countdown to the Party” tweets and 
posts. 

5. Have something new to offer that 
will make people want to come, 
something they’ll only get (or be the 
first to get) if they attend: a website to 
unveil, a free read to post, giveaways 
and prizes for attendees, a new title or 
cover .  And  spread  ou t  your 
announcements of these goodies over 
the course of the party time block to 
keep people there the whole time. For 
example, the schedule for my Twitter 
Party was as follow: 

∗ 9 p.m. #launchlaura begins! 

∗ 9:15 p.m. T h e  d e b u t  o f 
www.LauraKayeAuthor.com 

∗ 9:30 p.m. $5 The Wild Rose 
Press (TWRP) gift certificate 
giveaway 

∗ 10:00 p.m. Debut of book trailer 
for Hearts in Darkness 

∗ $5 TWRP gift certificate and ebook 
of Hearts in Darkness giveaways 

∗ 10:30 p.m. $ 5  T W R P  g i f t 
certificate and ebooks of Forever 
Freed giveaways 

∗ 11:00 p.m. Debut of book trailer 
for Forever Freed 

∗ $10 TWRP gift certificate and 
ebooks of Hearts  and FF 

Nine Tips to a Great Twitter Party 
 

How do you build book-buzz? 

Laura Kaye , bestselling author of contemporary, paranormal, and 
erotic romance, invites us into her own process. 

giveaways 

∗ 11:30 p.m. $15 TWRP gift 
certificate, $20 Amazon gift 
certificate, and ebooks of Hearts 
and FF giveaways 

6. If you do giveaways , you can tie 
in your blog and Facebook accounts to 
the Twitter Party by making the 
following criteria count as one entry for 
your giveaway: 1) follow on Twitter, 2) 
tweet/retweet the party details, 3) 
friend/like on Facebook, 4) follow blog. 
Then the Twitter Party builds up your 
following on all your platforms, not just 
Twitter. 

7. Ideally, have help the night of the 
party. Best case scenario would be 
someone sitting with you at your 
computer helping you keep track of the 
time, helping to pick giveaway winners, 
helping keep track of who’s entered for 
giveaways, and helping guide what to 
post when during the party, and  also 
having a few dedicated friends commit 
to attending the party, so when you’re 
busy picking a giveaway winner, they 
can keep the conversation going for 
you. Also, in case Twitter fails on you 
(which of course it kept doing the night 
of my party!), you have others who can 
keep it going until you get back online. 

8. Pre-write your Twitter content. If 
you plan to have your characters 
“attend” the party, or you plan to offer 
sneak peek quotes from a new release, 
etc., have all that content planned out 
before the Twitter Party begins so you 
can just cut and paste it into Twitter, 
and aren’t searching through your 
manuscript for that really cool quote. 
Twitter Parties move very fast so 
preparation is key. 

During the party, use hashtags with as 
many posts as you can to draw in 
participants that might not have heard 
about it before. Writing related 
hashtags include: #amwriting #writing 
#amediting #editing #books #ebooks 
#kindle #nook #trailers #reviews 
#coverart, etc. Use thematic hashtags, 
too—for my new paranormal romance 
Forever Freed, for example, I’d use 
things like: #vampires #PNR #Detroit. 
Finally, use geographical hashtags to 
welcome new time zones to the party. 
A tweet of this sort might be:  
“Welcome to the #launchlaura 

(Continued on page 17) 
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charging clients for expenses 
incurred by your agency? 
How—and if—clients are charged for 
expenses depends on the agency. 
Never pay any up-front expense fee 
and make sure your expense fee has a 
cap. Most have a maximum they will 
charge and in most cases agents’ 
expenses will well exceed that fee. 
Many of these expenses go to cover 
copying and mailing fees, and the cost 
of submitting books for foreign and 
other sub rights. 

13. When you issue 1099 tax forms 
at the end of each year, do you also 
furnish clients upon request with a 
detailed account of their financial 
activity, such as gross income, 
commissions and other deductions, 
and net income, for the past year? 
Again, this depends on the agency and 
how strongly you feel about having this 
done. If you are fairly disorganized 
yourself, come tax time, you may need 
someone to provide you with these 
numbers.  

14. How will you help grow my 
career? 
Will she send back any books you’ve 
written that she doesn’t feel meet the 
standards you’ve already set for 
yourself as a writer? Will she read your 
work and make editorial suggestions? 
Do you want her to do that? Will your 
agent help you go from category 
romance to single title or some other 
genre? In addition to selling books and 
negotiating a contract, your agent 
should help you build a writing career. 
She should be able to be open and 
honest about the work you’re doing.  

Your “What Do I Do Now?” List 
So, you now have the answers to your 
questions. How do you make your 
decision?  

If you think this agent is not reputable—

run ! REMEMBER: A bad agent is 
worse than no agent at all. 

1. Stay away from anyone charging 
an up-front or reading fee.  

Some agencies may charge a small 
amount for expenses—mailing costs, 
etc; but no respectable agency will 
charge an up-front or reading fee. 

2. Avoid agents who refer you to a 
freelance book doctor or who charge 
for book doctoring/editorial services 
themselves (similar to a reading fee). 

3. No agent who is a member of 
AAR or who acts within their guidelines 
will offer you a book deal that says you 
have to pay. 

4. Question an agent who refuses to 
share the names of any of their clients 
or details of any of their latest sales. 

Some agencies may not be comfortable 
disclosing their client list. However, 
they should be more than happy to 
share the names of the publishers to 
whom they have made sales. If they 
won’t or can’t, then this is a red flag. 
Cross them off your list. 

5. Do you know anyone who has—
or has had—this agent? 
Ask around. Make sure you get input 
from more than one or two authors. 
Some may have had a bad experience 
with this agent while others adore her. 
Some may have an axe to grind and 
refuse to say anything nice. Use 
common sense. 

A Few More Things To Consider: 
If the agent has passed all tests or 
answered all of your questions to your 
satisfaction, then there are only a few 
other things to consider: 

• Do you feel you can trust this agent; 
does she make you feel confident 
about her ability to sell your work?  

• Can you talk openly and honestly 
with her?  

• Would you like to do business 
together? 

• Will a relationship with this agent be 
a good “marriage?” 

If everything checks out and you feel 
good about the situation then by all 
means sign that written agreement, 
shake hands, and celebrate! Always 
remember: the agent works for you 
and not the other way around. ♥♥♥ 
Elizabeth is the author of the widely-
acclaimed instructional books The 
Dreaded Synopsis and First Chapters—
Book #1 in the Building a Novel Series , 
as well as several romances for 
Silhouette Intimate Moments®, Harlequin 
American®, Kensington Precious Gems® 
and Medallion Press®. You can visit 
Elizabeth at her website: http://
www.elizabethsinclair.com/home.html  

partnership, what is your policy 
about handl ing any unsold 
subsidiary rights in my work? 
Most agents will want to try to continue 
to sell those rights. However, if a 
considerable amount of time has 
passed, you will want to ask for them 
back—or have a clause in your contract 
stating that they revert back to you after 
a set amount of time. Either way, make 
sure you have that reversion in writing. 

9. Do you consult with your clients 
on any and all offers? 
You should never sign with an agent 
who doesn’t. Remember they are 
representing you, but you still have the 
right to make the ultimate decision. A 
good agent will discuss any offers with 
you. They should never agree to 
anything without your say so. 

10. What are your commission 
rates? What are your procedures 
and time-frames for processing and 
disbursing client funds?  

The standard agency commission is 
15%,  20% on fore ign sa les . 
Disbursement times will vary. 

11. Do you keep different bank 
accounts separating author funds 
from agency revenue?  
According to the AAR guidelines all 
agents must keep author funds and 
agency revenue separate. Whether or 
not your agent is a member, they 
should be keeping funds separate, 
usually in an escrow account set up 

specifically for that 
purpose. You would 
hate to not receive an 
advance check because 
you agent needed to 
use it to pay her own 
bills. 

12. What are your 
policies with regard to 

(Getting An Agent….cont from page 1) 

Lawson Writer’s Academy 
 

Check Out LWA’s Upcoming Courses:  

• M&Ms for Characters: Milieu and Motivation with Sharon Mignerey  

• Fab 30: Advanced Deep Editing with Margie Lawson 

• Advanced Triple Threat Behind Staging A Scene with Tiffany Lawson 
Inman  

• Defeat Self-Defeating Behaviors with Margie Lawson 

 

Online classes from Lawson Writer's Academy are run from 
Margie Lawson's web site and are taught in a cyber classroom.  

To read course descriptions and register, please visit 
www.MargieLawson.com  
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How To Market Your Book 
 
When it comes to promotion, say “Yes!” 
 
Debut author Rae Roadley  walks us through her foray into the world 
of promotion and marketing. 

T 
o anyone promoting their book, 
my advice is this: say ‘Yes’. 
Whatever the opportunity, don’t 
hesitate. Speaking, signing 

books, having a stall at a gala day, 
participating in a blog, attending a 
coffee morning… whatever, say ‘Yes’ 
first, then negotiate the details. 
Because those details might just 
change your mind, and you can’t afford 
to say no to promotion. Promotion is 
gold. 

So what if you’ve just agreed to crawl 
out of bed at dawn, drive a hundred 
kilometres, and park amid the mayhem 
of market traffic so diabolical you’ll be 
forced to walk half a kilometre just to 
reach your destination? Promotion is 
gold. (Repeat after me…) 

Luckily I’d brought sports shoes, so I 
was able to slip off my high heels and 
hoof it to The Village Bookshop in the 
midst of Matakana’s Saturday market, 
where I  gave them a repeat 
performance of my book signing and 
was treated like royalty. 

My book, Love at the End of the Road, 
is a real-life multi-layered love story. Its 
themes—rural life, community, farming, 
history, family, pets, love, loss, joy and 
humour—will resonate with many 
people. Penguin picked it up for 
publication and that’s when I asked 
publicist Sarah Thornton, of Thornton 
Communications, to become involved. 

Sarah, who previously headed the 
Random House publicity team, read my 
book and wrote a one-page marketing 
plan that covered three bases: target 
markets, target media and media 
angles. Then she wrote a one-page 
press release, a task I recommend you 
shouldn’t do without input from a writer 
friend. 

Meanwhile, my first marketing project 
was the book launch at the historic 
home I share with my husband and 
which was the setting for the book. 
Launches at book shops also work well. 
Although Penguin’s marketing focus 
was publicity, they created DLE—direct 
marketing—invitations. The launch was 
my responsibility. And hit my pocket. 
Tempting as it was to take sales profits, 
I invited a retailer to sell books and was 
soon rewarded with an invitation to 
sign—and sell—books at a large public 
event. This led to newspaper and 
Facebook publicity. 

The launch: People value snail mail 
invitations, rather than emails or media 
invites. Here’s the evidence: I was 
alarmed when an editor published his 
personal invitation in his community 
newspaper. Although people told me 
they’d seen it, no-one responded. 
(What a relief! We were already 
expecting 150 people. The few who 
sent apologies sounded genuinely 
regretful.) 

At the launch have someone else sell 
books and don’t stand beside them with 
a receipt book, as an author did at one 
launch I attended. This is your first 
chance to get books into the world. Ask 
friends to welcome guests, pour drinks 
and distribute food while you cruise and 
schmooze. Your guests will start word-
of-mouth marketing which is vital to 
book sales. You might assign someone 
to accept gifts: I was delighted and 
surprised to receive several. 

Gift books to people: This is also a 
way to start people talking about your 
book. Family, friends, and people 
who’ve helped with research and 
read ing  w i l l  app rec i a te  you r 
generosity—and may buy books as 
well. 

Engage the media: “If you haven’t got 
a publicist, you’ve got to be your own 
publicist,” says Sarah. “Something 
quirky or interesting will always grab 
the media’s attention.” Her perfect 
author has a high profi le, is 
controversial, is doing something 
charitable and has an interesting 
backstory. “The personal story, the 
human touch, that’s what gets 
attention.” 

As a journalist, my contacts and the 
publications I’d written for were on the 
hit list. Sarah used the press release, 
but targeted each approach—
depending on whether it was to a 
lifestyle or women’s magazine, farming 
publication or television station, 
community newspaper, historical radio 
show… 

Events and book signings: “Don’t 
expect a large crowd unless you’re 
Richard Branson,” says Sarah. Instead, 
do signings where there’s already a 
crowd, like at Matakana’s retail centre 
where passersby were receptive. I used 
a review in the NZ Herald Canvas 
magazine as a prop. 

I also went to a market at a beach 

resort, having stuck an A3 book cover 
and the blurb on corflute and mounted 
my art work using tall electric fence 
standards—my farmer husband’s 
clever idea. However, I’d think twice 
about doing it again. There were many 
people, but most showed no inclination 
to engage, their far-away gazes 
discouraging even a friendly ‘hello’.  

I’ve yet to participate in an event at a 
bookshop, like an evening where 
several authors speak, although I did 
offer to sell and sign books outside a 
city bookshop on a busy day. The 
bookseller and I discussed it but, in the 
end, the idea fell through. 

“Sometimes you get  fantast ic 
booksellers like Tracey at The Village 
Bookshop who will really work it,” 
advises Sarah. “Don’t do it with a 
bookseller who’s not enthusiastic.” 

Speaking engagements: I’ve spoken 
at a Greypower meeting (15 people, 
five sales) and will soon speak at a 
café. The owner suggested a signing, 
but I offered to speak—people want the 
backstory. Then I approached a local 
bookshop. Every time someone buys a 
book from a retailer rather than me, 
more people are involved, the word 
spreads, and a retailer makes a buck. 

“Approach local Rotary or other 
groups,” says Sarah. “You’ve got to be 
a little pushy without irritating people.” 

Social media: I said ‘yes’ when 
Penguin suggested Facebook, even 
though I had friends on my personal 
page. I haven’t yet focused on getting 
the most value from my fan page, but 
have been surprised and pleased to 
see that each time I post a photo or link 
to a magazine, radio show or television 
programme featuring Love At The End 
Of The Road, a hundred-plus hits 
register in the following days. 

I’ve followed the sage advice of a Rural 
Women New Zealand’s Facebook whiz, 
and commented on pages that relate to 
aspects of my book. Rural Women NZ 
did this for their Canterbury fundraiser, 
Aftershocks, and scored thousands of 
website hits. Rural Women NZ has also 
tagged posts on my page.  

I plan to invest more time mining the 
magic of Facebook and, as I’m tempted 
to Tweet, am finding my way with Joel 
Comm’s book Twitter Power 2.0: How 

(Continued on page 22) 
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I 
n the past, an author had up to 
five books in which to make 
mistakes and learn to plan her 
career. Now, publishers may not 

buy the option book of a first time 
author if advance sales for her 
unreleased book are low. Unpublished 
authors must learn about the industry 
before they sign their first contract to 
prevent this happening to them.  

Margaret Brownley gave a wonderful 
talk on this topic at the 1995 Romance 
Writers of America conference. She 
encouraged unpublished authors to 
plan their progress in order to avoid the 
common mistakes that many newly 
published authors make. I made some 
of those mistakes when my first non-
fiction book was published and hoped I 
could avoid them when I started writing 
genre fiction.  

With these thoughts and Ms. 
Brownley's advice in mind, the 
members of the Internet Romance 
Writers List, RW-L, began working out 
some of the steps an unpublished 
writer might take to reach her goal of 
establishing a writing career. This 
article’s title is a joke, and these steps 
aren't the only ones an unpublished 
romance writer can take to change her 
or his status. (Indeed, Margaret 
Brownley said she'd worked out 500 
steps between being unpublished and a 
New York Times bestselling author, but 
don't let that scare you.) Likewise, 
these steps are in no particular order, 
and cover only the basic concepts. 
They may not suit each author, so pick 
those that are relevant to your needs.  

1. Write what you love—write from the 
heart.  

2. Write the best book you can by 
learning the basics of good 
s toryte l l ing:  character isat ion, 
motivation, romantic and dramatic 
conflict, point of view, emotional 
intensity, pacing and grammar.  

3. Join Romance Writers of America for 
s uppo r t ,  adv i c e ,  m a rk e t i ng 
information and fellowship.  

4. Complete a book. Revise that book. 
Begin a second book, so that you 
have a proposal in addition to a 
completed manuscript.  

5. Make a one line statement of what 
you wish to accomplish in the next 
five years and write it down. 

Psychologists state that people are 
more likely to attain their goals if 
they write them down.  

6. Make a plan of steps that must be 
accomplished in order to meet that 
goal.  

7. Give yourself annual reality checks 
about how much you can expect to 
accomplish and adjust your goals to 
suit. Likewise do an annual review of 
your achievements.  

8. Be aware of any subconscious 
blocks (e.g. fear of success, fear of 
failure, low-esteem, writing too slow, 
fear of rejection, procrastination, lack 
of passion for your novel). If you 
have a subconscious block or two, 
plan which limitation you wish to 
overcome and get help if necessary. 

9. Work out which things are affecting 
your career outside of yourself and 
the publisher (e.g. timing, market 
trends, family responsibilities, Nora 
Roberts (?!)). Figure out which ones 
you can do something about and 
forget the rest.  

10.Work out your strengths and 
improve on them.  

11.Identify your weaknesses and work 
on improving them.  

12.Learn about the industry and keep 
up-to-date—read the Romance 
Writers Report and Publishers 
Weekly, subscribe to Pandora's Box, 
regularly assess the Waldenbooks 
romance bestsellers list.  

13.Write 1,000 words a day.  

14.Pitch your idea to agents and editors 
wherever possible and appropriate.  

15.Network—publish articles in your 
local chapter newsletter and RWR, 
build up a contact business card file 
of industry professionals you meet at 
conferences. Write thank-you letters 
to judges of competitions you enter. 
Develop an address file for mailing 
promotional material. Get on the 
Internet—this is especially useful for 
isolated writers who can't attend 
RWA meetings. There are several 
active romance writers lists that can 
keep isolated writers in touch with 
the markets and sympathetic 
contacts.  

16.Enter contests that are judged by 
editors and agents. If you win, you 
may get your manuscript in front of a 

buyer without it sitting in the slush 
pile. Unpublished authors with wins 
or finalist positions in reputable 
contests are more likely to get 
agents. They have some credentials. 
Contests can get an author's 
manuscript in front of several editors 
within a year even if the author is un-
agented. Even if you don't win, 
contests can help you get used to 
meeting deadlines. They enable you 
to test out areas of your writing for 
weakness. Not sure if your love 
scene sizzles? Try it out on the 
judges of one of the love scenes 
competitions. Not sure if your writing 
has enough lightness to it? Try the 
Love and Laughter competition. 
Contests can also help you establish 
connections with editors who act as 
final judges—via thank-you notes—
and those editors may ask to see the 
rest of your book.  

17.Judge a contest so you can get 
insights into the editor's perspective.  

18.Learn to present yourself like a 
professional, both on paper and in 
person.  

19.Study market trends—write the book 
you want to write, but package it 
more commercially according to 
current trends. This doesn't mean 
rewriting your book to suit the trends, 
but rather, focussing on those 
relevant issues in your query letters.  

20.Find a mentor.  

21.Be an active member of an online or 
in-person romance critique group. 
Learn to accept constructive criticism 
without becoming defensive about 
your work. Learn what you do well, 
and improve on it. Learn what 
doesn't work, and improve on it or 
alter your style. If possible, find a 
First Reader who will give you 
honest, straightforward and informed 
opinions and responses to your 
work.  

22.Attend local and national romance 
writers’ conferences with serious 
intent to make contacts and learn 
about the industry.  

23.When a publisher asks for your 
complete manuscript, obtain a copy 
of their boilerplate contract. Discuss 
it with published authors so you are 
informed of any negotiable points 

(Continued on page 15) 

The 34-Step Writer’s Career Plan 
 
If you think a 12-step anything’s ambitious, check this out! 
 
Science fiction/fantasy romance writer Melinda Rose Goodin  has 
compiled an instructive list. 
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Let Me Entertain You 
 
Use your writing research to market your book. 
 
In this extract from his article, “A Poor Man’s Guide to Shoestring 
Marketing”, Bruce Jenvey  gives us some ideas to try. 

T 
oo many “amateur authors” are 
so enamored with their new-
found status of “published 
author” they think the world 

should recognize them. But not 
everyone will want to interview you 
simply because you are a published 
author. You need to have some 
entertainment value of your own. That 
entertainment value should come out of 
the research you have done to write 
your book in the first place. Position 
yourself as an ‘expert’ on your research 
topic and use your published book as 
your credential, not as your reason to 
be interviewed. 

So, what entertainment value do you 
have? I’m not talking about baton 
twirling or piano playing. I mean, what 
entertaining information do you have 
that others don’t? What do you know 
more about than the average person? 

Well, what’s your book about? 
Swashbuckling Pirates on the Spanish 

Main? Have you ever considered how 
many towns and communities across 
North America have local Pirate 
Festivals? There’s even one in upstate 
New York. For several days these 
communities go pirate crazy and, if 
you’ve done your homework, you can 
provide information that will add to their 
enjoyment and feed their fantasies. You 
might also have your contributions 
printed in their community papers or 
talked about on local radio stations.  

It’s a matter of doing your research and 
being there (via e-mail) before all their 
plans are set. And if you can schedule 
the release of your book to coincide, 
great ! Is your book about medieval 
times? Then how about Renaissance 
Fairs? Is it about alien invasion? They 
celebrate UFOs in a lot more places 
than Roswell, you know.  

Be creative, but don’t come across as 
‘The Expert Know-It-All’. You don’t want 
to burst belief balloons. You want to put 

a fresh spin on something. You want to 
feed fantasies. Don’t go to a Ghost 
Hunter’s Convention and declare 
there’s no such thing… or you run the 
risk of becoming a ghost yourself! 

One more note here:  

First, try to do all these things by 
remote control—by which I mean via 
telephone or electronic connection. I 
once read a self-promotion advisory 
that suggested you go to your local 
event (Pirate Festival, Renaissance 
Fair) dressed in costume as a character 
from your book. Then when someone 
asks you, ‘why are you dressed like 
that,’ you give them your promo card.  

If this is the way you want to present 
yourself, fine. But how many people are 
you really going to reach in person? 
However, a photo of you sent to a 
thousand people is going to reach a lot 
more.  

(Continued on page 16) 

and contractual surprises when the 
call comes.  

24.Prioritise your writing.  

25.Believe in yourself.  

26.Learn to talk to editors and agents 
without getting stage fright. Some 
authors use scripts to prepare for 
interviews, "the call" and other 
important conversations.  

27.Know your production capabilities. 
Be aware of research and mental 
preparation time requirements. What 
can you expect from real life? Are 
there any other projects you are 
working on consecutively? Don't set 
unrealistic deadlines for yourself or 
allow a publisher/agent to set them 
for you.  

28.If you wish to quit your day job and 
turn to full time writing, work out a 
plan for the lean times, and budget 
(or marry someone rich!☺ ). 

29.Keep proposals going in your 
computer and out into the cruel 
world.  

30.Try not to take any lag time between 
writing projects. It's awfully hard to 
get up to full momentum once you 
have taken a break.  

31.Read many, many books of the type 
you want to write.  

(The 34 Step…cont from page 14) twelve steps to anything is way too 
ambitious:  

• Realize that all the articles, panels, 
workshops and lectures are not a 
fixed menu. They are a buffet. Load 
up on the stuff you really like. Taste 
freely of new, exotic choices but feel 
no obligation to finish a portion. 

• Figure out what works for you. 
Nurture it. Accept it. Treasure it. No 
matter how much or little it meshes 
with anyone else's methods or ideas.  

• Be prepared for that method not to 
work on the next book.  

Career planning doesn't work for 
everyone, and the number of steps 
listed up here may make you want to 
curl up in a foetal ball and hide. Just 
take a couple of steps and try them. 
Then take another step. It's an ongoing 
process and remember to be aware of 
the positives.  

Acknowledge how you've moved your 
career forward, and enjoy each of the 
steps along the way. ♥♥♥ 
Melinda’s writing credits might be in non-
fiction but her interest is in supporting 
writers of sci fi, fantasy and romance. 
You can find her at: 

h t tp : / / m em bers . op tusne t .com . au/
~mgoodin68/intro.htm  

32.Critically analyse your favourite 
book. What makes you laugh or cry? 
How much dialogue is there, 
compared to description? How are 
you made to identify with the heroine 
and hero? How does the author 
draw that response for you?  

33.Now that you know how the author 
of your favourite book did it, discover 
your own style. Try different types of 
writing—you have time to play with 
your writing at the moment, so take 
advantage of i t. See which 
subgenres work for you and which 
ones don't. Ask your critique 
partners to point out the sections of 
your work where your own style 
shines through and learn to 
recognise and nurture it.  

34.Learn to submit your manuscript or 
competition entry, then ignore the 
mailbox and work on the next 
project. 

Published author Patricia McLaughlin, 
who writes as Patricia McLinn, added 
the following advice:  

These steps are the kind you don't 
have to clear off the couch for—so 
leave those stacks of story idea 
clippings right where they are. Don't 
bother to move the pile of potential 
character pictures an inch. These goal 
steps are for those of us who think 
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Plan for the future because that’s where you’re 
going to spend the rest of your life. 

 

Mark Twain 

of me there (cropped and positioned 
properly, of course) will be invaluable 
on my social media pages. Such 
photos add considerable value and 
credibility to my book. They encourage 
people to buy it. And that’s what this 
whole thing is about—selling books! 

Put It All Into A Battle Plan… And 
Charge! 
So, let’s put all this into practical 
application. What am I doing to prove to 
you that this is a viable addition or 
alternative to your marketing plans?  
First, my web page has been up and 
running for the better part of a year now 
and I have climbed the search engines. 
Second, I have a social media 
presence that seems to hit a lot of 
people (not everyone who sees your 
page makes the effort to ‘like’ it!). Third, 
I have branched my social media 
presence out into other pages and 
found creative ways to tell former 
workmates and schoolmates that I have 
a novel that will soon be released.  

I’ve kept their interest by not bugging 
them, but by the occasional reminder—
an update about trailers or cover art. 
So, these people are primed. They’re 
telling other people. And the pages I’m 
using to tell them about it are climbing 
the search engines, too.  

Now, we are ready for  that 

Jill Kemerer writes inspirational romance 
novels. Coffee fuels her mornings; 
chocolate, her afternoons. A former 
electrical engineer, she now enjoys a 
healthy addiction to magazines, fluffy 
animals, and her hilarious family. She is a 
member of ACFW and RWA and also 
serves as vice-president of MVRWA. Jill 
is represented by Rachel Kent of Books 
& Such Literary Agency. For more 
information about Jill and her writing, 
visit her website, www.jillkemerer.com  
and blog, http://jillkemerer.blogspot.com . 

I mention this because of what I call the 
Myth of Book Signings.  

In the days before easily accessible 
mass media, book signings were a way 
for the public to meet an author, and let 
the enthusiasm be contagious within a 
small crowd. They sold books this way. 
But to the new author they became, 
quite frankly, an ego stroke. It felt so 
wonderful to have people line up for 
your autograph and tell you how 
wonderful your work was… and, of 
course, how wonderful you were for 
creating it! Do the math. How many 
people are really going to show up for 
an unknown author? And with today’s 
gas prices and hotel costs you can’t 
justify a ‘book tour’ where you meet and 
greet ten or twelve people at a time! 

Will I be doing book signings? You 
betcha! A few. (Trying to find one that 
will host an E-Book-only author is a 
challenge!) My plans include a few 
book signings at Barnes and Noble 
Stores locally (this deal still in the 
works), all tied to in-store promotions to 
push retail sales of The Nook e-book 
reader. Remember, there has to be 
something in it for the bookstore to 
allow you time and space.  

In economic terms these small events 
are not profitable. However the photos 

(Let Me Entertain You...cont  from page 15) ‘Entertainment Value’ to kick in and 
we’re going to tell it to the world: 

My entertainment value is that I spent a 
lot of time researching witchcraft and  
the history of witches. I also brought in 
some of my own personal paranormal 
experiences. All this is in a document I 
can cut, paste, shorten, lengthen, and 
tailor to the needs of any media that 
might show an interest in me. My book 
is strategically set for release just ten 
days before Halloween. 

I put together a press release about this 
entertainment value. Remember, a 
good press release will be brief, to the 
point, and involve multiple, short 
paragraphs. It should read so the first 
paragraph stands alone if some media 
boss only has a few lines to fill. The 
other paragraphs flesh out what you 
told them in paragraph one.  

The press release offers a fresh item 
for their Halloween programming giving 
a viable alternative to the usual guy 
they interview—the one who thinks he’s 
a werewolf. Or the guy who’s a truck 
driver in what used to be Transylvania. 
At this time of year broadcast stations 
are always hunting for some special 
interest story that’s different and fun. 

My press release is written from The 
Coven, states that Bruce will be 
available for interviews of any length 
the media might need, and uses the 
book as my credential to justify my 
position as interviewee. Links to my 
web page, my YouTube link, and an in-
depth interview by one of my fellow 
Muse authors are included at the 
bottom. 

Using Google to find the email 
addresses, I sent this press release to 
over 1,200 radio stations throughout 
the US and Canada. Why radio 
stations? Because with radio you can  
be interviewed by phone, recorded for 
later playback, and even repeated if 
they liked you. There are far more radio 
stations than TV stations and 
newspapers. Many of those radio 
stations are more relaxed in their pace 

(Continued on page 17) 

the book needs revisions or if she 
needs a more complex proposal from 
you. If not, she’ll explain her 
submission process. 

2. When would you expect to see my 
revisions/proposal? 

This might not be applicable to you. 
Only ask this if she requests revisions 
or mentions a proposal. 

3. If the agent asks for a more 
complex proposal, ask her to describe 
exactly what she wants. 

The agency may have a standard style 
guide for all proposals, or she may refer 
you to a sample proposal. 

4. Ask the agent how she would like 
to be informed about your other 
projects. 

The agency may have a standard client 
fiction sheet to fill out for all projects 
whether finished or not, or the agent 
may be more informal.  

5. If you have a blog or are on other 
social networks and would like to 
announce your big agent news, ask the 
agent if she is okay with this and when 
it would be acceptable to announce it.  

It’s best to wait until after the contract is 
signed. 

The agent will also have questions 
for you. Expect to have answers for 

(Questions To Ask an Agent...cont from page 7) the following: 

1. How long did it take to write the 
book? 

2. Estimate how many books you 
write in one year. 

3. What are your current marketing 
skills—have you started building a 
platform, do you belong to any writing 
organizations, or do you have 
experience speaking? Be honest and 
write down any suggestions the agent 
gives. 

4. Do you have a critique partner and 
are you going to continue that 
relationship? 

5. Do you write in the same genre or 
several genres?  

Each agent and agency is different, just 
as each writer is different. These are 
simply things to keep in mind about the 
agent/writer relationship. I’ve always 
preferred to have as many details as 
possible before jumping into anything. 
When you receive your contract, many 
of the technical aspects will be listed in 
the agreement. If you have any 
questions, contact the agent or have a 
lawyer look it over.  

When “the call” is over, go ahead and 
scream, jump up and down, and call all 
your friends. You did it! Another door 
just opened! Congratulations! ♥♥♥ 
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• Facebook: 459 friends to 479 friends 
by 11:30 p.m. 3/31 

• Blog: 164 followers to 187 followers 
by 11:30 p.m. 3/31 

• My new website received 136 visits 
on March 31. 

• My blog received almost 300 visits in 
the days leading up to and including 
March 31. 

But the numbers kept growing in the 
days after the Twitter Party, too. One 
week later, on April 6, my follower 
numbers stood at: Twitter 402; 
Facebook 498; Blog 204. 

By the time my first book, Hearts in 
Darkness, released on April 20, my 
follower numbers stood at: Twitter 455; 
Facebook 525; Blog 218. One month 
later, my numbers were considerably 
higher yet. 

So, the Twitter Party, ostensibly about 
launching my new website, was one 
part of increasing my exposure enough 
to earn me approximately 100 new 
Twitter followers, 75 new Facebook 

Release Day is coming 
and then I’ll see how it 
all translates into cash 
sales. In the meantime, 
take what you need 
from here, and just 
remember  to  be 
creative, inventive and 
a b o v e  a l l  e l s e , 
confidently different! ♥♥♥ 
Bruce Jenvey was raised in rural 
Michigan with a great interest in history, 
popular culture and the paranormal. After 
earning a B.A. in Psychology from 
Michigan State University, he migrated to 
the Detroit area and began a career in 
advertising.  

After twenty years working in agency 
creative departments Bruce founded 
“Great Lakes Cruiser Magazine.” He and 
his wife, Christine, then spent the next 
ten years traveling the region recording 
local history and telling their readers 
about wonderful places to visit along the 
shores of America’s Inland Seas.  

This lifestyle gave Bruce unique access 
to untold incidents and documentation of 
the unexplained. He collected and 
chronicled these experiences and, struck 
by how consistent and similar these 
accounts were from region to region, 
concluded that all we see may not be all 
there is to know. 

Today, Bruce shares many of these real-
world experiences and accounts in the 
fictionalized saga of his Cabbottown 
Witches. 

friends, and 50 new blog followers in 
time for my first release. 

Like all social media, Twitter can claim 
a lot of your time if you let it, but its 
power to connect you to readers is 
undeniable. ♥♥♥ 
A multi-published author of 
paranormal, contemporary, 
and erotic romance, Laura 
Kaye’s hot, heartfelt stories 
are all about the universal 
desire for a place to belong. 
Laura grew up amidst family 
lore involving angels, ghosts, 
and evil-eye curses, cementing her life-
long fascination with the supernatural. 
Though an avid fiction writer as a 
teenager, a career as a historian took her 
in other directions until recently. Now 
that Laura’s inner muse has awakened, 
she’s constantly creating new story 
ideas! Laura lives in Maryland with her 
husband, two daughters, and bad dog, 
and appreciates her view of the 
Chesapeake Bay every day. You’ll find 
her at: 

http://www.LauraKayeAuthor.com  

http://laurakayeauthor.blogspot.com  

Twitter: @laurakayeauthor 

#twitterparty #LA #SF #Seattle 
#Portland #WestCoast!” etc. Anyone 
searching any of those hashtags would 
happen upon your Twitter Party. 

Twitter Party Results: 
This is what you really want to know, 
I’m sure! What will you get out of doing 
all this marketing? Well, it will differ for 
everyone depending on the size of your 
following beforehand and the amount of 
promotion you do, but I think my results 
are still informative about the power of 
a Twitter Party. First, let me say that 
few-to-no-one un-followed me after the 
party—so it doesn’t appear that the 
giveaways only enticed people to a 
temporary followship. I conditioned 
entries for giveaways to blog, Twitter, 
and Facebook following (1 entry for 
each).  

Here’s what happened to my numbers 
in the days leading up to and including 
the Twitter Party on March 31: 

• Twitter: 303 followers to 364 followers 
by 11:30 p.m. 3/31 

(Nine Tips/Twitter Party...cont from page 11) 

places, is one that says it’s from THE 
COVEN. And if she reads it, she might 
click on the links and see my page and 
my trailer. Even if there is no way I’m 
going to get an interview, it might 
interest her personally. She might even 
forward it on to a friend with a note 
about the book video. She might share 
it with the person in the next cubicle 
and laugh. But that’s how you start a 
forest fire… 1,200 little fires at a time. 

If they Google me to check me out 
they’ll find ten pages of info from my 
web page, the Facebook page, my 
publisher’s blog page, the comments 
made about the cover on the cover art 
page… It’s going to look genuine, 
different, and could well land me that 
interview. If not, at least I got the 
opportunity to wow yet one more bored 
office person and enrich their day with 
thoughts like: “If only I could be a 
witch… what changes I’d make around 
here!” 

Will it work?  
The science isn’t perfect, but the press 
release is the only thing I have issued 
that directly links to the YouTube 
posting. Everything else—all other 
postings for the trailer—are on 
Facebook. So, reasonably, I should be 
able to look at my YouTube views as a 
measuring stick of my response.  

Other writer’s trailers I’ve looked at 
have been up there a year… eighteen, 
months maybe... and they have a 
hundred views, or less. Mine drew over 
three hundred views in two months, half 
of those over just two weeks after I 
revised it to include the final cover art.  

and even their professionalism. It’s a 
slower process and they aren’t afraid to 
try ‘different’ things. 

I sent these press releases out in late 
July and early August to make sure I 
was considered before they committed 
to a different programming direction. I 
have actually secured a small number 
of interviews so far as well as two local 
public appearances. (Lunch at the 
Rotary Club counts as a public 
appearance.)  

I know, there will be some of those 
interviews that may only reach five or 
six people at a time—small stations, 
small audiences. But if you want to start 
a big forest fire, light a lot of little ones 
all over the place!  

However, even if I didn’t get a single 
interview this time I would do it again, 
even if I knew right up front that the 
response would be zero. Why? 
Because I know there are now over 
1,200 more people out there who have 
at least heard about my book than 
there were before.  

Think about it:  
Someone at the radio station is going to 
get the mundane duty of reading 
through the company e-mail… even if it 
is just the info@ or the contactus@ e-
mails, or the ones coming into the local 
star DJ’s box for him. Right? 

I’ll bet you the person who gets ‘stuck’ 
with that duty is smack dab in the 
middle of my target audience! And right 
there, in that endless list of requests 
and press releases from corporate 

(Let Me Entertain You...cont from page 16) 

 

Man does not live by words alone  
despite the fact that  

sometimes he has to eat them. 
 

Broderick Crawford 
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Writing Query Letters 
 
Is there a secret ingredient? 
 
Historical author Lisa Cooke gives us her take on how to present a 
business-like, yet gripping, query.  

W 
hy do we send query 
letters? The answer to that 
question isn’t quite as 
simple as it seems. The 

obvious response would be to hook the 
interest of an agent or editor in hopes 
they will request more of our material. 
The fact is we’re also presenting 
ourselves to the industry in what we 
hope is a professional and impressive 
way. 

So how can we do that in one page or 
less? Glad you asked. 

My first query letter was pathetic. I only 
sent it to about six or eight people, but 
of that group, not a single person 
requested more. I knew I had an 
interesting story and I had found 
sample queries on the Internet and 
thought I had written a good query. I 
was mistaken. I t  was boring, 
embarrassingly amateurish and didn’t 
give a hint of my writing style or ability. 
Not only that, but it was not effective. A 
zero percent hit rate isn’t a good thing. 

So, I started over, spending hours 
looking for advice and samples until I 
finally figured out a plan or format that 
worked. 

An unpublished writer can usually 
expect to receive a request for more 
material about 25% of the time. (That 
means 75% of letters are going to be 
rejected.) Once I switched to the 
following plan, I began getting requests 
for more material 60 to 70% of the time. 
Much better odds. I 

 thought at first it was just that my next 
story was more interesting, but the third 
book also received the high hit rate. 
That’s when I knew I was on to 
something. 

So now that I’ve explained the 
background for this format, it’s time to 
get busy. 

Salutation 
Dear Ms. Doe,  

The salutation on the letter should be 
addressed to a specific person and 
should not use the first name unless 
that person would recognize you in a 
crowded room and call you by your first 
name. Even in those circumstances, a 
more formal address is preferable. 
Remember, this is a professional letter! 
And please, whatever you do, spell 
their name correctly. 

Paragraph one 
This paragraph should give the reader 
a quick hook and cut to the chase. How 
many words? What is the genre? What 
is the title. See the sample below of the 
query I used for A Midwife Crisis. 

Dear Ms. Doe, 

Katie Napier is happy with her life as a 
midwife and healer in the foothills of the 
Appalachian Mountains. She has spent 
most of her thirty years caring for those 
in need, and though it hasn’t been a 
glamorous life, it’s suited her fine in my 
latest 85,000 word, historical romance, 
A MIDWIFE CRISIS.  

Paragraphs 2 and 3  

These paragraphs summarize the work 
and must show at least one of the 
major conflicts of the MS. Notice 
paragraph one gives a romance conflict 
and paragraph two points out the 
external. Without a conflict, there is no 
story. The agent/editor needs to see 
that you understand that idea. 

Example: 
So why has Katie’s family all of a 
sudden decided she needs a husband? 
Not that she’s averse to it, mind you, 
it’s just by her experience men are 
more of a hindrance than a help, and 
her new dilemma only supports her 
belief. Three of her well-meaning 
though zany family members have 
managed to find her a fiancé. 
Unfortunately, they each found her a 
different one, and now she has to sort 
through the well-intended suitors to 
decide which one’s worth keeping. 

Dr. John Keffer has returned to his 
roots in Wayne, West Virginia after he 
is unable to save his wife’s life due to a 
carriage accident. He knows nothing of 
the life in the hills, but when he inherits 
his grandparent’s home, he decides to 
leave New York and the painful 
memories of his personal failure as a 
doctor. But the locals are reluctant to 
trust the outsider and keep returning to 
their healer, a woman who surprises 
the doctor from the first minute he 
meets her. Uneducated and poor, she’s 
the type of woman he would’ve hired in 
New York to work in his kitchens. A 
woman whom he never would’ve 
bothered to even learn her name. But 
now he’s forced to work with Katie in 
order to earn the trust of the locals. 

What he’s not expecting, however, is 
her request that he help her decide 
which fiancé she’s going to keep. A 
task complicated when he finally 
realizes he wants to keep her for 
himself. 

The snippet of story doesn’t need to 
show the resolution, but it should 
intrigue the reader enough to want to 
see more. It is also important that it 
shows only the critical facts. No need to 
mention the hometown or the heroine’s 
cat unless that is pivotal to the story. 

Paragraphs 4 and 5 
This is where you tell a little about 
yourself. Remember, the agent is 
looking for a career association and the 
editor is looking for a writer they can 
build and cash in on. Do not include 
anything that is not relevant to writing 
or at least to this manuscript. If your 
story is about a kindergarten teacher 
and you’ve spent ten years with those 
little buggers, now is the time to tell 
them. But be careful not to make it look 
like that’s the only book in you. They 
want to see that you are not a one-book 
wonder and that you understand 
publishing is a business. 

This is also where you include writing 
organizations you belong to and writing 
awards you’ve won. 

Example: 
A MIDWIFE CRISIS is a return to my 
roots as well as my hero’s. My great 
grandmother was an Appalachian 
midwife and herbalist in Wayne County, 
West Virginia, and I grew up in those 
same foothills. Most of the secondary 
characters in the book are based on 
real hill people I’ve known throughout 
the years, though the names have been 
changed to protect the innocent or at 
least protect me at family reunions. The 
novel was a joy to write, replete with 
Appalachian humor and lore of the late 
nineteenth century.  

This is also a good area to include 
anything specific for that agent/editor. 
Mentioning you heard them at a 
conference or that you noticed on their 
website they are interested in certain 
things you think your book addresses. 
They like to know that you’ve done your 
research and this is not a cookie cutter 
query. Some authors prefer to mention 
conference meetings, etc., in paragraph 

(Continued on page 24) 
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Beta Readers 
 
They’re worth their weight in coffee (and chocolate ). 
 
Fanfiction writer Kathryn Anderson tells us what to look for, what to 
expect from, and how to work with these wonderful people. 

versed in the minutiae of grammar. A 
single beta reader doesn't need to be 
brilliant at spotting everything; that's 
why one might use multiple beta 
readers for one story. 

As an author, it's tricky to find a good 
beta reader, because it isn't just a point 
of finding a "good" beta reader; one 
needs to find a beta reader who 
matches one's work on several levels. 

1. If the beta reader is unfamiliar 
with your genre, she may find your 
work difficult to read. There's no point 
in giving a romance novel to someone 
who hates romance! It's also good if a 
beta reader is aware of the conventions 
of the genre, because she can point out 
things that are too clichéd. 

2. If the story is part of a series (or 
even more importantly, part of a shared 
universe or a tie-in novel) then it's good 
to get at least one beta reader who is 
familiar with that series. On the other 
hand, it is possible that the beta reader  
has a radically different view of the 
characters than the author does, and 
then it won't work, because the reader 
will be pointing out "out of character" 
bits that aren't out of character from the 
author's point of view.  

I remember a friend talking about a 
problem she had with a story where the 
person who was going over it had tons 
of objections. She finally figured out it 
was because the main character in the 
story—one of the supporting characters 
in that universe—was a character that 
that beta reader really didn't like. So of 
course she couldn't like the story, 
because it was about that character! 
One possible tip on finding a character-
compatible beta reader is to look at the 
stories of authors who also beta-read, 
and see if their characterisations are 
ones that you can agree with; if they 
like the same kind of characters that 
you like. 

3. If beta readers have a much 
lower standard than the author does 
it won't work, because they won't find 
any weaknesses in the story. 
Therefore, the author won't have 
anything specif ic to work on.  
The purpose of a beta reader isn't to be 
a one-man cheer squad. It is to light the 
way to a better story. Again, looking at 
the stories of another author-beta 
reader may tell you if she is a good 
enough writer to be able to improve 

W 
hat is a beta reader? Why 
do authors need them? 
What makes a good one? 
These are the questions I 

will answer—from both a reader’s and a 
writer’s perspective. 

The purpose of a beta reader is to help 
the author write the best story possible 
by pointing out weaknesses in the 
story, and telling the author they can do 
better. Leaven the negatives with 
positive encouragement. Here are two 
good reasons for that: 

1. To spur the author on to 
enthusiasm by encouragement. 
Different authors vary in the amount of 
positive feedback they need, and 
different betas vary in the amount they 
can give. 

2. To point out the good bits so that 
the author doesn't unknowingly remove 
them! 

Beta readers provide another set of 
eyes to look over a story. 
I'm pretty sure that the term "beta 
reader" comes from the software 
industry term "beta tester"—someone 
who takes a working piece of software, 
uses it in an ordinary way, and points 
out the bugs they find. The reason it's 
called "beta" is that it is the second lot 
of testing of the software: the first lot of 
testing, the "alpha" testing, occurs in-
house. (Yes, I am a software 
professional!) Speaking as a software 
professional, I can tell you the reason 
why beta testers are so invaluable is 
that the alpha-testing is done by people 
who know the software and how it is 
supposed to be used; so they may end 
up unconsciously avoiding actions 
which could trip undiscovered bugs. 
Beta-testers, however, come at it 
without assumptions, like a user, and 
find things the testers miss. 

The same with beta readers. When the 
story has passed its "alpha test" and 
the writer thinks it's more-or-less ready 
for consumption, it’s the beta reader’s 
turn. She comes to it like a reader, 
without knowing what the author meant 
to say, just reading what they actually 
said. This way she is able to see things 
the author has missed. 

Different beta readers are better at 
noticing some things than others. 
One person might be good at spotting 
plot-holes, while another may be well-

your writing. 

It may not always be a good indicator, 
though. Sometimes it isn't a case of a 
lower standard, but a case of someone 
who is too similar to the author, and 
who therefore fails to provide a different 
enough perspective. Again, someone 
might be a good beta reader without 
being an author at all, or might have a 
writing style that you don't care for, but 
she’s good at picking up particular 
kinds of mistakes. 

4. If the beta reader has a much 
higher standard than the author 
does , it won't work, because the author 
will end up wanting to rip the 
manuscript up instead of working on it. 
Mind you, it's good if beta readers have 
a higher standard than the author, 
because they’ll find weaknesses the 
author didn't see. But it can't be tons 
higher or the author might not be able 
to cope. That probably also depends on 
the diplomatic skills of the beta reader. 
(I remember one marvellous beta 
reader I had who pointed out flaws in 
characterisation in one story I wrote, 
where she said "I know you can do 
better than that!" in a very positive 
encouraging way, which was really 
good.) 

Tips for good beta reading 
1. Don't be afraid to ask questions. If 
something was unclear to you, it 
probably will be unclear to others also. 

2. Be specific in your feedback. Point 
out the exact spots where things don't 
work, not just vague generalities. 

3. Make suggestions (which are free 
to be ignored) as to how the problem 
can be solved. 

4. Point out the good bits too. I know 
as an editor I tended to be oriented 
towards "fixing the problems". But I 
realized it was necessary for me to 
point out favourite bits too, not only to 
encourage the writer but also so she 
didn’t delete those bits in the rewrite! 

Tips for authors 
1. Give your beta readers some 
direction, especially if they have not 
done this before. At the least, tell them 
the kind of things you wish them to pay 
particular attention to, such as 
characterisation, plot, or style. You 
want them to look at the things you are 

(Continued on page 24) 
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W 
hile I will confess to 
knowing diddly squat about 
technology, I believe I can 
talk about the publishing 
side of the road to ebook 

publication. 

What stimulates us to buy a print book? 
For me it is probably the cover or title 
that piques my interest first. Maybe it’s 
a series I’m reading, or the book is by 
an author I really, really like. 

But great covers, titles, series, and 
authors can all be found in ebook too. 
The only difference between an ebook 
and a print book is that, with an ebook, 
you can’t hold the physical thing in your 
hand or feel pages—which, for a lot of 
us, is part of the whole reading 
experience. However, those readers 
under, say, thirty are part of a 
generation familiar with this technology, 
and it’s no big deal for them. So I 
expect a huge leap forward in ebook 
reading over the next few years. In fact, 
at the RWAustralia conference in 
Sydney last year they predicted that 
within five years 75% of all books sold 
would be ebooks. So things are 
changing. 

Around twelve years ago I ventured into 
the world of writing. I’d never heard of 
epublishing. However, a writing friend 
and I were picked up quite quickly by a 
small and new ebook publisher. While I 
was overjoyed to sell my first book, 
there was a major disadvantage to this. 
I didn’t realise that if I’d sold a book 
with a word count over 30,000 then I 
couldn’t enter the Clendon. This was a 
great disappointment. In fact—back 
then—being published in ebook meant 
my chance to enter most competitions 
and get that wonderful feedback was 
extremely limited.  

Knowing what I know now, would I 
have gone the epublishing route so 
quickly? I don’t know. Possibly. There 
are pluses and minuses. 

Several years ago presses like 
Harlequin indicated they would not go 
the ebook way. In fact, most ebook 
writers would agree that we were 
considered “not proper authors” 
because we weren’t in print. Now 
Harlequin has Carina, and other 
publishers are introducing ebooks in 
tandem with their print runs. So, at last, 
ebooks and their writers are gaining 

kudos in the industry. 

I asked my editor, Linda, at Samhain 
Publishing her thoughts. Here’s her 
reply. 

I think we have to be even more 
exacting with edits because, in 
general, when digital publishers are 
compared to traditional New York 
publishers, many people still consider 
digital to be the lesser alternative. By 
turning out the best books possible, 
we gain legitimacy. Of course, now 
many of our authors are also 
published by New York, so the line is 
blurring, and I've had several New 
York-published authors tell me they 
get better edits with us than they do 
with their NY editors. I'm sure as 
ereaders continue to gain in popularity 
and more readers make the switch to 
digital, the public perception of a 
difference between NY publishers and 
electronic publishers will continue to 
be less of an issue. 

Because many digital publishers can't 
afford to pay top-quality editors, they 
either lose them or fail to be able to 
hire them in the first place, so that's 
an issue too. 

What do ebooks give the reader?   

• Fast purchase 

• Ability to purchase anywhere world 
wide 

• They’re cheaper than print books 

• Lighter—There’s a 3500-book 
storage capacity on the Kindle 

• A longer life expectancy than a print 
book. For example, Harlequin only 
has a print book on the stand for a 
few months then it’s gone. An ebook 
is forever. If a reader finds an ebook 
and a writer they like, they can easily 
access the writer’s backlist. 

A good friend—an avid reader—vowed 
she would never be an ebook reader. 
She purchased a Kindle at Christmas 
(delivered within 4 days of ordering) 
and now says she’ll not go back to print 
books. A converted reader. 

So what does the ebook publishing 
world give the writer? For one thing, a 
vast array of publishers. But this can 
make choosing more difficult. 

So which publisher do you choose? 

Before you decide anything you need to 

ask the following questions, or at least 
do a bit of research. My thoughts: 

If the owner of the ebook publishing 
house is a writer, stay away. You would 
think that if the owner was a writer it 
would be an advantage but I feel that if 
a writer is also the owner/publisher her 
own writing takes away time from her 
other contracted writers. How does she/
he have time to devote to her business 
if she’s always writing her own books 
for sale? Many small epubs started like 
this. It was a way a writer could get her 
work published. I’ve had the experience 
with a publisher where the owner had 
about twenty-four books published 
under her publishing company and yet 
her other contracted writers had maybe 
two, or three at the most. The balance 
is definitely not there. How can any 
publisher build her company if she is 
always involved in her own books? 

Who does the edits? The publisher? If 
this is a one-man/woman band then 
you need to know who is responsible 
for the other jobs like editing, 
marketing, covers etc. What are their 
qualifications for doing this? 

But of even more importance: who are 
their distributors? This is crucial. Big 
publishers are established with 
distributors. The smaller publishers are 
not only new on the block but they often 
don’t have a wide distributorship. This 
means low sales for you, the writer.  

For example, for a publisher to list 
authors’ books on Fictionwise, they 
take a bigger percentage. Some 
publishers don’t want to do this, but 
Fictionwise has been my biggest sales 
outlet, so I’d rather have less dollars 
but more unit sales.  

Some of the more established 
epublishers are opening online 
ebookstores. They sell not only their in-
house authors, but also ebooks from 
other publishers. Linden Bay Romance 
(publisher) started ARebooks store. 
They then sold their publishing house 
to Samhain, but ARebook store is still 
going. Samhain, a big and very 
successful print and epublisher, have 
Mybookstore as an online outlet. 
Epublishers will obviously sell from their 
web site too, but I have found that I sell 
more via Amazon, Fictionwise, and 

(Continued on page 21) 
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other online ebook stores. 

However, do be aware that sales from 
Fictionwise are paid back to the 
publisher rather slowly. For example, 
often what you sell in January won’t 
appear in your royalties until June. 

Contracts: 
They are not just contracts for ebooks. 
They could also detail digital rights, 
POD (print), Audio, and Foreign and 
Film rights. Be aware what your 
contract states. Most might have ebook 
and/or print, but don’t hold audio or 
foreign or film. Also, how long is the 
contract for? While my contracts with 
Red Rose Publishing are for three 
years, and others have been two to 
three years, my contracts with Samhain 
are for seven years. This was a bit 
scary when I signed—I mean, seven 
years is huge. But I figured they must 
be reasonably confident in me, and in 
themselves as a business, to be 
offering a contract of this duration. 

Marketing: 

This is where you, the author, must 
play a huge role. You must—
obviously—have a website. But you 
must also be prepared to blog, do 
interviews, and guest blog. I post 
excerpts on about fifty or more loops a 
week. It doesn’t take long to do now, 
but it took a while to set it up originally. 
Your publisher will do promo, but they 
don’t have the big bucks like a larger 
house. Be prepared to put in the hours 
and, sometimes, dollars. Your contract 
may require you to provide a marketing 
plan at the time of contracting. Along 
with the ideas above, this marketing 
plan might include blog radio, online 
chats, library talks, book signings, etc. 
Whatever you do, you must do it 
regularly. 

Money: 
You’re not going to retire on ebook 
sales. However, what you earn 
depends on both the epublisher you’re 
with and your own writing output. This, 
too, is where distributorship counts. If 
the publisher has great distributorship 
then you have more visibility. 

In the early days epublishers would get 
back to the submitting author quickly. 
It’s not always so now, and they often 
get overloaded and close their doors to 
submissions for a period. But what the 
epubs do  offer the writer is a broader 
market. Where print publishers are 
more market-driven and/or have firm 
guidelines, an epublisher has a wider 
scope of subject matter and genre 
where guidelines aren’t so rigid. 

As the epublishing world has 
developed, authors who epublish are 
no longer considered second-rate. We 
spend just as many hours writing, 

(Epublishing...cont from page 20) editing, etc as traditionally published 
writers and produce good books that—
we hope—will be contracted and sell 
well. Just what every author desires. 

Be aware:   
A last word of warning. Google your 
publisher. Check out their reputation 
and whether there have been gripes 
from contracted authors or others 
involved with the company. Don’t 
forget, however, there are always two 
sides to every story. 

Places you can check are:  

Absolute Write Beware forum: 
h t tp : / / ab so l u t ew r i te . com / fo rum s /
forumdisplay.php?f=22   

Preditors and Editors warnings: 
http://pred-ed.com/pubwarn.htm  

I asked other authors what are some of 
the things they consider important 
regarding epublishing: 

Yvonne Eve Walus 
http://yewalus.kiwiwebhost.net.nz/  

I like the option to have my work e-
pubbed if it's a shorter book that 
would otherwise not find a publisher, 
if it's a cross-genre or controversial 
book that would otherwise not find a 
publisher, or if the ebook goes hand-
in-hand with POD. 

Kelli Finger writing as 
http://www.abbeymacinnis.com  

and http://www.eveknight.com  

Definite plus for me is timely 
royalties. I'm paid monthly by one 
publisher and quarterly from my other 
publisher. The time from contract to 
publication is shorter. This varies 
from publisher to publisher. Most 
times, though, it's less than six 
months. 

A couple of cons: Pirating of 
intellectual material. This means that 
for however many times a book is put 
up on a file-sharing site, neither the 
author nor the publisher receive 
money. Time goes hand in hand with 
this as well. Most digital publishers 
don't send DMCA notices to file-
sharing sites. It's left to the author to 
find their pirated e-books and to send 
out the notices and to keep track to 
make sure they're removed. But what 
usually happens is, they'll end up 
somewhere else so the cycle doesn't 
end. I should mention Elloras Cave 
has someone whose specific job is to 
send *DMCA notices, but that's rare. 
*Digital Millennium Copyright Act  

Depending on the publisher you’re 
with, you might have lower royalties. 
Some authors make more being with 
some of the bigger digital publishers. 

Promotion: Authors are on their own 
when it comes to promoting their 
work. 

Conclusion: 
Epublishing is here to stay. However, 
don’t ever think it’s an easier road work
-wise. There are still deadlines, edits, 
and the promotional rollercoaster. Now 
the big-boy publishers are joining that 
same epublishing bandwagon. You 
have to decide what you want and 
where you fit. ♥♥♥ 
Jane Beckenham is a multipublished 
author of romance in both ebook and 
print. You can visit her at: 

http://janebeckenham.com/index.html  

yes? Make sure they know what that is, 
clearly and precisely. 

5. Store: Yes, you should have a place 
for people to buy on your site, even if it 
means sending them off to 
Amazon.com or somewhere else to 
make their purchase. One key factor 
though: don’t make them hunt for it. 
Shorten the staircase. In other words, 
make it easy to find your stuff and then 
give them the quickest route to get 
there to purchase the item. 

6. Design: I have two major rules in life: 
you should never cut your own hair or 
design your own website. Period. End 
of story. Why? Because, much like 
editing our own books, we’re just too 
darned close to our message to be able 
to do it justice. Also, most of us are 
writers, not designers. Hire someone, 
invest the money, and you’ll be glad 
you did. When you’re designing, also 
remember your homepage should only 
do one thing. Your website can sell a 
lot of things, including any consulting or 
speaking services you offer, but your 
home page should be focused 
on one major item. Surfers spend on 
average 1/50th of a second on a 
website. If they have to stop and try 
and figure out what your site is about 
they will leave. I call it surf shock or 
analysis paralysis. Don’t make them 
guess what your site is about or you 
will lose them and they most likely will 
not return for a second visit. 

7. Social content: Make sure you have 
something “social” on your site, 
whether it’s a blog, forum or even your 
very own social networking page. The 
easiest and best of these, in my 
opinion, is a blog . 

8. Update often: Search engines like 
sites that have a lot of fresh content. 
This will really help you with ranking in 
major search engines like Google. If 
you have a blog you should plan to 
update it twice weekly at least. 

9. Share and share alike: Make sure 
your content is easy to share. If you 
don’t have sharing widgets on your site 
(Upload to Facebook, Tweet This!, 
Digg, Delicious, etc.) get your designer 

(Your 10-Point Website...cont  from page 9) 

(Continued on page 23) 
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on ‘rich’ and ‘evocative’. A beige brand 
will tell everyone how dull you are.) 

2. Consider your product/promise/
positioning statement: 

If you can encapsulate it in a strong 
product/promise/positioning statement 
you know you’re on a winner. Let me 
use myself as an example. 

I’m selling… Myself. My books (and for 
the purposes of this exercise I ‘am’ my 
books). So Nikki Logan is my product. 
In others, the character of a book (eg: 
Harry Potter) or the story-world itself 
might be the stronger brand. Look at 
the marketability of anything to do with 
Hogwarts. Instant brand association but 
not about the author. 

I’m unique because… I write nature-
based romance. All my stories are 
contemporary and feature wildlife/
nature like a third character.  

My promise in one sentence…  
“Contemporary love stories unfolding in 
rich, natural places.” I don’t necessarily 
use this anywhere but it guides 
everything I do/create. I further distil 
that down to a phrase that serves as a 
better public tagline for me everywhere 
I go: Nikki Logan—A Romance with 
Nature. 

3. Is it someone else’s brand?  

Do an exhaustive internet search to 
make sure it’s not. How creative will 
you seem to readers if you have to 
knock off someone else’s brand?  

4. Test the market 

Run your brand idea past people who 
know your work. If no-one does, hand 
out copies of a few books to readers 
and then ask them whether your draft 
brand is faithful/true to the books. You 
might think your stories are sizzling and 
steamy while everyone else thinks the 
sex is uncomfortable and clunky but 
your voice is amazingly humorous. We 
are not always our own best judges. 
Put it out there gently and ask for 
constructive feedback. 

5. Implement:  

a. Website—do it well. Reflect and 
support your brand. 

b. Branded business cards.  

c. Brand your email signature.  

d. Blog in keeping with your brand. 
Comment on other blogs in the 
‘voice’ of your brand. 

e. Press Kit: saturate it with your 
brand, use ‘soundbytes’ that 
support your brand.  

f. Author photo—don’t photograph 
yourself with your puppies if you 
write steampunk zombie stories. 
(Not unless they’re clockwork 
zombie puppies.) 

(An Author Brand...cont from page 5) g. Choose a pseudonym that 
supports your brand (or at least 
doesn’t fight it). Don’t call yourself 
Myrtle McGyrtle if you write YA 
vampire.  

h. Make sure your social networking 
profile pics/content support your 
brand.  (A p ic ture of you 
breastfeeding your first child is 
great if your book is about 
breastfeeding, but not if you write 
military stories.) 

Th e re  a re  a  hun d re d  o the r 
possibilities—with compliments slips, 
self-branded postage stamps, pens, 
etc. The list is literally endless. Set 
yourself an affordable budget for 
branding/promo and stick to it faithfully, 
making the most of the free things. 

Most importantly: 

• Start now— as though you have no 
doubt you’ll be published. 

• Start now— so that you don’t have 
to do it later when you are 
published and time is short. 

• Start now— before you get tempted 
to dilute yourself to ‘fit’. Your 
commitment to your brand will be 
the thing that stops you from toning 
down your work and becoming 
‘beige’.♥♥♥ 

Nikki Logan writes captivating romance 
in rich, natural settings. She believes the 
passion and risk of falling in love are 
perfectly mirrored in the danger and 
beauty of wild places. Visit her at http://
www.nikkilogan.com.au  

intend to give away a book and will 
promote the event to all and sundry. It’s 
another example of saying ‘yes’; I’ve no 
idea what will eventuate, but am having 
fun. 

Loops: While I wrote my book I 
diverted my RWNZ loop emails 
elsewhere, but now they drop into my 
inbox and I appreciate the combined 
wisdom of committed writers—and the 
temptation to idle away time. I’ve yet to 
contribute to the NZSA Northland loop, 
but have acted to support free libraries 
and learned about online data storage.  

Website: So far, feedback from 
readers who don’t know me has arrived 
via Facebook, not my website which no 
longer tops search lists. Is a website 
worthwhile? Unlike social media, it 
costs money, plus the person who built 
mine has great technical but limited 
graphic design skills.  

I n  t oday ’ s  h i gh -v is ua l - im pac t 
technological world, graphic design is 
increasingly important. One option is to 
take Jem Stanners and Gracie O’Neil’s 
online website-building course at 
www.threebearsmethod.com and 
create the site yourself. Whether you 
choose to build your own site or employ 
someone to do it for you, graphic 
design skills will be key to your 
website’s success.  

Promotional material: I’ve colour-
copied several hundred DLE flyers 
featuring the cover art and blurb which 
went out with the launch invitations, 
and have printed my website, blog and 
Facebook addresses on the back. They 
will serve as marketing material for a 
long time—or until I get a business 
card. New business cards are on hold 
but, like so many of my marketing 
efforts, that may change. ♥♥♥ 
Rae Roadley studied journalism at AUT 
and, soon after signing on as a reporter 
for Northland’s daily newspaper, met 
Kaipara beef and sheep farmer Rex 
Roadley. He constantly asked her to act 
as a quasi gate, and Rae enjoyed 
success in this role until a feisty bull left 
her strewn on the road. The story of this 
experience was the first of her columns. 
The success of those columns led her to 
tell her own love story, Love at the End of 
the Road (Penguin Books), which was 
released in October to positive reviews. A 
member of RWNZ and the NZ Society of 
Authors, and a past member of RWA and 
countless critique groups, she’s been 
runner-up in a short story contest and 
commended in the 2010 Clendon Awards. 
Rae has a Diploma in Advanced Applied 
Writing from NorthTec 
where she’s a tutor; she’s 
also a freelance writer and 
has written for public 
relations and business. 
You can visit Rae at  

http://www.raeroadly.co.nz  

to Dominate Your Market One Tweet At 
A Time. There’s also word a new social 
media platform containing, with luck, 
the best of everything will soon be 
launched. 

Blogs: Apparently 90% of blogs 
established since 2002 lie idle, but not 
raeroadleywrites.blogspot.com which 
has one follower (I’m thrilled!). Each 
week I load up a newspaper column; as 
I’ve been a columnist for eight years 
(The Country Side runs in Northland’s 
daily paper) I’ve a few hundred stories 
to revive for cyberspace. The Internet 
demands tight prose, so updating takes 
a while. I also feature time-relevant 
blogs—for example, the Rugby World 
Cup. 

As I learn to leverage marketing 
mileage, I plan to follow blogs my sole 
follower enjoys, plus Beattie’s Book 
Blog which is read by the publishing 
industry and has twice featured stories 
about Love at the End of the Road. 

Author Zana Bell has invited me to do a 
Q&A on Love Cats Downunder, a blog 
for Australasian romance writers. I 

(How To Market Your Book...cont from page 13) 
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REGIONAL CONVENORS 

 
Auckland: Pamela Gervai 
email: pamela@petware.co.nz  
 
Central North (C2C):  
Gaylene Atkins 
email: ada.farms@xtra.co.nz  
 
Hawkes Bay: Ginny Suckling 
email: ginny.suckling@xtra.co.nz  
 
Wellington: Leeann Morgan 
email: morgan.leeann@clear.net.nz  
 
Nelson: Annika Ohlson-Smith 
email: allan-annika@xtra.co.nz  
 
Blenheim: Iona Jones 
email: iona.jones@xtra.co.nz  
 
Christchurch: Jill Scott 
email: scotts@snap.net.nz  
 
Otago: Viv Adams  
email: whiteclifflodge@xtra.co.nz  

RWNZ News Around the Regions 

Keeping in touch with each other.  

OTAGO 
As 2011 races towards Xmas, we would like to wish f ellow RWNZ members Season’s 
Greetings. Our final meeting for this year is on Sa turday, 3rd of December. We have yet 
to finalise where, so please contact Viv, for detai ls. Happy New Year, too, for 2012. And 
if you’re also entering the Clendon, hang in there and keep the pedal down . ♥♥♥ 

CENTRAL NORTH C2C 
It's been a great year with lots of informative, la ughter-filled meetings, willing 
hostesses, wonderful venues and, most importantly, you , the ladies of the C2C region. 
Thank you for your support, your enthusiasm, and th e extra effort you've put in to 
getting yourselves to the meetings.  
This year saw several successes—always inspirationa l—and huge congratulations to 
those ladies. There were some lows, too, which also  inspired us—usually to 
frustration, then to patience and, finally, to pers everance. 
Our November meeting was a two-day writing retreat held on the Awhitu Peninsula. 
This was a staggering success. Special thanks to ou r hostesses (Liz Heywood and 
Linda Dawley), workshop speakers (Daphne Clair, Col in Peel and Jenny Yates), all 
those who donated raffle prizes and/or money, and e veryone who purchased tickets 
via cyberspace to help pay for the weekend. You mad e it all possible.  
I’ll send an email in the new year asking for hoste ss volunteers and date preferences 
for our 2012 meeting schedule. To all our new membe rs, we hope you've enjoyed your 
first year with RWNZ and the C2C ladies! I'm lookin g forward to another year of 
convening and it being just as much fun as this one  was! ♥♥♥ 

HAWKES BAY 
I'll be returning to New Zealand for Christmas so w e'll have our first meeting in 
January sometime. If anyone would like to join us p lease contact me on my email. Our 
group would like to wish everyone in RWNZ a happy a nd safe Christmas and New 
Year. ♥♥♥ 

WELLINGTON 
Our November meeting featured scenes written in bot h male and female POV. Tracy 
won hands-down with her lovely funny descriptions o f ‘him’ buying a couch, and then 
‘her’ buying the same couch. Writing exercise for n ext time: a back-cover blurb to 
really sell your story. Three paragraphs maximum.  
NOTE THIS CHANGE. Our Christmas meeting is SECOND Saturday in Decembe r, not 
the first. Please let Leeann know what you’re bring ing to share for the noon lunch on 
the 10th at Meryl’s. We don’t want seventeen salads  and no dessert. We thought 
seventeen desserts and no salad would be okay, thou gh. ♥♥♥ 

AUCKLAND 
Twenty attended our November meeting, and received an unpleasant surprise on 
arrival courtesy of Mr Guy Fawkes—a window with a b ig hole, glass shattered inside 
the club room, and a significant hole burned throug h the floor by some incendiary 
device. We had to clean soot off the chairs and tab le before we could start the meeting.  
Susan Potter, who writes as Susan Napier, gave us a n inspiring talk on ‘Love Words’. 
From her school days Susan’s inspiration has been S hakespeare. No wonder she has 
had such success with her writing. Barbara Clendon brought us up-to-date with the 
latest developments in the reader and publisher mar kets.  
We now have speakers lined up for most of next year . My heartfelt thanks to all those 
who have volunteered. On Sunday 4 December we will have our End of Year 
celebration. It’s a Bring a Plate affair and will b e held at my house in Epsom from 12.30 
pm. The theme is The Magic of Romance . A Master Magician will put on a show for us. 
Please contact me ASAP if you will be attending. ♥♥♥ 

NELSON 

Annika, our esteemed leader, is still away in Swede n, following her mother's death. 
She is much missed, although perhaps our waistlines  benefit from fewer of her 
Swedish delicacies. This month we welcomed prospect ive member Gloria—who was 
soon put to the test with our workshop, imaginative ly titled Turning the Screw .  
We were ruthless in pushing our protagonists and an tagonists as far as possible 
outside their comfort zones, and then piling on the  agony. Clearly, we have all missed 
our calling and should be seeking work as either to rturers or Madam Lashes. (Is there 
any such work going for the older woman?) 
Next month's meeting is up in the air. We’ll certai nly be meeting for a Seasonal Lunch, 
but have kept the day open until we have a firmer i dea of numbers available. So—either 
Saturday 10th or Sunday 11th, chaps and chapesses. ♥♥♥ 

to add it to the site ASAP. Most 
blogging software comes with this all 
ready to go. 

10.Placement and remarketing: First 
off, make sure you understand how 
people surf—meaning where their 
eyes go to when they land on a 
website. The first place they look is the 
upper left hand quadrant of a site, so 
that’s where your primary message 
should be placed. Then their eyes go 
to the center of your site. These two 
primary places are significant in 
conversion. You should have a clear 
message, and a clear call to action 
(whatever that action may be). I also 
recommend funneling your visitors into 
a mailing list. You can do this via a 
sign-up on your home page and then 
an ethical bribe to encourage them to 
sign up. What’s an ethical bribe? It’s 
something you give them (of value) to 
get something: you might give them an 
ebook, a checklist or a special report. 
Just make sure it’s something your 
readers want. 

For Penny’s free newsletter or 
information regarding any of her best-
sel l ing services,  please visi t 
www.amarketingexpert.com  

(Your 10-Point Website...cont from page 21) 
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one. Do what you feel is best.  

Example: 
I noticed from your website that you 
represent many novels focusing on 
small town America. I think you’ll find 
the characters and setting of A 
MIDWIFE CRISIS interesting. 

The final paragraphs: (can be two or 
three, but keep them short and sweet) 

At this point, most experts agree, you 
should give the reader an idea of what 
type of reading base you are targeting. 
What is your style? Who can they sell 
your work to? 

Example: 
The witty dialogue of Nora Roberts, the 
romantic tension of Lavryle Spencer, 
and the adorable heroes of Julie 
Garwood, have all influenced my 
writing style. I love the romance genre 
and have a host of stories bouncing 
around in my head, begging to be told.  

It is important, however, not to brag that 
you are the next Nora. Their response 
will no doubt be, “Yeah, right.” It’s tough 
to support boasts like that. 

The closing 
Make sure you thank them for their 
time. They are busy people and even 
though they make their living off your 
work, there are plenty of others they 
can use instead of you. Remember 
they are people too, and you catch a lot 
more flies with honey than vinegar. 

Example: 
I would like to thank you for taking the 
time to consider my project. A 
completed manuscript is available upon 
request.  

Notice a reminder that the MS is 
completed. Also notice that no 
reference has been made in the entire 
letter that this project has been rejected 
by anyone else. Some agents/editors 
request that you let them know if it is a 
multiple submission, however, I only did 
this when a full was requested. 

Final sign out 
Be sure to include a variety of ways the 
reader can contact you and always 
include an SASE. 

(Writing Query Letters...cont from page 18) 

weakest in, and that they are strongest 
in, so they can help you improve them. 

If they are inexperienced you might 
want to give them a list of questions to 
keep in mind while they read, such as: 

• Are there parts of the plot which 
are confusing? 

• Are the characters behaving out-of
-character? 

• Are there turns of phrase that are 
clumsy? 

• What are your favourite bits? 

2. Thank your beta reader(s) even if 
what they said wasn't helpful. After all, 
they spent their precious time reading 
your story and thinking about it. That 
deserves thanks. 

3. Remember what your beta reader  
said is only her opinion, it isn't gospel. 
This is your story, you have the say. 
On the other hand, do listen to your 
beta readers, because what is the point 
in asking them to beta-read your story 
in the first place if you don't? 

4. If a suggestion is made that you 
can't agree with, explain why. 

It may be that when you explain your 
reasoning, or the intent of that bit of the 
story, you may be able to figure out 
between you something that works for 
both of you. ♥♥♥ 
© 2011 Kathryn Andersen 

Reproduced with permission. You can 
visit Kathryn at http://fanlore.org/wiki/
Kathryn_Andersen  

(Beta Readers...continued from page 19) 

Sincerely, 

Jane Doe 

111 South Henley Street 

Somewhere, USA 

Jdoe@internet.com 

(333-444-5555) 

Below is a sample of the 
first 3 pages of my story. (Only if you 
are sending an e-query) 

If you are sending an e-query (which 
most editors and agents are now 
requesting) add the first 2-3 pages after 
your signature. If they are interested, 
they’ll read those pages and request 
more. Do not send as an attachment 
unless informed to do so.  

When you finish, your letter should be 
one page long. It should have short, 
succinct paragraphs, and be visually 
appealing. You don’t want the reader to 
open it and think, “Yikes, I don’t want to 
read through all this.” 

It should be 12pt font, single spaced 
Times New Roman or a similar font. 
Put the title of your book in all caps and 
mention the title more than once. You 
want it to stick in their heads. Don’t use 
colored paper or cutsie stationery. You 
are a pro. Present yourself like one. 

A caveat 
Always check the website of the agent/
editor you intend to query. Some of 
them have specific requirements for 
this stage of the process. Many request 
the first three chapters with the initial 
query, for instance. Finding out their 
preferences shows them you do your 
homework. ♥♥♥ 
Lisa Cooke lives on a 70 acre farm in 
southern Ohio with her husband of 32 
years and a Maltese with an attitude. She 
began writing at the age of 45 when she 
realized she would need a new career 
once she retired from teaching. Four 
weeks after working her last day as a 
high school science teacher, she 
received “the call” from Leah 
Hultenschmidt of Dorchester Publishing. 
Her first novel, Texas Hold Him , released 
in April of 2009 and her second novel, A 
Midwife Crisis , was released in January 
of 2010. 

Her website is www.lisahistoricals.com   

.oOo. 

 

You write to  
communicate to the hearts  

and minds of others  
what's burning inside you.  
And we edit to let the fire  
show through the smoke. 

 

Arthur Polotnik  

 

The road to hell is paved with adverbs. 
 

Stephen King 


