Sharon Goldinger: Our program tonight is “Print-on-Demand Options for Publishers.” Joel is an accomplished interior book designer, author, publisher, blogger—all very impressive. 

You can read the details of his background on his website, but I want to introduce Joel to you as an incredibly knowledgeable person in the publishing arena, and a very generous colleague. I have worked with Joel for 20 years; we both started when we were 12, and it has been a joy and a pleasure to work with him, so you’re in for a treat tonight, an explanation of print on demand from one of the best in the business. Take it away, Joel. 

Joel Friedlander: Thanks, Sharon, I really appreciate that. I think it’s been a little more than 20 years, but I’m going to let that slide. 

I want to thank everyone for taking the time out of their evening to advance your publishing education. That’s a great thing to do, so congratulations and give yourself a high-five for that. Print on demand is one of my favorite topics. I love print on demand. 

Now I’m going to tell you why I love print on demand. The reason I love print on demand is that I was a book publisher before they invented print on demand.

I was one of those people who would publish books and then, the way we published books was, you’d publish the book and send it to the printer and about four weeks later, a big truck would pull up at your house, and they’d roll up the back of the gate, and they’d say, “Where do you want all these cartons, cause they’re heavy?” And we’d have to store the cartons, pack the books, ship the books, buy lots of jiffy bags to ship them in, and take them to the post office. 

Let me tell you, that printer’s bill was something that every publisher was kind of in fear of because, you know, you had to come up with the money before they would ship you the books. That’s just the ironclad rule in the publishing business. 

So, I started publishing books back in the 1980s, and I have a book of my own that I published back in 1986. When print on demand came around, I was able to put that book back into print for virtually no cost. I didn’t need any jiffy bags. I didn’t need a storage locker. I didn’t need a hand truck. I got rid of my hand truck. I got rid of all the postage scales and everything, because print on demand saved me from all of that.

I just love print on demand, and that’s what we’re going to talk about tonight. What it is, how it works, and the big three vendors. 

What is print on demand? You know, this is, it seems like kind of a simple question, but I’ve had numerous problems explaining exactly what print on demand is to people. The reason for that is print on demand is really kind of a hybrid system with two distinct and separate parts. 

On one end, we have digital book printing. Now what that means is that your books are not going to be printed on a big printing press, they’re actually imaged on a xerographic machine, and if you know what xerographic means, you know that they’re actually produced on a copier. They’re not printed, they’re copied, and the interior of the book, which on most books is black and white, is printed on a black-and-white xerographic printing copier, and the covers are done on a color copier, and then they’re laminated. The two pieces are joined together, they’re glued, the book is trimmed to size, and voila, we have a book.

The beauty of print on demand is that, because it’s that kind of process, we don’t need a big press with huge sheets of paper and tons of printing ink. We don’t need to produce 100 or 1,000 or 10,000 books just to get one copy. In print on demand, we can actually print, economically, one copy at a time if we want to. So that’s a pretty big innovation. 

And then we marry that part, the digital printing of books, to a distribution system. The distribution system connects the print-on-demand vendor, who has the equipment to produce books this way, to retailers, and the retailer sends the order in to the print-on-demand vendor. The print-on-demand vendor prints one copy, if that’s what’s ordered of the book, and fulfills the order. That’s kind of incredible. It’s amazing that we can do this at the price that’s available to us from these vendors. 

So the whole system actually operates completely automatically. 

I’ve written about this quite a bit on my blog, so people can go search on my blog and you’ll see lots of articles about print on demand and how it works.

When it works right, you publish a book with a print-on-demand vendor, and then you put the book up for sale, so when people order it, it goes through this whole system I just described: the order is sent to the vendor, the vendor produces the book, ships it out, and the money is deposited automatically into your account after deductions are made for the cost of manufacturing. 

There’s something beautiful about that. You can have a book for sale. Once you’re finished and it’s up for sale, you could be selling books while you sleep, while you’re sitting out by the pool, whatever you’re doing. It’s completely automatic, and I love that part of it too. 

That’s basically what print on demand is. It revolutionized part of the book-publishing industry because, if you think about it, when we were printing books through book printers, we had to pay those big printing bills. That’s a pretty big risk to take. You have to be pretty sure, pretty confident in yourself, before you go to a book printer and go through all the trouble of having your book edited, produced, designed, laid out, and then go to the printer and spend $2,000, $3,000, $10,000 printing that book, and then warehousing it. You’ve got to be pretty sure that you’re going to be able to get your money back. 

There’s a lot of risk in book publishing. There’s still a lot of risk in book publishing today, and this is true of publishers of all sizes. The big New York publishers sign lots of books; they publish lots of books—they have no idea which books are going to sell, unless they’re by a celebrity author. So print on demand has the opportunity to eliminate a lot of the financial risk in book publishing, and because of that, it started the self-publishing revolution. And that’s really why it started, because of print on demand. 

Of course it was accelerated by e-books, but we’re not going to talk about e-books tonight.

So there are three main operators you are going to run into when you go looking for a print-on-demand vendor, and those are the companies we are going to talk about on this call. 

If you go looking for somebody, and you want to publish a book, and you want a print book, and you don’t want to spend those thousands of dollars. Or you think it’s too risky for you, you don’t have the money, or you’re just not sure—we’re going to talk about that later in the call—the three people you’re going to run into are Lightning Source, which is a division of the Ingram book company. Ingram is the biggest book distributor in the world, and they’re headquartered in the United States, but they sell in 130 countries. Lightning Source was the original print-on-demand vendor. They pretty much created the entire industry, and in fact, if you surf around the Internet, look for publishers or publishing companies or print-on-demand people, mostly what you’ll find are companies that are nothing more than a front office and an account at Lightning Source. They just send the books there, and they use Ingram’s distribution. 

The reason for that is that Ingram, when they set up the print-on-demand operation at Lightning Source, they decided that they would distribute, make available to bookstores, wholesalers, all kinds of people who buy books from them, every book that they produce in their print-on-demand operation at Lightning Source. So that instantly gave people a way to get into Ingram’s distribution, which is very powerful because just about every bookseller in the United States buys books from Ingram. So all of a sudden this whole distribution network opens up. 

The second big operator you’re going to run into is CreateSpace, which used to be called BookSurge. It’s now called CreateSpace, and that is owned by Amazon, the world’s biggest book retailer. So on the one hand we have a book distributor, that’s on the wholesale side of the business, and on the other side we have a book retailer, so that’s an essential difference between these companies and something that is going to come into play throughout our discussion tonight.

The third operator is the newest, and it’s also an Ingram company. It’s called IngramSpark. And the reason that Ingram started IngramSpark when they already had a print-on-demand vendor, Lightning Source—you’d think, well, what do they need two for? But the problem is that Lightning Source was really intended to be a print-on-demand facility for major book publishers, not self-publishers like you and me, but people like Random House.

What happened was, when people discovered that they could get into LightningSource and print one book and get these great benefits of risk reversal and good pricing and the print-on-demand automation, all the self-publishers started to flock into Lightning Source and set up accounts. But Lightning Source is really a business-to-business company. They were not set up, nor were they ever trained, to deal with individual self-publishers, and this created a lot of problems for Ingram because it just wasn’t cost efficient for them. 

They struggled with this for years, and they eventually decided to set up IngramSpark, and now if you go to open up a print-on-demand account with Lightning Source, it’s very likely that they’re going to say no to you, unless you’re publishing 10–20 books a year.

Now I’m going to guess that there’s nobody on this call that’s publishing 10–20 books a year because you probably already know all about print on demand. You don’t need to listen to me talk about it. 

So that makes our discussion a lot simpler because we’re going to pretty much take Lightning Source out of the equation. I’m going to talk about them, when it’s appropriate, and I want you to know—matter of full disclosure—I publish with both Lightning Source and CreateSpace, and I’m going to explain that toward the end of the call, why I do that.

So, realistically, if you’re a self-publisher, you’re an author, you’re thinking that maybe you should be publishing your own books, you’re a writer that’s thinking about getting into this, maybe you’re somebody whose published traditionally before but your books have gone out of print and the rights have reverted to you, whatever your situation is, if you’re thinking about doing this on your own, what it really boils down to is that you’re going to have to make a decision between publishing with CreateSpace and publishing with IngramSpark because those are the only places that are really going to be readily available to you.

The fact of the matter is that in terms of the services they offer, these two companies are very similar. 

Probably the biggest difference is that Ingram produces trade paperbacks and hardcovers. CreateSpace, on the other hand, does not produce any hardcovers; they only produce paperbacks. So if you’re thinking about doing a hardcover book, and you’re thinking of using print on demand, you’re going to, out of necessity, use IngramSpark. That is your choice.

Obviously, as I said earlier, there’s lots front office companies that also provide a lot of services to authors or small publishers, and they will handle that production for you. I’m not really talking about them. I’m talking about you, as an individual publisher, setting up an account of your own with the vendor. 

For many people that’s really the best solution from a business point of view. There’s no middle man. And if you learn how to use these companies’ services, it’s going to profit you in the end because you’re going to have a much better experience long term. You’ll be dealing directly with your vendor.

Now both of these companies, both Ingram, through Lightning Source and IngramSpark, and CreateSpace, print primarily black-and-white books, but they also do color books. 

One of the differences between them is that CreateSpace offers what I would call commercial color, and that is the kind of book where, let’s say you need color in the book to show a certain process. I was just looking at one the other day about beading, people who like to do beading, the craft, and this woman had published a very interesting book about a certain technique in beading. She printed it at CreateSpace, and she printed it in color because otherwise it was very hard to tell which beads she was talking about if you couldn’t see the difference between the red ones and the brown ones and the yellow ones. So that made sense for her to print in color. 

Using commercial color was perfectly acceptable. That was all she really needed.

Now at Ingram, they have commercial color, but they also offer premium color. The premium color that they provide is a lot better. The quality is better. The colors are richer, and it’s overall superior to the commercial color that you’ll get from CreateSpace or IngramSpark or Lightning Source.

Is it the kind of color book that you’re thinking of in your head right now, like a coffee table book with beautiful pictures of Yosemite and the Grand Canyon? No, they don’t do those kinds of books. Those kind of books require a whole different type of printing, whether it’s digital or offset, and they can’t really be done at a commercial price. 

So you can’t get a coffee table book from either CreateSpace or Ingram. They just don’t do them.

But you can get pretty decent color, if you have snapshot quality pictures, instructions, graphics, that kind of thing. They’re perfectly good. 

Overall, I’d like to say a bit about the quality of print-on-demand books. When print on demand first got started, they had a well-earned reputation for crummy books. Frankly, they didn’t look very good. They would get trimmed funny so the book looked like it was tilted. There were a lot of quality concerns—sometimes the type was all washed out or fuzzy. 

Print on demand has improved in quality tremendously over the last five years. Today, I would say that 90 percent or 95 percent of book buyers would not be able to recognize the difference between an offset printed paperback and a print-on-demand paperback. There would be 5–10 percent of the people who can, and of course included in that group are all the book buyers. They can tell in a moment.

The other thing about these companies is they offer a wide variety of book sizes, every possible standard trade book size that you can think of is probably offered by both of these companies. They go down to a four by seven, roughly, and up to eight and a half by eleven, so they have a very large range of sizes. They even offer European sizes in some cases. 

Ingram’s companies offer more variety in the sizes they have available, but CreateSpace has virtually the same list.

As I said, you can get color or black and white, and in your black-and-white books, for most trim sizes, you can use either white paper or cream paper.

In color books you can only use white paper because that’s really what you want to use to get good color reproduction. 

The limitations of print on demand are that you have to fit into their matrix. It’s a very automated process, so you have to pick their trim size, if you want 5 ¼” by 9 ¾”, you can’t do it. They just won’t do it for you unless you can find someone that can do it, but it’s going to be very expensive. 

So you’ve got to go with their standard trim sizes. You can only choose the white or cream paper. If you want slightly off white or grey paper or maybe you want to use a specific printing paper, you can’t do that either. You only can choose their predetermined options.

That’s okay because for most trade books, it doesn’t really matter. For literature, we generally use cream paper, and for anything with illustrations or a for a very thick book, we generally use the white paper because it’s a little thinner in its total bulking size.

So, as far as pricing is concerned, the price differences are very small. Generally, the CreateSpace books on the pure printing price tend to be a little less expensive, but the difference is really quite minor. I’ll give you an example I use to compare vendors—a standard book that’s 200 pages, 6” x 9”, trade paperback. Now that book at Lightning Source or IngramSpark is going to cost about $3.50. At CreateSpace, it’s going to cost you about $3.25. So, there’s about a quarter difference, and it doesn’t usually get much bigger than that. So for all intents and purposes, I consider the pricing about the same.

Where it gets really complicated and thorny is when we start talking about their different distribution options. 

That’s a lot of information about these companies, about print on demand, so I think this is a really good place to take a brief break. 

SG: That sounds great. I’ll give you some of the questions we’ve received so far.

So, from Lee Gale, “Is it true that when you self-publish with CreateSpace you can make corrections any time or add to the material?”

JF: Yeah, well, let’s talk about that for a minute. Initially the costs you have going into this are very low. If you publish at Lightning Source, you’re going to have some one-time costs, or IngramSpark. You’re going to have a fee to set up your account. I believe that’s currently $49. At CreateSpace you’re going to have no charge at all to set up an account. 

When you upload your files, you’re going to pay a fee. At CreateSpace, you won’t pay anything. Here’s the real kicker—at both Ingram companies, both Lightning Source and Spark, if you find that you uploaded a file, and you discover a typo, and you want to fix that typo because it really bugs you, of course you have to upload a whole new book file. You can’t just send them the one page. You have to send the whole interior of the book again, and every time you do that, they’re going to ding you. 

At Lightning Source, I don’t always keep track of these fees, but they’re going to charge you about $40 every time you upload that file. So to fix one typo can be very expensive. 

The big difference here is that, at CreateSpace, they never charge you for uploading revisions. You can just keep uploading revisions as often as you want. And that leads us to a strategy that I’m going to lay out later in the call.

So, yes, the answer to the question is, yes, you can keep uploading revisions to your CreateSpace book as often as you want for no money at all. If you do that at Spark, they’re going to charge you every time you upload a new file.

SG: Okay, next question from Lee Gale: “Who does the book formatting and interior design? Who does the book cover? If not CreateSpace, then how do I get those things done?” 

Okay, that’s a really good question. This goes back to the difference between these companies, because Ingram’s companies were generally intended to deal business-to-business with book publishers. 

Book publishers know how to produce books; they needed somebody to print and distribute the books. So that’s really all that Lightning Source does. They print and distribute books, and the same is true for IngramSpark. They don’t offer any other services; they just offer for you the printing of Lightning Source and the distribution of Ingram Book Company. That’s it.

Now at CreateSpace, you can also buy services as well. They’re very author-centric, and their whole website is built for authors, to make it easy for them to use. That’s not so true of Ingram’s sites. Spark is a little bit better; Lightning Source is a strictly business website. There’s nothing easy about it, and you have to kind of figure it out yourself.

Now, CreateSpace will offer you services, to lay out your book, to design your book cover, to do the editing of your book. In general, when people bring their books to me, because I do a lot of books for people, I recommend that they not use any of those services at CreateSpace. 

So where does that leave you as a publisher? And remember you’re an author, you wrote the book, but when you start self-publishing, you become the book publisher. You’re in the consumer-product manufacturing business. So it’s up to you to prepare the product to go to market. 

You can hire a book designer, for instance, somebody like me, to design your book, do the interior, the layout, format the whole thing, do the cover for you, and book designers know how to deal with book printers because that’s what we do all day. 

You can also go to one of these self-publishing companies and buy a package, and they will sell you all the services, hopefully at a reduced rate, sometimes at a very inflated rate, to do all of that work for you. It depends how much you want to be involved in your project. That’s really what it comes down to. 

If you want to be really involved, and you can do some of it yourself, you can go out and hire individual people, designers, formatters, layout people, cover designers, editors, proofreaders, indexers, and put together a publishing team. 

Now if you have serious aspirations about being a real publisher, publishing books continuously, maybe publishing more than one book a year and doing this for some time, I really recommend people put together a team because that’s going to be useful to you over and over and over again. It’s only going to be hard the first time. After that, you’ve got it all set up, and it’s much easier to do.

So this is going to happen. You’re either going to hire a company to do it or you’re going to go out and hire your own vendors to perform all those publishing tasks. But the print-on-demand vendors, we’re going to use them only to print and distribute the books, nothing else. 

SG: In terms of those referrals, there are PALA members that do provide those services if anybody is in need. We have a member directory to find them. You can e-mail or call Gary or myself, and we’d be happy to provide you with a list of PALA members that provide those services also, as well as IBPA.

Okay, next question. “What method,” this is from Les. “What method would work best for specific lead and delivery times if one ordered about 40 copies of six titles twice a year, with good quality books, of course?”

JF: I would have to say that I believe that the books that Ingram produces are slightly better quality than the ones that CreateSpace produces, but keep in mind that CreateSpace sends many of their books to Ingram. They’re not going to tell you that, but that’s what they’re doing. That’s how they’re going to get you into their expanded distribution program, which we’re going to talk about in a minute.

So if you wanted 40 books twice a year, you could use either of these companies. They’re both very easy once you get the book set up and it’s up there. For instance, I just went into CreateSpace and ordered 100 books for a client of mine. And it took me about three minutes. You just go in there—they have a little tag that says “order books,” you order the books, you tell them where to ship them, you pay with a credit card, and they ship you the books. A few days later a carton arrives, and there they are. It’s really, really simple.

SG: If you could go back and review one quick thing for Jason: “Which companies offer paperback and which offers hardcover?”

JF: Okay, so, CreateSpace only produces paperback. That’s it. Ingram creates paperbacks. They also do hardcovers. They do hardcover with jackets. They also do what we call case-wrapped hardcovers, which means that a paper is printed with what’s going to be on the front of the book, and it’s wrapped onto the case. If you think of a textbook, textbooks are usually produced as case-wrapped hardcovers. It’s a hardcover binding, but there’s no jacket. The actual cover is printed right on the book.

SG: This is from Colleen: “Which of the services does the best job with books containing multiple photographs?” She didn’t specify color or black and white, so if you could address both, that’d be great. 

JF: I do think that Ingram’s printing is slightly better than CreateSpace. Also if you’re printing in color, and you want to have better quality color than the commercial color, then Ingram offers their premium color printing, which is actually quite a bit better. I’ve looked at both of them. So if that was a concern of yours, then I would go with Ingram because they’re going to get you a better quality book. 

Now, I want to make sure that you know that there are even better quality book manufacturers in the business. For instance, if you have a color book, you can get it printed at Blurb.com or you can get it printed at Thomson-Shore, which is a traditional book printer, but they also have digital printing facilities. These people will produce absolutely gorgeous digitally printed color books. The problem is they’re really expensive. The technology just isn’t there yet to produce something that we can then mark up to sell at retail, unless you find people who are willing to spend like $75 for your book or something.

So it’s not practical, in terms of retailing books. 

What else?

SG: “Is Amazon okay with Spark? Do they post? Notebook takes two weeks.” I don’t understand that. I hope you do.

JF: I understand perfectly. I actually wrote a long article on the subject, and the article got something like 250 comments. So this is the situation: a few years ago, Amazon changed the way they order and stock—basically it’s about stocking and about them trying to create the most efficient warehousing situation for themselves.

They changed the way they order books from third-party manufacturers. So who’s a third party? Well, obviously Ingram is a third party. Lulu is a third party. Blurb’s a third party. Everybody’s a third party except CreateSpace because CreateSpace they own. 

So what happens is, instead of just ordering the books immediately as soon as they got an order and then sending them to the vendor to produce, they started storing the books in their warehouse. So they have formulas or algorithms to determine when the book should be reordered, and then it could be that they let the book go out of stock. And maybe they wait two weeks to restock it. 

So what began happening is all the books from third-party vendors like Ingram started to show up on Amazon with these notations, “Usually ships in one to three weeks.” Well that could be really bad for your sales, right? Because nobody wants to go through all the trouble of creating demand for a book, get the person to the page, and then they can’t even get the darn book. That doesn’t work.

So we’ve come up with ways to deal with that, and I think I’m going to describe that right now, Sharon, because it ties into this question. It answers why I print at both of these companies.

If you print at CreateSpace, your book will be available on Amazon all the time. It’s never going to go out of stock, it’s never going to have that “ships in one to three weeks” on the sales page. They’re just going to fill those orders, because that’s their company. That’s in their best interest.

All right, so we have now divided the bookselling world, and that’s the people who retail the books, into two categories: in one category we have Amazon, and in the other category we have everybody who’s not Amazon, the whole rest of the world. And the most efficient way for you to publish a book today, and I hope it’s not true for much longer because it’s a pain in the neck, but right now what we do to get the best distribution and delivery for our readers is we put the book at CreateSpace, and we leave it there simply to fulfill the orders only from Amazon. That’s all it is. That’s one echo system.

Then we take the exact same book, and we also contract with IngramSpark or Lightning Source, and they service everybody who’s not Amazon. All the orders from Barnes & Noble, or whatever it is who’s selling the book, are going to go to Ingram, and the Amazon orders are going to go to CreateSpace. 

This system actually works fairly well. It’s a complete pain. You always have to create two separate covers because the paper they use is a little different, so you have to resize the spine slightly. And you know you use the same ISBN because the book is the same after all, and you have two accounts, one at each vendor.

SG: Okay. I have a few more. Can we continue with a few more questions? 

JF: I want to cover two more subjects, and then we can have Q&A for the rest of the time. How’s that sound?

The first subject is really, really bad, and that is because it’s math. I hate to do this to people. I know writers. Hey, I’m a writer myself. Most writers, you know, unless you happen to be good at math, they skip math. They didn’t take math. They don’t like math; they like words.

Here’s the bad news: the bad news is that if you want to be a publisher, and that includes being a self-publisher, you have to know something about math. The reason is that you have to really put some time in, and it might only take you an hour, to learn about discounting. Discounting is really, really important. It’s super important because the discounting on your books is going to directly determine how much money you make or lose on those books. 

Now that’s pretty important, don’t you think? So if you don’t understand this discounting business, you could end up losing a lot of money. I don’t mean losing like you have to pay somebody, what I mean by losing is selling books and getting pennies instead of dollars. We don’t want that to happen to you.

So there are big differences between these two companies in terms of how the books are discounted for the book trade. The reason they have to be discounted is because we have what’s called a chain of distribution. So you might print at Ingram, and Ingram might turn around and distribute your book. They’re going to charge you about 15 percent to do the distribution, and then they’re going to have to sell the book to a retailer or to a wholesaler, and each person in this chain has to make a profit. Otherwise, they go out of business, and that doesn’t work for anybody. So everybody gets a little piece of the action, and this really adds up. 

In the case of CreateSpace, when you go to print a book at CreateSpace, you’re going to find that they demand that you give them a 40 percent discount. Quite simply what that means is that if your book has a $10 price on it, they’re only going to pay you $6 for it, maximum. From that $6, you have to pay for the printing of the book. And we already said that my sample book, a 200 page, 6” x 9” paperback, costs $3.50 to produce. So if you subtract $3.50 from the $6 you’ve got for the $10 book, you’ve got a $2.50 profit. I hope you followed that. You can rewind on the replay and listen again.

So you’re selling a book for $10, but when you sell each one, you’re getting $2.50. Now if you then went into CreateSpace and said, “I want you to sell to everyone else in the world, not just Amazon,” and you do that by clicking the little box that says “expanded distribution,” that’s to get into the wider market outside of Amazon. Then all of a sudden, the discount on those books that are sold in the expanded distribution jumps from 40 percent to 60 percent, okay? 

So on our $10 book, that means you only get $4. Wait a minute, you have to deduct $3.50 because that’s what it cost to manufacture it; now you’re ending up with two quarters, $.50, that’s parking meter money, right?

So it’s a huge difference when you go from 40 percent to 60 percent, and many, many authors have done that expanded distribution thing without actually realizing what it meant. This is the main reason we use both Ingram and CreateSpace to distribute our books.

On Ingram you have a lot more flexibility. You can actually pick a discount, anywhere from 20 to 30 percent, which is a short discount, all the way up to 55 percent. The 55 percent discount is intended to provide a full retail discount to bookstores. Bookstores need to get at least 40 percent. If Ingram takes 15 percent, you can see that at a 55 percent discount Ingram takes their 15. That leaves 40 for the bookstores. You’re in business if the bookstore wants your book.

So I’m not going to talk a lot about discounting. What I’m trying to say is that these decisions are really, really important. You’re now a publisher. You’re now a consumer-product manufacturer, and you have to know how to control your costs, because otherwise you could be out there selling a product and making no money. That’s not a good outcome, is it? 

So discounts are very important. There’s a widespread belief in the publishing world—maybe it’s accurate; maybe it’s not—that bookstores don’t want to order books that are printed by CreateSpace because CreateSpace is owned by Amazon, and most stores hate Amazon with a very deep passion, so they won’t carry any CreateSpace books. Is that a myth? I don’t know. I think there’s some truth to it. But, realistically, the fact of the matter is that most bookstores wouldn’t buy print-on-demand books because they can’t get the discount that they want. And books sold through Ingram have that double layer of discounting, because Ingram takes their profit, and the bookstores still have to get it at a healthy discount so they can stay in business. That’s really the bottom line.

I publish at Lightning Source. I pick a different discount for every book I publish there. When I republished an out-of-print book that I’d originally published in the 1980s, I published that at a 20 percent discount. Now that meant, first of all, that I was never going to get an order from a bookstore. Hey, the book is 20 years old. No bookstore is going to carry it probably. I didn’t care. I was willing to give up the bookstores. 

On the other hand, the book is $14.95, and every time I sell a copy, I get about $9. That’s kind of awesome to me. So, if I sell 100 books, I make $900, and that is awesome. 

The other thing I want to say is that, you know, sometimes we publish books, and we don’t know how they’re going to do, but sometimes your book does really, really well, and it starts flying off the shelves. 

I was talking to an author a couple of days ago who’s got a book on Amazon, and it’s selling between 100 and 500 copies a week. That’s a success. And my advice to that author was to pull the book out of print on demand, where they’re paying $3.50 per copy, and take it to an offset printer, a real book printer. The advantage there is, you’re going to get a better quality book, more choice about paper, trim size, finishes, all those things that go into making beautiful books, and you’re going to pay a lot less. 

Probably for a 200-page, 6” x 9” paperback, instead of $3.50, you might pay $1.75—half the price. So that $1.75 is going to directly into your pocket for every single copy you sell. When you can guarantee yourself that you’re going to be able to sell, say, 500 to 1000 books every six months, it makes sense to move that book to offset printing. 

As it happens, Ingram can do that for you. CreateSpace doesn’t do that, but if you have a book at Ingram that begins to sell, they will offer you both quantity discounts and offset printing at much better prices. So you can stay with the same vendor and just keep ramping up the production of that best seller. Congratulations. 

Okay, so, Sharon, if you’ve got more questions, I think we should just go for those. 

SG: I do. I couple of notes: One, if you are an IBPA member, which PALA is an affiliate of IBPA, Ingram offers discounts—for both LSI and and IngramSpark—they offer discounts to IBPA members up to 50 percent off for title set-up fees, or scanning fees, and there’s no set-up fees with 100 or more copies. And they also offer volume discounts. So just FYI on that. 

Okay, question from Sylvia: “When I printed a book with LSI four years ago, I had to become a publisher with a DBA, do you still need to be a publisher with IngramSpark? And with CreateSpace you just need to say you have a publishing company, right?”

JF: Well, with CreateSpace, they have—this revolves around the issue of ISBNs. You need an ISBN on your book if you’re going to sell it retail anywhere in the United States or probably anywhere in the world, so that’s what it comes down to. 

You can go to CreateSpace. If you’re a hobbyist publisher, you think, “I’m doing a family history. I’m going to print 100 copies, give them away to everybody at Christmas. That’s it.” Then CreateSpace is a much better solution for you. It’s easier to get in. You don’t have to become a publisher. You don’t have to do a DBA. You don’t have to buy your own ISBNs. You can go to CreateSpace, and they’ll give you one for free. If you go to buy one, it’s going to cost you $100 or $125. You can just use their free ISBN, print your print books, and everybody’s a winner.

If you plan on being a publisher for a business or for profit or over a long period of time, I highly recommend that you get your own ISBNs and don’t take the free ones. It’s a small business expense that you can amortize over the years, and I know that for a fact because I bought my ISBNs in the 1980s, and they never wear out. They’re just numbers. You can just keep using them forever. I just published a book in December, and I used one of my old 1986 ISBNs. They still look nice and new.

So if you’re going to be a publisher, you should probably do a DBA, have a business structure, whether you’re a sole proprietor, whatever it is. You can talk to your tax preparer or accountant about the best strategy for you. On the other hand, that’s going to open up the possibility for you to file a schedule C with your tax returns, and with that comes a little extra cost to prepare your tax return, but you get to start making tremendous deductions because you have a business. You can reduce your tax burden substantially by doing that. 

For the hobbyist, I would just go to CreateSpace. Keep it simple. Don’t overcomplicate it. You don’t need a business name. And, in fact, in book publishing you can always publish under your own name. Even if you buy ISBNs, you can buy them under your own name. You don’t need to do that, but you can do it if you want to. Or you can do what most serious self-publishers do, come up with a name for your publishing operation. Maybe they have another business that they can use as the structure already. Maybe you’re a consultant, or you own a landscaping company. I have a friend who is a landscaper who just did a book on fountains for your landscape, and he didn’t have to start a new publishing company. His firm was called Four Leaves Gardening, so he just called it Four Leaves Press, and he already had the business structure set up. 

So it just depends on what your goals are and your current situation. 

SG: Okay, next question from Lee Gale is one that’s actually near and dear to my heart because Joel knows how much I love my specific kind of paper, and Lee Gale is asking, “What about the quality of the paper used by these print-on-demand companies?”

JF: Like I said, the better color books are printed on coated paper, but the standard trade books are printed on either white paper or cream paper. I always use the cream paper for any books that people are intended to read. I find it to be quite acceptable. 

Is it the best quality book printing paper I’ve even seen? No, it isn’t. And the print-on-demand books are not the top quality books that you might be thinking of that you buy at the bookstore, paperbacks. If you go to a bookstore, you can see a big range of quality. You’ll see books, for example—test prep books are a good example. They’re published new every year, so they really don’t put a lot of quality into those books. They try to do them as cheaply as possible because they know people are going to toss them after the year is over because next year they’ve got to redo them all. 

I find them to be quite acceptable trade quality. I don’t have any problem with them, and I’m pretty demanding, Sharon, because I am a book designer. I know a lot about printing papers. I would much rather print a book offset, where I can decide the trim size, the finish, the cover weight, the type of stock I want to use, and I know I’m going to get a good quality product. But I have no problem printing print-on-demand books. I think they look just fine. They’re just standard trade paperbacks.

SG: Is there a way to equate—you know for offset, I order 60-pound paper, but you can’t use that same comparison, right, with digital, because they don’t use the same weight paper or the same scale?

JF: Well, they’re using the same paper grading system. In other words, the paper grades in printing papers are always referred to with a basis weight, 60 pound, 55 pound, stuff like that. But there are a lot of variations in paper making. For instance, for many years, I used a particular printing paper—55-pound Glatfelter. I liked that paper. I like the finish on it. But one of the other things I liked about it was that it’s a high-bulking paper. In other words, a 100-page book on that paper would be about 20 percent thicker than a 100-page book on another similar paper that didn’t have that high-bulking property. 

So it’s not always apples and apples, Sharon, that’s the answer. A 60-pound paper in box A isn’t necessarily identical to a 60-pound paper in box B. 

The “60 pound” just refers to how many pounds X number of sheets at a 23” x 35” sheet size weighs. It’s a very industrial kind of measurement. You really need to see the paper. 

Here’s another tip: all of these print-on-demand companies, and all offset book printers, the whole book printing industry, if you ask them, they will be happy to send you samples. So if you have any questions, if you open an account on CreateSpace that doesn’t cost anything, you can then request that they send you samples of the white and the cream paper. They’ll just mail them to you. They’ll be happy to do it, and you’ll see what the paper looks like before you make that decision.

SG: But is another good tip to order a proof copy for yourself to feel it, to see exactly what your end buyer is going to get before you put it out there? 

JF: You know, really, the decision on which paper you’re going to use—I really recommend getting sample books before you upload your book. The reason for that is, if you decide that you really like the white paper, but you thought you were going to use the cream, you can switch, and you’re not going to have any redos. If you set your book up for cream paper, you’re going to have to replace the cover. You might have to go back to your cover designer and get them to create a whole new cover for you because the spine width will change. 

The thing about these printers is that their systems are highly automated. So your books and your files that you upload—those are PDF files that are used for book printing in print on demand—they have to be extremely accurate to the specifications of the vendor. 

I’ve actually sent a book to Lightning Source and had them reject it because the spine measurement was like a thousandth of an inch off. It was supposed to be .832 and it was .834, and they said, “No, I’m sorry. You’ve got to redo this artwork.” Or we might have a descender on a piece of type, like the letter y. The way it goes down is touching within the safe area that they say you can’t get to on the spine, and they’ll reject those books. You have to redo the artwork and send it back. 

So whoever is preparing the book—and this is another good reason to hire a professional to do this—because it’s very frustrating to keep shipping books to the printer, and you have to keep redoing. I’ve seen this happen. I have a client that’s going through this right now. His cover has been rejected by Lightning Source three times in a row, and each time he’s had to go back and have it remade.

So dealing with somebody who does this all the time is really a smart idea. It’ll be much easier, faster, more efficient for you in the end. 

SG: Okay. Can you really briefly again go over the similarities and differences between Lightning Source and IngramSpark for Michele?

JF: Yeah, Lightning Source and IngramSpark do exactly the same kind of books because all of IngramSpark’s books are printed by Lightning Source because they’re owned by the same company. So the only difference is that IngramSpark has a little bit easier interface to use. Their fees are lower than Lightning Source. And that’s about it. The other thing is that at Spark you can also distribute e-books there, but we’re not talking about e-books now. 

SG: Right.

JF: And I don’t think it’s a very good distributor for e-books anyway, so I would skip it. There really isn’t a big difference between Spark and Lightning Source. Lightning Source you can’t get in unless you already have an account there, unless you’re printing 10 to 20 books a year. They’re not going to give you an account. They’re going to send you to Spark. 

SG: Okay. Next question from Gayle: “Do you recommend using IngramSpark for a fine art, black-and-white photo coffee table book?” 

JF: No, you cannot get a fine art coffee table book from any of these vendors. Look, I used to be in the business of printing photography books. I used to work for Aperture Publishing. They’re a very high-end photography book printer. I’ve looked at all of these samples. 

I just got some samples, by the way, from BookBaby. Some people may have heard of BookBaby. They started out primarily as an e-book distributor, and they’ve now just opened a print-on-demand operation for printing and distributing print books. I had them send me their top-quality books because they’re very proud of the print on demand they’ve got. 

I’m here to tell you that they’re very nice looking books, but they cannot produce that luscious, fully saturated beautiful color that we’re used to seeing in big coffee table books. It’s good. It’s just not that good.

That may change. But that’s the way it is right now. And, by the way, I found out who their vendor is because they said that they tried every digital printer that they could find in the United States and some overseas before they finally settled on their vendor for digital printing, and it’s somebody that you know very well, Sharon. 

SG: Who is it? 

JF: Edward Brothers.
SG: Is it really? Okay. A question from Victoria: “Can you talk a little bit about shipping costs and other fulfillment fees, such as collection by credit card?” So, I guess in other words, what they include in the services that they’re offering?

JF: Neither of these companies, to my knowledge, offers standard fulfillment cashiering of sales and filling of orders. Print on demand, remember from the beginning of our talk, is where we hook up the digital printing of books to retail distribution of books. So they’re not providing you with an 800 number; they’re just filling orders from Amazon, like with CreateSpace. So there you don’t need any of that. There are no fees involved, except that 40 percent you give up.

Okay, so, if you wanted to sell your own books, let’s say, and that may be the genesis of this question, Sharon. If you wanted to sell your own books, and you didn’t want to give up the 40 percent to Amazon—you want to sell maybe off your website, or you want to publish an 800 number—you would actually have to have the books printed and then sent to a fulfillment company, and they would warehouse the books. They would give you an 800 number. They’d man the phones 24 hours a day. They’d take orders. They’d fulfill the orders, and they do it on a fee basis. There’s a storage fee for the books, and then there’s transaction fees for each one of those transactions that you go through. 

And that’s not really part of print on demand, so I’m not going to get into that, but it does work. It wouldn’t be a good use for print on demand. What you’d want to do if you wanted to do that is print the books offset because you’re going to have much more room to make a profit than if you try to do that with print-on-demand books. I don’t think it would do very well unless you had very high retail prices. And I’m talking about $50 and up. 

SG: I’m going to guess also, since I don’t have the phone line open yet, that she’s also asking whether the publisher gets charged for any shipping. The customer gets charged, but it doesn’t come from the publisher, correct?

JF: That’s right. That’s exactly right. The only time you get charged is if you order books to be sent to you, or if you drop ship. So I use CreateSpace as drop ship. In other words, I can go into my dashboard at CreateSpace. I just did this yesterday. I had a radio producer in New York. He said, “I want a print copy of your book because I want to have you on my radio show.” I went right into the panel on CreateSpace, I ordered a book, I shipped the book to him, and of course, I had to pay the shipping. Or if I order books to have shipped to my office, then I have to pay the shipping. On retail orders, the customer pays the shipping, as anybody who’s ever shopped on Amazon knows. 
SG: Okay, so this is a follow-up question from Les, he was the one who asked about the 40 copies: “If instructors”—I think he’s selling to schools—“If instructors order six titles, 40 copies of each, for the fall semester, can it be scheduled to be delivered to a college within a specified time, and what if his books are already on Amazon?”

JF: Okay, so, you know, realistically, that doesn’t usually work that way, Les. I don’t know how much you know about this, but if you have a professor who wants books, they’re going to go through the ordering facility at their university. A professor isn’t going to go on Amazon and order 40 books. Why would they spend the money, anyway? Somebody’s got to pay for those. And they, either the bookstore or whatever facility they have for buying books, and that’s a big business for universities. They buy thousands and thousands of books, so they have buyers and usually they’re connected to the university bookstore because usually they sell them to the students through the bookstore. They’re the ones who are going to be ordering the books. They are not going to be ordering the books from you generally as a publisher; they’re going to be ordering from a distributor or specialty wholesaler that services their store and that they can get a wholesale price from. So it’s really kind of outside the range of print on demand. 

SG: Okay. Let’s see. “Repeat about being able,” this is from Lee Gale, “being able to terminate your print on demand at any time. Does this pertain to both CreateSpace and IngramSpark?” 

JF: That’s a really important question because when we’re talking about distribution, when you go to these companies, you have to actually sign a distribution contract. I was going through the steps getting ready for this call, in fact, at IngramSpark. When you go to set up your IngramSpark account, as soon as you go to fill in your name and address and all that good stuff, the first thing that they ask you to do is to sign their contracts, their distribution contracts. They have a US contract, and they have a UK contract, and you’re going to have to sign them. Otherwise they’re not going to open your account. 

Now you basically are doing about the same thing at CreateSpace, they just don’t do it as frontally. Here’s the thing: all of the arrangements that these companies offer you, for print-on-demand services, are all nonexclusive. In other words, just because you sign with CreateSpace, that doesn’t mean that you can’t also sign with Lightning Source or Blurb or sell them on your website or on consignment to your local bookstore. It’s a completely nonexclusive contract. If you decide that you don’t want to do business with them anymore, you can just cancel the whole agreement, and they call that “unpublishing your book,” which is an interesting verb. 

SG: Okay, could you again briefly go over why it’s good to get your own ISBN number versus using one from CreateSpace?

JF: It can be very confusing. I’ve been writing about the ISBN situation, and I still get questions every single week about ISBNs. The thing about ISBN, if you go to CreateSpace, they’re going to offer you four different options for ISBNs, which is even more confusing. Who needs to study all this stuff? You just want to publish a book, right? But here’s the thing: the ISBN has different parts to it. It’s not just a number. It’s actually a set of different numbers strung together. The biggest part of the number is actually the publisher identifier. In other words, my publisher identifier in my ISBN is 936385. And all of my ISBNs have that numerical string in there. If you were to look that up and see who do these ISBNs belong to, i.e., who do the books belong to, who published these books, you would find my company, Marin Bookworks, as the purchaser of all those ISBNs. 
Now if you go to CreateSpace and think, I’ll save myself $100, I’ll get the free ISBN, that ISBN that you have on your book is going to identify CreateSpace as the publisher, not you. So that’s why I said it depends what your goals are. If you’re doing it as a hobby, you don’t have a lot of money maybe, you’re not going to sell a lot of books, you’re just doing it for fun or for family, or a fundraiser, like that, then take the free ISBN, save your money. 

But if you want to be in the business of publishing, and you think you might want to publish more books and do this for awhile, then my suggestion is you buy the ISBNs. You then own them. They’re always going to relate back to your company, and it’s a much more solid business arrangement to move forward into the future.

SG: Another really good question from Lee Gale that, Joel, you and I have run into: “Do I get a discount from CreateSpace if I order my own books sent to me?” 

JF: You don’t get a discount. You only pay the manufacturing cost, okay? Because they’re a vendor. So if I have a 200-page, 6” x 9” paperback, and I order it from CreateSpace, I’m going to pay $3.25 manufacturing cost for each book. So there’s no discounting involved. The discounting relates to the retail price. When we go to retail, they get discounted because the retailer needs to make money. When I buy my own books, there’s no discount involved. I just pay the manufacturing price and the shipping. 

SG: From Sylvia: “CreateSpace now offers a $10 ISBN, so you don’t have to use the free one and you get to keep it. This is a fairly new thing, I believe?” 

JF: Well they’ve always had four options. That’s a gray area ISBN. You have to understand that you can’t buy individually an ISBN for $10. And if you look at CreateSpace’s offerings for ISBNs, you’ll find that to get a real ISBN of your own, it’s still going to cost you $100.

SG: Okay, I have more on ISBNs. 

JF: It’s still the same decision you have to make. You have to decide, is this a hobby project? Is it something I’m just doing for fun or I just want some books? Maybe the e-book is the one you’re really going to be selling, and the print books are just mementos or just to give away at events. Or are you really in the book-publishing business? Do you want to do this and make money and move forward and learn it and learn to publish more books? 

SG: Okay, ready for the next ISBN question? We’ve got more of them. This is from Ina: “Doesn’t using the free ISBN give the printer ownership of your material?”

JF: That’s a really, really important question. ISBN has nothing to do with the ownership of your material. It has nothing to do with copyright. It has nothing to do with anything except identifying that book for the sole purpose of selling it in the wholesale trade. 

We have to have a unique ISBN for each edition. So if I publish a hardcover and a paperback of the same book, then I have to have two ISBNS, one for each. Why is that? Well the whole purpose of the ISBN is to create what’s called a unique identifier. So if I call up, and I say, “I want a copy of War and Peace,” I want the hardcover, I can give them the hardcover ISBN, and I know I’m going to get the hardcover and not the paperback. 

It’s a unique identifier for each edition. There’s no law that says you have to have an ISBN. If you don’t intend to sell the book in a retail environment, there’s no compulsion to get an ISBN. But if you print in print on demand, like if you go to Lightning Source or IngramSpark or CreateSpace, you’re going to have to put an ISBN on there. But it has absolutely nothing to do with copyright or intellectual property ownership—zero.

SG: You said that you have your own books on Lightning Source and CreateSpace and you use the same ISBN, correct? Right, Joel?

JF: Yes, very important.

SG: Okay, so Ina has printed some books with both, and she’s used a different ISBN for each, but that’s not necessary, correct?

JF: It’s not only not necessary, it’s not recommended, and here’s the reason: I’ve got two ISBNs, I assume they’re two different books. Maybe I’m somebody who’s desperately interested in Ina’s subject, I buy the one book, and I see there’s a different one with a different ISBN, and I go, “Oh my God, that must be a different book,” and I order that one. Imagine my surprise when the exact same book arrives. That’s not a good outcome for your reader. It’s also very confusing to people in the book trade to have two different ISBNs for the same book. So generally we don’t want to do that.

It’s not only not necessary, it’s not recommended. If you have an identical book being printed at both places, you want to have only one ISBN, because that identifies that edition of the book. 

SG: Okay, we have a new subject, and I need to set this up for you a little bit. Brenda uses LSI and notices that when she gets returns, the deductions exceed 50 percent of the cover price, printing costs, and about double that for shipping and handling. If she chooses to destroy the returns, as she does for international returns, she still pays for printing.

How do you, Joel, handle returns with LSI?

JF: Okay, that’s also—and let me just note before we go into that, at CreateSpace, you cannot publish books as returnable. They don’t offer that. That’s another reason the bookstores won’t buy the books because bookstores only want books that are returnable because they don’t want to take any risk. They want to send them back if they don’t sell. 

So, having said that, you have to decide on a book-by-book basis. I gave you the example of my reprint from the 1980s. I set that up as 20 percent. I knew no bookstores were going to be order it, so I set it up as nonreturnable. I don’t want any returns. What do I want returns for? If you want the book, buy the book. If you want to return it to Amazon, fine; Amazon will deal with it, not me. 

When it came around to doing a book I just published a couple of months ago, this book I thought actually did have a chance to go into bookstores, so I set that one up at 55 percent discount and returnable because both things are going to be necessary if I hope to sell the book to any bookstore. 

Now I don’t think I’m going to sell many books to bookstores, but for this book, I really thought there was a chance that it would start being adopted by bookstores because of the nature of the book. So I made a decision based on that basis. 

SG: I’m not sure that we’re really going to be able to address this, Les, but he wanted to let you know that the college bookstore sent Les that, this is the one with 40 books twice a year, six titles—the college bookstore sent him an order directly.

JF: Oh, cool.

SG: They did contact him directly.

JF: That’s excellent. Well, that’s very easy to do print on demand, as long as you’ve got your pricing right, so that your pricing can take into account the discount you have to give and the manufacturing costs of the book, and you can pass the shipping off to the buyer, then you’re in good shape. 

Print on demand makes it dead simple to do that. It’s much easier than it used to be.

Like I said, if someone sent me that order, I would log into my print-on-demand vendor, go to my dashboard, order the books, and have them shipped directly to the bookstore. Bingo. You’re done in five minutes. They’re going to take care of the shipping and all that stuff. You just have to make sure you’ve got your profit built in there.

SG: Lee Gale asks a really good question that will pertain to other people. She’s not in the book publishing business and doesn’t want to write numerous books in the future. She wants to have this one book to offer for sale at her public speaking engagements, which are on the same subject as her book. What is the best path for her needs?

JF: If it’s a straight black-and-white paperback, I would recommend she use CreateSpace. It’s a much easier system to use, the prices are very good, the quality is fine—it’s quite acceptable—and the added benefit is it’ll be for sale on Amazon all the time. Their interface is very easy to use. It’s one of the best websites I’ve seen for condensing a very complex series of tasks into a few simple steps. They’ve done a brilliant job setting up the CreateSpace website.

The Ingram websites are just not as easy to navigate. So, my preference is CreateSpace.

SG: Can I share a famous print-on-demand story? 

JF: Please!

SG: I love this story because I think it’s a good use of print on demand. Years ago, before whatever election it was with Sarah Palin. What was it, 2008? Somebody had written a book about her before she was ever chosen as a running mate. It was from a small- to medium-sized press. The book had come out within the year before she was nominated, and when she was nominated, all of a sudden everyone in the country wanted the book. 

The only way that they could get copies out to everyone quickly was through Lightning Source, and they did thousands of copies. There just wasn’t time for offset. I think that’s a great use. For publishers who may be more comfortable with offset and aren’t sure about doing print on demand and when it would come into use, isn’t that a great example? 

JF: It is a fantastic example, and when you order books from Lightning Source, they ship the books in four days. You can’t get that kind of delivery from a standard offset book printer. They’re talking about four weeks, three weeks. But Lightning Source reliably ships their books in four days. So that’s a brilliant use of print on demand.

Obviously print on demand has been a huge boon for backlist titles. If you’ve got an old title, and you have to reprint it every two years and are sinking money into warehousing, that’s a perfect title to move to print on demand and just make it an on-demand printing. When the books are ordered, that’s when you print it. You never have to warehouse another book in your backlist again.

That’s why Lightning Source was set up the way it was. Most publishers—and this is something good to know about the publishing industry—live and die on their backlist. Not the big splashy books they’re publishing by the latest celebrity—it’s the backlist, the proven sellers that year after year you don’t even think about. That’s where the publishing business really lives and dies. 

Print on demand is also really good if you want to experiment. If you just want to try it out, or you want to see what it would look like, you can prototype books very easily with print on demand for virtually no money at all. 

One of the great benefits of using the system I outlined earlier, where we use both CreateSpace and Lightning Source, is that CreateSpace doesn’t charge for changes. So I can send a book to CreateSpace and order a proof copy that they’ll send to me, and the proof copy costs the same as the production copy, so I’m only paying $3.50 for the book. They send me the book. Maybe I don’t like the typeface they used. Maybe I think the trim size should be a little bit bigger. I just change the book, and I send it in again for another $3.50 plus shipping. I get the new book. Maybe I want to try a different cover. 

You can just keep prototyping your book until you get it exactly the way you want it. Once you’re finished and you say, “Yeah, this is finished now,” then you upload it to Lightning Source because you know it’s already perfect. You’re never going to have that situation where you pay $40 to fix one typo or something you didn’t like when it came out. 

So do all your prototyping on CreateSpace, whether you decide to use them or not. I would always prototype my books there because I can just keep sending up revisions at no charge to me.

SG: I think it’d also be a good place to experiment if you’re doing speaking or if you want to tailor a book to a specific speaking engagement. Wouldn’t that be a good idea? You could make some changes, add some specialties—

JF: One of the things about print on demand is branding, Sharon. So, for instance, maybe I’m going to go to a big conference, and there’s going to be thousands of people there. I might order a special run of 100 or 200 books with the name of the conference printed on the covers and offer them at a special price at the conference. That’s easy to do with print on demand but nearly impossible and very expensive with offset.

You don’t have to do a lot of advanced planning. You can get these books shipped in four days. If you think about the options you have with print on demand, there are just so many ways to use it. 

SG: Definitely, definitely. So this is what I’d like to do, if it’s okay with you, Joel, since the questions have come in really nicely. Before I open it up, I’m going to give you a couple of minutes to talk about your webinar, and then I’m going to open it up, just in case it gets so noisy that we can’t hear anything. Is that all right?

JF: I did want to let people know that on Thursday of this week I’m running a really cool, free webinar with my friend Joan Stewart, and it’s specifically for indie authors. It’s going to be about how to put together a media kit, and this is really important for any indie author that has a book out—or if you’re about to publish or are going to be publishing later in the year. Joan is a really great presenter. She’s a former newspaper editor. She knows exactly what she’s talking about, and she has a great presentation. She’s going to walk us through all the different pieces that should go into your media kit and give you tips and ideas about how to do it. 

We’ve done this webinar together about four times. It’s hugely popular. People love it; it’s very educational, and yes, at the end of the webinar, we will pitch you a product, but that’s up to you. You can sit in the webinar and get all the education you want, and you don’t have to worry about buying anything. It’s all free. 

SG: It’s a good webinar. I’ve sat in on it myself.

JF: The way to find out about that is to go to my blog, and that’s thebookdesigner.com. You’ll see there I posted an article about the webinar, and it’s got the link to register. So that would be how to do it. The registration is free. You’re under no obligation. We’re going to have a lot of fun; I’ll say that. Joan is a blast.

SG: Joel has also graciously given me to give to you his Self-Publisher’s Quick and Easy Guide to Print-on-Demand, which he normally sells, and I’ll be sending that out to everybody who signed up for this teleseminar.

Okay, everybody, does anybody have one last, quick question for Joel? 

Lee Gale: I have a question. I’m going to publish a book that I’m writing now, and I plan to, or hope to, continue adding more material to my book as new things happen in what I’m doing. Now, with CreateSpace I apparently can do it. In other words, the book will have more pages and then more pages. How will that affect the book cover? It’ll be a fatter book on the same cover.

JF: And you want to sell it at each stage? You want to put it for sale, and then add more material, and then put it back for sale? Like that?

LG: Correct. 

JF: Here’s what you’re going to run into: if you change 10 percent of the book, so if you have a 100-page book and you add 10 pages, you have now created a new edition. So what you’re going to want to do is to call that the second edition. And you’re going to need a new ISBN. You’re going to have to set up the book again. Yes, the cover size will change each time because the spine will have to be a little bit bigger each time. 

So if you add 10 pages, it’s going to add 3/16 of an inch or something. So now you’ve got a 110-page book. If you add 15 more pages, you’re going to have the third edition. You’re going to have to set the book up again. You’ll assign it a new ISBN because it’s a new edition. Okay? Do that each time. 

That’s not necessarily a bad thing, by the way. Because when you have a new edition, it alerts people that there’s a substantial amount of new material in the book, and you get to relaunch the book, if you want. And it’s a new event. Hey, we’ve got the third edition out now—that’s a good sales moment. 

Gary Young: Joel, that 10 percent applies to changed material. You don’t necessarily have to add but if you just change 10 percent within the body of the same number of pages—

JF: Yes, that’s right. That’s the general guideline. There’s no law and no edition police who are going to come down on you, but the generally accepted guideline is 10 percent changed. So, yeah, if you went through the book and changed 10 percent of the material but didn’t add anything, you still have a new edition. 


SG: And we have time for one last question. Who wants it?

Michele: Okay, really quickly, two questions—the last one everyone will like. The first one is, you say CreateSpace used to be called what, Joel?

JF: Booksurge. 

Michele: Okay, thank you. And the main question is, people who are listening to this, and they decide to hire you, can you perhaps consider a PALA discount?
JF: Yeah, absolutely. Anybody who contacts me who is on this call should definitely put in their subject line “PALA” so that I know you were on the call, and although we’ve pretty much run out of time, I want you to know that if you have any remaining questions, I’m happy to answer them. The way you do that is by going to my blog, thebookdesigner.com, and you’ll see on the menu there it says, “contact me.
If you hit that button, you’re going to see that there’s a contact form, and you can just send me your question, and I will answer it. 

How does that sound? 

Michele: Sounds good.

SG: Wonderful. Thank you so much.

JF: And if anybody wanted to hire me, listen, I have several different ways I produce books for people, it will all depend on your individual situation. Every book is estimated separately. There’s no package prices. So if you let me know that you’re a PALA member, I will definitely give you a discount.

Michele: Thank you. 

SG: Thank you, Joel, so much for your time and the information and your generosity.

JF: Thanks for having me on, guys. It’s been really fun. I could talk about this stuff all day. 
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