Sharon Goldinger: Welcome to Book Distribution 101: How Publishers and Bookstores Work Together. 

Let’s start with a little background. Once upon a time there were a few book publishers, like Simon and Schuster for example. They published books. They had their own sales staff. They worked directly with the bookstores, and that relationship was good for both of them, a one-on-one relationship. Simon and Schuster would say, “We will publish these books.” The bookstore would say, “Yes, we like that one. We like this one. We’ll order from you.” And Simon and Schuster shipped the books, billed the bookstore, and collected the money.

Then one day, many days later, there are a lot of publishers. One of the last figures I heard was more than 85,000 publishers in the United States. Well, bookstores love books, but they hate doing business with publishers, and they certainly can’t do business with hundreds of publishers—much less thousands of publishers, or tens of thousands of publishers—due to the cost of opening new vendor accounts and the cost of transactions, etc. 

So some bright person out there in the business world said, “How about if I represent 20 publishers and act as their sales rep, their fulfillment house, etc., and do business with the bookstores? Then the bookstores only have to do business with one entity, me, the distributor.” And bookstores liked that idea. 

According to IPG’s, the Independent Publishers Group, website, in 1971, they became the first organization specifically created for the purpose of representing titles from independent presses to the book trade.

Thus, distribution companies were created with a catalog of not just one publisher’s line but 20 publishers’ lines (or however many publishers they represented). Now one place did all the warehousing, billing, collecting, customer service, trade sales management. In other words, there was now one place to pick, pack, ship, invoice, and return—and one place that took care of all the database updates. The bookstore system is run on databases.

Now let me give you a few definitions: A wholesaler is a warehouse for books. 

A distributor is a conduit from publishers to wholesalers and to bookstores. 

Distributors have relationships with wholesalers on behalf of their member publishers.

So that sets the groundwork. 

The numbers I’m going to give you are sort of general numbers, the best numbers that I’ve heard recently. They may not be exact, but they’re pretty close. The bookstore system now is run with two primary wholesalers—Ingram, which everybody’s heard of, which has about 80 percent of the retail market and about 20 percent of the library market, and Baker and Taylor, which has just about the opposite, 20 percent of the retail or bookstore market and 80 percent of the library market.

There are small, regional wholesalers; I’m not going to be discussing that today. There are not that many, but there are some out there. 

We know—we should know—that bookselling and book publishing are businesses, as are book wholesalers and distributors. And therefore everybody needs their cut. Bookstores want a 40 percent discount off list, and the wholesaler wants something. And the distributor wants something—think 5 to 20 percent—and the publisher gets something, and then the author gets what’s left, which often is not very much.

These numbers don’t add up to 100 percent because when it’s a direct relationship with the publisher and the bookstore, it could just be 40 percent. But if you have a wholesaler, they need their percentage points, and the distributor, who gets their percentage point—and, again, the numbers are all over the place. Some of them are a percentage off of net. Some are a percentage off list price, and they all have different arrangements with Ingram and Amazon and other retailers depending on their contracts, not all of which are available for us to know about. 
The numbers that are available when you have a contract with a distributor is the number between the distributor and the publisher but not necessarily are they going to reveal what their agreement is between the bookstores and between the wholesalers. 

Those numbers aren’t exact, but it helps to have a general idea that everybody has to get their cut so you can understand why if a distributor says they want 69 percent of a list price, you know it’s going to all of the different people involved.

As you may be aware, the bookstore system is essentially a consignment system, where bookstores don’t pay for a book until it’s sold, and they can return a book for six months, twelve months—I’ve personally seen a wholesaler return books two years later, even when their contracts say they have to return them in less time. They still don’t abide by the contract all the time.

Some numbers regarding returns—the numbers I’ve heard most often about the big guys, literally the big guys, Simon and Schuster, Random House, etc., the returns rates are typically 35 percent. Ideally, with the presses that I work with that are smaller and medium size, we usually aim for under 10 percent. Those are hefty numbers when you get up to 35 percent. 

If all of these returns can happen, distributors don’t want to be in a place of having paid for a sale to a bookstore and then have that book returned six months later. If they’ve already paid the publisher, they have to get that money back from the publisher. So the distributor came up with the idea of holding reserves. Typically, and again this number can vary all over the place, but typically, it’s 25 percent of sales. However, I have seen 50 to 60 percent held in reserves. 

Those are the numbers.

Being in the bookstore system—this is a very key phrase. Let’s just say, for the sake of this conversation, that there are 200,000 books a year being published. I actually was on a webinar this morning and the number the speaker cited was 600,000 books a year being published, but let’s just go with a really conservative 200,000. If the average superstore holds 100,000 books—and you can imagine what a 5,000-square-foot bookstore holds—and 200,000 books are published a year, not every book is going to be in every bookstore. It’s physically impossible. So if no author can be in every bookstore, not even Stephen King, then what? 

What you do want to be is in the bookstore system or database, which is usually Ingram’s and/or Baker and Taylor’s database system. At a minimum, a book distributor is updating the bookstore database for new titles or changes in title information and that data is fed to the bookstores on a continual basis. 

So your book, or all of Stephen King’s books, are not in every bookstore, but they are in the bookstore system, and that is the key. 
If you’re not in the bookstore system—let’s say you’re on the radio and get some publicity, and I hear about your book on the radio, and I call my local Barnes and Noble, and I say, “I just heard about Gary’s new book.” And they say, “He’s not in the system. We don’t have it anywhere or have any way to reach the publisher.” Or they could say, “It’s in our system, but it’s not in our warehouse or our database, and it could take six to seven weeks.” I’ve heard that. I’ve also heard, “Okay, it’s in one of our systems, but it’s prepay order only.” 

Those are the circumstances that occur when you don’t have a distributor. Again, there are exceptions to the rule, but 99 percent of the time, that’s what will happen.

This is a good place to stop and take some questions. Gary, do you have any questions?
Gary Young: Well, I think two things come to mind. One is, if you could do again the definition of wholesaler and distributor, but do it nice and slowly.

SG: Okay, Ingram is a wholesaler. They are basically a warehouse. They don’t market. They don’t have sales reps that distributors have. They just really are a warehouse. 
Let’s say Gary has a distributor for his book, ABC Gardening, and you go in to a Barnes and Noble, and they say, “Okay, great, he’s in the system. We’ll order it.” They put an order in, and it goes through Ingram, and Ingram gets the order and then sends it to the Barnes and Noble. Or it could be in Barnes and Noble’s warehouse also. 
Again, there’s some overlap here, but basically Ingram and Baker and Taylor are wholesalers, and they warehouse books. They order books when a new title comes out. How much they order has to do with marketing and the publisher and all kinds of factors that we can talk about later.

A distributor—and, again, their services vary, which is really why this is a tough conversation to have sometimes—a distributor could be somebody who just has a relationship with Ingram, Baker and Taylor, Amazon, and the independent bookstores and doesn’t do any marketing. They don’t have sales reps. They don’t have a catalog, but they do work directly with the bookstores and with wholesalers. Or a distributor can be a company like IPG or NBN where they have sales reps. They have divisions of sales reps. They even have international sales reps. 
It really, really varies, but the distributors have more services, and they work with the wholesalers. 

Is that clearer?

GY: Yeah. I have heard—well, I have experienced Baker and Taylor having accounting abnormalities. Would you like to—

SG: Yes, I actually am addressing that later. I think it’ll be easier to address that later.

GY: Okay, and the other thing, as long as you’ve mentioned the distributors—are there maybe a couple of names you could give people that might be good distributors for them to—

SG: That’s really tough. The only reason I’m avoiding it is because they really run the gamut of what they offer, and I do this on an individual basis, having to do with what type of book you have. Some types of book distributors don’t deal with fiction. Some deal with nonfiction, but they don’t deal with computer books. 
There are so many variations, and later I have some questions to have people ask when they’re interviewing distributors and trying to find a good fit. It really is best on an individual basis. 
GY: And some are regional.

SG: Yes, that’s correct.

All right, so, what are distributors looking for? Distributors are looking for publishers that have a good book and a good sales plan, which can include a marketing plan, website, author platform, future books, etc.

This is really important, and this is going to sting, but let me be very clear—publishers need the distributor more than the other way around. As I said, with 85,000 book publishers and a handful of distributors that do business (and they’re discerning. I’m going to give you some numbers in a couple of minutes about how discerning they are), you need them. Unless you have a book that you’ve sold a lot of copies on your own, let’s say 10,000 copies in six months, you need them more than they need you. So it’s tough.

You’ve got to represent yourself and sell yourself to them. And there’s only a handful of distributors in the marketplace, and there’s lots and lots of publishers and books. 

With all the books being published by a large number of small publishers, think about the usual supply-and-demand problem and what the distributor has seen in the marketplace in terms of what books sell, where they sell, and when.

Your book is a winner, you’ve got great testimonials, but if you don’t have a track record for that book—and they know the subject area—they know what they’re going to be able to sell. They are in the marketplace every single day. They deal with the wholesalers. They deal with the bookstores. They keep really good records and track of different subject matters. Again, not every distributor, but the majority of distributors will keep these kinds of records, and they know what they’re looking for. They need books and want books that are going to sell.

You’re going to have to convince them, and with no sales record, it’s really hard to do that. I understand—it’s a chicken and egg situation. 

Let’s look at some numbers. We’ve had a couple of distribution programs in the past, and one of our speakers was Aaron Silverman, who is the head of SCB, and I remember these stats from those programs, and I confirmed them on his website. They accept 10 out of every 1,000 submissions. Basically, their website very clearly states that if you are a one-book self-publisher, it’s probably not the place for you.

In those 10 out of 1,000, they’re not all self-publishers or one-book publishers that are applying. 

The number that I’ve heard about IPG—they have a 17 percent acceptance rate. 

There’s a lot of competition. You have to be able to sell your book to the distributor, who has to be able to sell your book to the bookstores.

So if you are applying to most distributors, you better have had a good plan in the past and have a good plan for the future, one that shows that you know how to sell a book, to whom, and where. 

Answer these questions: Who is your audience? Where can your audience be found? How are you going to let them know about your book? What other books are in the marketplace? How well have those sold? 

We’re often told in business to be unique, one of a kind. In the book publishing industry, that usually is the kiss of death because distributors and bookstores are looking for the track record of the kind of book you have and how it has sold previously. They want to know there will be a market in the future of people interested and willing to buy your book. That’s why distributors ask for comps. If you haven’t heard that term before, it means comparable books to yours—and their proven sales record. 
If you say there is nothing else like my book out there, how can you convince a distributor or bookstore that your book will sell if there is no record of a like book selling? Why are they going to take a chance on an unknown new author and book when they have so many others to take a chance on with better odds? 

It’s stark reality. It’s brutal, but it’s doable. I’ve done it for lots and lots of books, but you do have to know how to approach them and exactly what they want to see and how they want to see it.

Let’s talk a little bit about contracts because this is a major point also. In general, I’m a huge proponent of having contracts reviewed by a qualified attorney. What I mean by qualified is if you’re offered a publishing contract you need an intellectual property attorney. However, in the case of getting and signing with a distributor, all the distributors that I have worked with in the past do not negotiate with new publishers. That can mean new to the publishing industry, i.e. no sales history, or new to the distributor. 

Some distributors have said to me, “There is no negotiation about this contract. If you submit any questions or requests for changes, we will automatically rescind the offer—no discussion at all.” 

Again, it sounds brutal. They’re holding all the cards. You need them more than they need you. Now, can a contract ever be negotiated? Yes, it can be. But you have to be with a distributor, you have to have a really strong sales record, and then you can go to them and say, “Great, my sales were a $100,000 last year. I’d like to renegotiate my terms. Would you consider it?” And they may consider it.

But you have to prove it. You have to prove it every single time. You have to prove that your book can sell.

Questions?

GY: Is there anywhere online or anything like that of a sample proposal that a publisher would submit to a distributor? 

SG: Not that I’ve ever seen, and they all require something different. In other words, what we prepare for one is sometimes different than what we prepare for another. 
I would say start with a general marketing plan. It could be five pages. It could be 13 pages. Delineate as much as possible—who’s writing the foreword for your book, who your testimonials are, comps (including title, specs, ISBN number, when it came out, the author, publisher, how many pages, hardcover/softcover, price, and a brief description of that book, and the sales record). 
Include a link to your website and what you’re doing on your website and publicity and whether you hired a PR firm or are doing your own publicity. 
Provide a full marketing plan as much as possible. 

Are you speaking? Where are you speaking? How many speaking engagements will you be addressing? I’ve had companies ask me for titles of speaking engagements, how many they did, how many people they spoke in front of. 
Future books is huge for a lot of distributors. It’s like a one-hit wonder in the record industry. They don’t want one-hit wonders. They want and need publishers who are going to be publishing more books, hopefully at least one a year—two a year would be great. Outline the title for the next book, who the audience is, and three or four sentences about what the book will be about, the audience a little bit, and a publishing program for three to four years out.

Okay, where do you find distributors to apply to? John Kremer’s [SG?] website has a list. Ingram also has an approved list of distributors, which I definitely suggest that you take a look at because Ingram does definitely approve distributors.

Neither of these places have complete lists. Some of these places may even be outdated. They also are very specific. 
You’re going to need to check out each distributor. Some of them do only computer books. Some of them do only art books. Some of them do only foreign books. They’ve each got their own set of criteria as to what they’re doing, what they represent, etc. 

There are also—and I do not know where a list of this is at all, though there are a few of them on Ingram’s list—there are some publishers that also act as distributors, because they have direct relationships. They’re big enough publishers that they have direct relationships with the wholesalers Ingram and Baker and Taylor, and they rep other people’s books. The big guys actually started doing this. There are some big, big publishers that do distribution for other large publishers because they have the system set up. 
What do distributors charge? This is almost like the marketing plan and how many distributors there are out there and what they represent—there are so many answers.

Up-front fees range from $200 to $2,500. Ingram actually charges a database title entry fee, so it could be that they’re just passing those fees along. Other distributors charge huge up-front fees. I personally do not advocate this. If that suits your situation, go for it. I just don’t think that there’s a reason to do that. 
Sometimes there are forced marketing programs. They’ll say, “You have to spend a certain amount of money on marketing programs,” because, again, they’re looking at how is anybody going to find your book, how is anybody going to buy it. They make their money off of sales. If they’re not making their money off of sales, they have to charge other fees. 
Some distributors charge storage fees. Some charge per order fees. You need to ask, and you need to read every piece of paper—all the contract paragraphs (the addendums are often where the fees are)—so that you have all the information you need to make your decision. 

This is really, really crucial in these contracts. Ask every question in the world. What does this fee mean? What exactly does that mean? They sometimes use different terminology for the same thing, but it’s their terminology. Ask questions. 

Here are some questions to ask: The first one is, what services do you offer? And, again, you might think that every distributor offers the same services. There is certainly a core of services dealing with Ingram, dealing with Baker and Taylor, dealing with the individual bookstores and independent bookstores, Amazon, but it really ranges. Some offer catalogs; some offer sales reps. So, what services do you offer? 

Do you have a catalog? Some do. Some don’t. Some are print. Some are online. Does it matter? I’m not sure if it does. Catalogs still are used, but I don’t know how much it will really have an impact on your title.

Do you have sales reps? Again, it really varies by distributor. Some of them do. Some of them don’t. I would ask specifics. What do your sales reps do? How often do they go out? How often do they meet with Baker and Taylor? Do you need anything from me for a new title for your sales reps? Some of the distributors ask for sell sheets, galleys, a variety of things, so you can find out how involved their sales reps are if they have them.

Do they have a reporting system? Again, this varies so wildly. Some places, like IPG, have a dashboard where you can go online and see your sales updated daily. Other places have nothing online. Some places just have a monthly report. Other places don’t have a monthly report; they don’t issue a report until there’s a certain minimum number of sales. Again, it varies; you just have to ask.

What are the fees? All of the fees. What are the sign-up fees? What are the monthly fees? Storage fees? Shipping fees? New title fees? Fulfillment fees? You name it. Ask all those questions. 

Are they exclusive to the book industry? This is important. Ingram, through their warehouse, sorts everything by the ISBN prefix. You can’t be with more than one distributor, because if Ingram gets a book, they’re going to go into the database and say, “Oh, okay, it’s ABC Distribution,” and return it. It needs to be an exclusive distributor to the industry, or you’re going to have books going in different places. You’re going to be charged for returns. It’s screwy. You can’t do it. You shouldn’t do it. You shouldn’t be able to do it, but if you pick a distributor that doesn’t know what they’re doing, you might end up in trouble. Be sure that they’re exclusive.

Do they also represent e-books? There are distributors that don’t. And there are distributors that require that an e-book be part of it. I’ve had clients who have some e-books that are going to be higher in sales figures than print books, and we’ve chosen different distributors for that reason because there are distributors that don’t want or care about the e-books, and there are distributors that require it and that’s actually been a deal breaker for some of my clients not to go with one distributor over the other, so that’s really an important one.

What about international orders? Do they do those? 
This is where the Baker and Taylor discussion will come up. Why can’t I, a small publisher, have a direct relationship with Ingram and Baker and Taylor? Basically, the requirements have changed through the years, but Ingram has minimum sales requirements. I’ve heard anywhere from not less than 10 books in your publishing line to a minimum of $20,000 a year in sales. I’ve heard $20,000 a month in sales. It’s all over the place, but if you’re new or small, more than likely you’re not going to be able to qualify to have a relationship with Ingram.
Regarding Baker and Taylor, you sometimes can get a direct agreement with them, but for a variety of reasons, I suggest you weigh that decision very carefully. I’ve heard many stories through the years about difficult relationships with Baker and Taylor. You’re one very small publisher and do not carry the weight of a distributor who carries many titles with Baker and Taylor. 
If you really want a direct relationship with Baker and Taylor, I strongly recommend you make all your orders with them prepaid. Period.  Then you shouldn’t have any problems.

Any questions? 

GY: I have a question that people might be interested in, hopefully. When you’re asking a distributor these questions that you were mentioning, who do you ask the questions to? How do you get their attention? And when is it too many questions so that they say, “To hell with you!”

SG: I would definitely go to the links for John’s list and Ingram’s list. I would definitely go to their website and read every single page. Absorb everything to see what they say there. Some of them will have a contract online. Some of them won’t. And they’ll also usually give you a procedure for applying. 

I would find a general phone number and call and say, “I’ve got a book”—be prepared—“I’m such and such publisher. I have a new title coming out, etc.” Some of them will take you after the title’s come out. Some of them will only take you nine months before. Every single one of them varies. 
I’m sorry to sound like a broken record, but everybody has a different way of doing what they’re doing and why they’re doing it and how it meets their needs and what they want. 
They’ll say if they want to receive titles nine months before the pub date, if they’ll receive titles any time—and their procedures change sometimes. We’ll review titles every other month, every month. See what their procedures are and see if you can ask a general question, whether it’s to e-mail in or call in to ask these questions. A lot of times they’ll just say, “It’s on the website.” Or they’ll send you some direct information, so you sort of have to play it by ear a little bit. 
GY: Okay, we just got one question that’s come in. It’s not really a question; it’s a comment. We know that this is an informationally dense seminar, and Sharon has to speak a little bit quickly to get everything in, and I just want to remind everyone that the recording will be available for free for the people who are attending right now, and I will mention it before we quit at the end. 

SG: Okay, let’s go on to print on demand and what they offer to the bookstores. I get this question from people who approach me and say, “All right, I’ve got a book, and I’m going to be doing it through CreateSpace or Ingram Spark. Will this work?” They have programs, and they say it’s available through Ingram, etc. This is another minefield, if you will. It’s a really interesting question and one with several different answers, so I’m going to give you three. 
Personally, I had several clients who came to me saying that they had used print on demand, but when we called the bookstores, particularly Barnes and Noble stores, we couldn’t book them for a book signing. They were told they were in Ingram’s system, everybody could get the book, and they didn’t understand why they couldn’t have a book signing. 
The databases have ways of coding their information to say what a book’s discount is, whether it’s returnable or not, and whether it’s print on demand or not. Even when we had our clients note in the system that their books were returnable, which is a requirement when dealing with the bookstores, and used a normal industry discount of 55 percent, the bookstores would still not schedule a book signing or order books without it being a special prepay order only. 
The only way we could get that status was by using a regular book distributor that has relationships with Ingram and Baker and Taylor, and it can’t be print on demand because distributors have to have an inventory of books and also because of the cost of print on demand. As Joel talked about last month, the costs are too great—the numbers just don’t work. You absolutely will not be able to make any money between the print-on-demand cost and then the distributor’s cut, etc. There’s just no way to make money. So you can’t do it logistically because they need inventory, and monetarily it makes no sense. 
Now, Brenda shared this story with me. She faced the same response from a Barnes and Noble that she was dealing with for an event. Yes, they are used to saying no—this is from her—to a print-on-demand book, but with an educational process of Brenda telling them about the returns policy and full discount, she was able to work with the bookstore. 
However, not every bookstore is going to be willing to work with you. The point is that if you don’t want to have that education process and the possibility that a bookstore will not try something new, you are stuck without a distributor. So, she’s made it happen. 
Another colleague told me that she has had some success in getting bookstores to order print-on-demand books for events; however, it often takes working with a Barnes and Noble rep that she has as well as the Barnes and Noble small press department head, Diane Simowski, where you need to submit a letter of intent and a marketing plan to see if you can get your book accepted into their small press program. 
It’s the wild, wild west out there with print on demand. The majority of the time you’re going to be shut down if you’re trying to do a signing of some sort, but per Brenda and my other colleague, slowly, very, very slowly, sometimes you can get customer service representatives at Barnes and Noble to work with you to see through the weeds if you will. It’s full discount, full returns, and they’ll work with you.
I’m going to go ahead and open it up, Gary. 

GY: Well, there is a question that has come in. What do you mean by “make your order prepaid”? 

SG: Let’s go back to my example—I hear about Gary’s book on the radio, and Gary does not have a distributor. So, I call Barnes and Noble, and they say, “Okay, we can get it, but it’s special order only. You have to prepay for it, and then we’ll call you when it comes in.” If Gary had a regular, national distributor, they would say, “Okay, we don’t have one in the store, but I can have one here in two days. We’ll call you when it’s here. You can come in, take a look at it, and see if you want to buy it.”
SG: Does anybody have any questions? 

Caller: I wouldn’t even know where to start, I have so many. There’s a lot of questions I have that I think would help other people, but I’m going to hold back right now and wait and let someone else have the floor. 

SG: I know that this is a lot of information. I apologize, but I’m trying to give you everything as much as possible just so you can at least hear it once and at least maybe have some questions to ask the distributors. You’ll have some places to start out. 
The bottom line is you have to be able to tell them how you’re going to sell the book. Just telling them isn’t enough—you’re going to have to show them through a marketing plan, convincing them that you know your audience. I think those are probably the most important points. How are you going to show them that this is going to sell? You have to show them. Telling them is just not going to work, because they hear it all the time, unfortunately, and then they get books that don’t sell. It’s hard. It’s very tough. Distribution is tough. 

Caller: So would you say, Sharon, that you recommend maybe someone, if they’re a new author, do an e-book so they can get the facts and the details on sales and then with your second book have the facts to deal with a distributor? Do you recommend that for us? 
SG: That’s an interesting question. I have to think on that a little bit. People who come to me who ask for my assistance usually want to be available in the bookstore system. They know ahead of time that they want to do book signings. They’re going to be traveling around the United States speaking. They want to be able to have it there, even if their sales aren’t great, but to have it easily available for their clients, potential clients, etc. 

I haven’t had the experience of doing it the other way. It’s possible. It makes sense logically to do it that way. To say if you’ve got sales racked up for e-books, if you’ve got thousands of sales and proven that, I think that might be a good way to do it if you didn’t do the more traditional way. 

I, like most people, would want to go and have a national audience and speak and sign books and the whole bit, but I have a feeling from what you’re saying that basically they’ll say to you, “Show me the money.” So the only way, basically, is to have the facts, the sales, the marketing plan—

SG: Right. I always recommend, if you can, to start marketing a book ideally two years before your book comes out. So, if you’ve got a website, you can show the traffic to your website. If you’ve been speaking, you can talk about how many people you’ve spoken to. If you’ve got an e-mail list, you can show them. Those are numbers that you can have presales. Preorders also, in terms of letting people know and having a place on your website where they sign up to know about when the book is coming out, and they’re interested in buying the book. There are things that you can do ahead of time. 

Caller: Can you say that again? 

SG: Sure. Ideally, start your marketing for your book two years before your book comes out, and again, if you’re closer than two years, just start. Start sometime, but ideally two years in advance. 
Start with a website. You can have a blog on there. Get traffic to your website with Google Analytics, which we’ll learn about in June. You can see what kind of traffic you’re getting, what kind of blog posts are getting what kind of traffic and interest, and you can show your website stats as part of your marketing plan. 
If you’re speaking ahead of time before your book, which hopefully you are, because you’re an expert in the field in some way, shape, or form, even if it’s fiction, you can have a chart, keep a list of all the speaking engagements you’ve done, what cities you were in, what topics they were, how many people you spoke to. 
Most importantly, keep an e-mail list. It used to be snail mail lists—how big was your mailing list? Today, distributors or traditional publishers and agents, they all want to know how big your e-mail list is. So have a sign-up on your website, you know—“let me know when the book is coming out.” Give away freebies on your website in order to get people’s e-mail addresses, to start that. 
Start commenting on other people’s blogs and get interest and put in your signature “author of the upcoming ABC Gardening book” and start getting your name out there so that they know you, and they go to your website, and you can start to chart those numbers. 
Caller: That’s a great help what you just said. Thank you. 

SG: All right, well thank you everybody for your time.
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