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You' relooking for alternativesto bookstores? For nonreturnable sales? For
significant salesvolume? The answer may be catal og retailerslike Scholastic
Book Clubs, Signals, and White Flower Farm.

But besidesaquality product that’s priced right, you' Il a so need patience, per-
severance—and maybealittle serendipity—to ded withthem.

Just ask Carolyn Threadgill, the Seattl e-based Parenting Press publisher who
sellschildren’sand child guidance booksthrough two dozen catal ogs. She has
licensed paperback book club rightsof TheWay | Feel to Scholastic and sells
the board-book edition of the sametitletoit. Starting beforethe hardbound was
published in 2000, she contacted everyone she could think of at Scholastic. It
wasn't until 1ate 2001, when a Schol astic buyer happened to visit the Parenting
Pressbooth at aconference, that the catal oger showed any interest inthepicture
book. Itsbook club paperback edition was animmediate success, and Scholas-
tic wasamong the buyersthat encouraged Parenting Pressto issue atoddler
editioninlate 2004. Asof thisspring, Scholastic has purchased 50,000 copiesof
the board book.

Jm Leisy, who runstheWilliam, James& Company imprint of Franklin, Beedle
& Associatesinthe Portland, OR, area, hasasimilar story. For four yearshe
tried to sell Common Errorsin English Usageto World Education Almanac,
which servesteachers. Purchasing managers came and went, and hefinally
reached someone who liked the book—but didn’t have catalog spacefor it.
“You'll havetowait until wedrop something else,” hewastold. Finaly, onwhat
he’ d decided would be hislast pitch to the purchasing department, hemadea
sale. But despite being what he considersan ideal market for Common Errors,
World Almanac has sold modest numbersof thetitle—only hundredsof copiesa
year.

Leisy hasadifferent taletotell about BasBleu and Signals, now both owned by
Ohio-based Universal Direct Fulfillment Corp.

continued on page 3



2— FPA Sell More Books! Newsletter — April-May 2007

FPA Sdll More Books! Newd etter
ISSN: 1089-2850

Editor
Betsy Wright-Lampe
FPAbooks@aol.com
Assitant Editor
Miriam Jersky
M SImedial6@aol.com

FloridaPublishers
Association, Inc.

P 0. Box 430
Highland City, FL 33846-0430
Telephone/Fax (863) 647-5951

FPAbooks@aol.com
www.FL bookPub.org

Copyright 2007 by Florida Publishers
Association, Inc. FPA isnot responsible for
typographical errors, nor doesit warrant or
guarantee any information or offers from
vendors, media or others who contribute
itemsto the newdletter.

Submission Guidelines

When submitting items for future news-
|etters, please follow these guidelines:

1. Send email submissions by the 15th
of the month prior to publication to
FPAbooks@aol.com.

2. Trim the submission content and try
to follow the newsletter’s editorial
style.

3. Using the following list, identify in
which section of the newsletter your
item might belong and includethat inthe
subject line of your email submission:

Events Calendar « Member News
Online « Awards/Contests ¢ Library

Regiona Reportss News
Affiliations  Wanted
Production ¢ Helpful Hints
Publications « Media s Other

President’s Message

Frank Grofnling

April isone of my two most favorite
months. Asawarm weather fan and
lover of theoutdoors, | lovethearrival
of sun-filled days, warmer oceantem-
peratures, and greater timeto enjoy
themthanksto Daylight Savings Time.
| hopethat each of you findsthetime
and peaceto enjoy alongwalk, abike
ride, or just anap on the porch.

WEell, if you attended the 2007 FPA
PublishingMini-College, asthirty folks
did on Saturday, March 31%, you
know what a fabulous learning and
networking eventwehad! If youdidn't
attend, better make plansfor the next
FPA conferencethisfdl becauseit will
be another in along line of superb
events.

Pam Lontos, of PR/PR in Orlando,
opened thingsup with afine presenta-
tion to ageneral session about how to
get the print and electronic mediain
you and your book. Then we broke
into two tracks, onefor newcomersto
publishing and asecond for moread-
vanced attendees.

Our other excellent guest speakers
wereLloyd Jassin, an experienced and

wisepublishing and entertainment law-
yer from New York, and Kimberly
Leonard and Allen D’ Angelo from
Bookcovers, Inc.in Orlando and New
York. Their presentationsweresmply
exceptiona, with va uableinformation
fordl.

Adding to the program was our very
own Association Executive, Betsy
Wright-Lampe, and yourstruly, who
teamed up for two presentationinthe
track for newcomers.

Once again, Eckerd College's Con-
tinuing Education Conference Center
provided apleasant and rel axing venue
for our program. Theday wasreplete
with plenty of timeto meet with our
displaying vendors, including FPA
members ChrisShoreof McNaughton
& Gunn, Inc. (book manufacturers)
and FPA Secretary Steve Sirlin of
Batson Printing (book manufacturer).
Of course, PR/PR was well repre-
sented by Pam Lontosand staff.

And, asalways, every attending FPA
member received adoor prizefroma
variety of wonderful suppliersand sup-
portersof FPA, including Brian Jud,
Dan Poynter, Independent Book Pub-
lishersAssociation, PR/PR and more.
Infact, you can seealist on page7.

That'sit for now. Stay tuned for more
great news as your board and other
dedicated memberswho havevolun-
teered their time and talent will con-
tinue to work on your behalf. Don’'t
forget to volunteer your time, too, be-
causewestill need peopleto help out
on several committees. Just talk with
Betsy or me.

Enjoy thewarmth!

Frank Gromling
President
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Catalogs, continued from page 1

After finding severa issuesof theBasBleu catalogin his
mailbox at home, L eisy contacted the company owner. She
said she looked forward to the sample and was positive
when Leisy made afollow-up call afew weekslater. “|
thought, “Wow!"” heremembers, and theinitial order was
for 600 copies.

Herecelved asimilarly prompt and positiveresponsewhen
he contacted Signals, which supportspublictelevision. It
took six monthsfor an order to arrive, however: Leisy had
begun to wonder if Common Errorswasin—or out—of
thecataog.

Today, thosetwo catal ogs are responsiblefor thousands of
saleseach year and makeasignificant contributionto the
total of copiessold, which Leisy hopeswill reach 100,000
in 2007. In addition, both sell aCommon Errorscaendar,
and Signd sistaking another William, Jamestitle, Far from
the Madding Gerund.

TheNitty-Gritty

Thesetwo success stories may make catal og sal es sound
likeasmple, if time-consuming, project. But there’ smore
publishers need to know about working with catal og mer-
chants.

Thedescription of your book will bebrief, perhapsas
few as 35 words. But it may appear in hundreds of thou-
sands, or evenmillions, of catalogs—aswell ason catalog
companies Web sites. Thefour annud issuesof theSignals
catalog haveatotal circulation of 26 million. Courageto
Change, which sdllssdlf-awarenessand mental hedthtitles
through what CEO Dede Pittsdescribesasasmall catal og,
mails between 500,000 and 900,000 copiesfivetimesa
year.

Your book may competefor attention with hundreds of
other items in the same catalog. The 2007 Courage to
Changecata og offers 789 products. Chinaberry, achildren’s
book catal og, offersmorethan 500. Travel Essentialspre-
sentsabout 1,500 itemsonline, one-fifth of them books.

Salesvolumevariessignificantly by titleand catal og.
For Parenting Press, for example, annual salesto each of
two dozen catal ogs range between $300 and $50,000. Ask
cata ogerswhat congtitutesabestsdller, and you' || hear sharp
contrasts. abook that sells 100 copiesinamonthisconsid-
ered abestseller at Courageto Change, while 100 copies
inawholeyear isconsdered good at Parenting Resources,

which sellsto schools, Head Start, and parenting-educa-
tion programs. At Travel Essentials, president Bob Bestor
is pleased with guidebooks that sell at least 30 copiesa
year.

You need to offer deep discounts. Pitts wants 50 per-
cent, and other catal ogerswill ask for asmuch as 60 per-
cent. “ Publisherscan’t offer usan extremely narrow profit
margin,” saysJanet Kelly, Chinaberry’ sassistant director
for merchandising. “If we' re quoted a cost of $10 for a
book and the publisher retailsit for $14.95, we will not
even consider thebook.”

Some cataloger stakeadditional discountsfor prompt
payment. Thosethat pay within 10 daysof being invoiced
sometimes take an additional 2 percent discount, Leisy
warns. On the other hand, some catal og merchants pay
freight ontheir orders.

Your book hasto offer high profit per squareinch. That's
per squareinch of catalog space. AsKelly explains, cata-
logerslike Chinaberry look at morethan unit or dollar sdles
volume. “ If we have an inexpensive paperback, we either
need to usefewer wordsin the descri ption—thustaking up
less ' real estate’ —or we need to sell more copies. Gener-
ally, we can afford to uselonger descriptionsfor higher-
priced books.”

Product turnover isoften high—perhapsasmuch as25
or 30 percent between issues—for catal ogers. At Chinab-
erry, for example, every product isranked by the profit it
provided through themost recent catalog. All theitemsabove
the midpoint stay, and all those below arereviewed ona
case-by-casebasis. “ Thereareawayssomeitemswefeel
very strongly about offering evenif they aren’t wildly prof-
itable. It samatter of principle,” saysKelly.

You'll tieup money in inventory. You must commit to
have acertain number of copiesof afeatured book avail-
able. “It'shard to predict sales,” Leisy of William, James
pointsout. “Wegot our new print run of Common Errorsat
Thanksgiving, and they were gonethreeweekslater, thanks
to Signadsand BasBleu orders.”

Your booksneed to behigh quality. Courageto Change
wantsauthorsto have recognized credentialsand booksto
beattractive and well-bound. At Chinaberry, Kelly admits,
“To acertain extent, we do judge books by their covers.
Because of the volume of bookswereceive, we carefully
select the bookswewill consider reading; naturally, we're

continued on page 4
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Catalogs, continued from page 3

goingtofirst pick up thosethat visualy appedl to us. Some
books never get read because of unappedingillustrations.”

Authorswith platformshelp you cut adeal. Common
Errorsiswritten by Paul Brians, aWashington State Uni-
versty professor whoseWeb siteon grammatical problems
hasdrawn morethan 7 million userssince 1997. Type“En-
glish” into Google.com, and Brians ssitecomesup imme-
diately. Typethe sameword into the social bookmarking
gtewww.dd.icio.us, and Brians scomesupfirgt. Thissmall-
town Englishingructor will bepublishedin Blueprint, Martha
Sewart’sanswer to Red Simplemagazine, intheMay/June
issue(onsaeinApril). At Courageto Change, Pittsisless
concerned that authorsbewd | publicized, but shewantsto
seetheir booksin catalogssimilar to hers.

Success with previous books helps you cut deals.
“We rewilling to test anew category with apublisher we
already carry,” saysPitts. Judy Glazebrook of Parenting
Resources prefers publishersfrom which she can buy sev-
eral titles, not just one.

ToMakeYour Pitch Effective
What' sthe best way to market your booksto catal ogers?

Resear ch each catalog’smerchandiseand reader ship
car efully. According tothe National Mail Order Associa-
tion, thereare 9,000 consumer catal ogsinthe United States
and an additiona 5,000 for business-to-businesssdes. (The
association sellsadirectory of catalogs, but given the $350
price, you may prefer to find something similar at your li-
brary.) Contact only those you' re sure your book fitsin
termsof topic, length, quality, and price point. “We shake
our headswhen wereceive submissionssuch as TheHis-
tory of PlumbingintheUkraine,” saysKelly of Chinaberry.
“Read our mission statement and send usbooksthat area
fit.” Glazebrook secondsthat: “ Parenting isanarrow focus
to begin with, and my audienceisan even narrower seg-
ment of that market—the programsthat work with at-risk
families”

Follow submission guidelines. They’re often available
onlineor asarecorded tel ephone message. If the buyers
say, “Don'tcal,” thendon’t call. When buyerssay it'sac-
ceptabletofollow up, be persistent, not apest. “ Oneof my
frustrationsis publisherswho call over and over and over
again, like twice aweek,” Pitts continues. She prefers
monthly emails.

Submit a complete proposal. For some catalogs, this
meansincluding asamplebook. Otherswant your catalog
or full-color photos of covers. A professional-looking pro-
posa with minimum order quantities, freight costs, and pay-
ment termsisamust. “ My greatest frustration isproposals
without contact information or discount terms,” saysPitts,
who reportsthisisamong the reasons she seldom works
with self-published authors. At Travel Essentid's, which up-
datesitssitefrequently, abook can be offered amost im-
mediately if you e-mail apackage—completewith JPG of
the cover, sample chapter, table of contents, and reviews—
at the sametimeyou mail asample book.

Make books available through wholesalers. Some
lower-volume catal og and online merchantswill makean
initia purchasedirectly fromapublisher but rely onawhole-
saler for occasional follow-up sales. “It'seasier to work
with oneor twowholesaersfor small ordersthanjuggle 80
vendors,” notes Glazebrook, who isher company’sonly
full-timeemployee.

LindaCarlson (lindacarlson.com) writesfor PMA Indepen-
dent from Sesttle. Sheisa Seattle-based marketing con-
sultant, the author of 11 booksand afrequent speaker on
regiond history and on career advancement. Carlson’smost
recent book is Company Towns in the Pacific North-
west (University of Washington Press). A social history
based on more than 100 Washington, Oregon and |daho
employer-owned communities during the 20th century,
Company Townswas afinalist for the Washington State
Book Awards. It wasrecently cited in aNew York Times
story and resulted in Carlson being interviewed by theLon-
don Daily Telegraph. Theresearch donefor the book re-
sulted in Carlson being named to the Humanities\Washing-
ton Inquiring Mind speakers bureau, which provides spesk-
ersto community lecture series, historical associationsand
schools. Her topicsinclude“ Company Towns: Their Im-
portanceinthe Modern West” and “ Speeders, Galloping
Geese and Doodlebugs.” Carlson offerspractical, prag-
matic marketing counse for authorsand smaller businesses
and asaconference speaker. Her first book was The Pub-
licity and Promotion Handbook: A Complete Guide for
Small Business (John Wiley, 1982), which outlines how
businesses can handle publicity, advertising, and salespro-
motion on tight budgetsand within-house staff.

LindaCarlson
P O Box 99642
Seattle WA 98139
(206) 284-8202
info@lindacarlson.com
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Bookclubsand other Book Friendly Places

by Meg Bertini, DreamTime Publishing, Inc.

Book-Clubs-Resour ce.com isacompl ete guide to book
clubsand reading groupswith an outstanding collection of
linksandinformationfor readers, includinginformation about
saving with discount book clubs. Whether you' relooking
to start your own reading group, participatein oneonline,
or just learn more about what abook clubis, you’'ll make
the best of your book club experience with Book-Clubs-
Resource.com. Siteincludesinformation about running a
club, online clubs, reading group guides, reading resources
and discount book clubs.

www.book mar ksmagazine.com reads and summarizes
more than 500 book reviewsamonth from more than 50
major publications. Bookmarks offersthe most compre-
hensive new book reviewsanywherein print. Eachissue
looksat timelessnovels, histories, biographies, and morein
eachissue. Thesiteincludesselected reviewsfromtheir
print magazine.

http://cyber messageboar d.fatcow.com/theboo2/ (need
to put in “theboo2” or link won’t work). There are 428
articlesand 348 registered usersasof April 21%. Message
board providesinformation on DC areabookclubs, new
groupstojoin, upcoming events, recommended books(with
aspecific caveat about no author recommendations), and a
generd sectionfor other book-related things (likegood spots
to go curl up with abook).

www.nationalbook clubconfer ence.com hasasitsmission
to createtheworld’slargest book-club meeting onceayear,
to promotetheva ue of reading and formulating book clubs
among adultsand inthe nation’s public school systemsfor
the purposesof advancing literacy, broadening youths minds
and knowledgethrough reading and dialogue. Black Issues
Book Review caledtheNBBC“ THE literary retreat of the
year.” For the2007 NBCCin GhanaWest Africa(Aug. 4—
12) the fabulous Bernice M cFadden, NinaFoxx, Kevin
Wayne Johnson and Ghana-born Ekow Eshun, among oth-
ers, will beonhand. In2008 inAtlanta(Aug. 1-3), lyanla
Vanzant, Eric JeromeDickey, Terry McMillan, Omar Tyree,
TinaMcElroy Ansa, Walter Modey and KimberlaLawson
Roby and otherswill attend.

www.reader scir cle.or g isan online directory for book
clubs, reading groups, and literary salonsof dl kindsinthe
US, Canada, and Australia. Includeslistingsfor readers

circles, where membersbring and discusswhatever they
happen to be reading. The site also has adecent list of
related websites and resources.

www.r eadinggr oupchoices.com providesalist of recom-
mended booksfor book clubs. Print edition includes sug-
gested discussion questions. Resource section includesinfo
on how to start abook club and commentary on authors.
Also hasacontest page where readers can win books.

www.r eadinggr oupguides.com isaonlinecommunity for
reading groups. Sitehasalargeindex of discussionguides
for usefreeonthesite. Thereisalso asection of reviews/
interviewswith books clubs around the world, where book
clubscan pick upideasof what to try intheir own clubs.

www.book buffet.com seemslikethe most complicated of
thestestouse. It offersdifferent level sof servicefor differ-
ent types of members. The public space, availableto any-
one, providesacalendar for literary events, book festivals
and author birthdays (with short biosand referencesand
linkstotheir works—agresat way to learn about new & old
authors). Thefeatures section cullsthelatest book news
from arangeof sources.

www.bookreporter.com combines information about
books, authors, and author blogs. The network of sitesin-
cludes

www.Bookreporter.com
www.AuthorsOnTheWeb.com
www.AuthorYellowPages.com
www.Faithful Reader.com
www.ReadingGroupGuides.com
www. Teenreads.com
www.Kidsreads.com

The purpose of the site, est. 1996, isto give book buyers
recommendations and a spot to discuss books. The site
providesreviews, features, in-depth author profilesandin-
terviews, excerptsof new releases, literary gamesand con-
tests, and more.

continued on page 6
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Online, continued from page 5

www.bookfran.com includesaWords on Words page that givesthelatest up-
datesontheliterary, theater, writing, and the cinemascenes. Sheprovidesinter-
activebook discussions, lectures, literary presentationsand workshops. Although
her lectures might be useful to those in book clubsor looking to start one, the
content on her sitealoneisn't very in-depth.

www.gener ousbooks.com wasfounded inApril of 1999to createacommunity
for those who love books and loveto discussthem, especially for thosewho
missed abook club meeting or attend becausethey aretoo far away. Bulletin
boardsand live chatsare used for readersto communicate with one another and
withtheauthors.

They areconcerned with thedifficulty of getting quality booksto market and
arelooking to build alianceswith small, boutique publishersto make suretheir
community of readers have awide breadth of booksto read. They ask for rec-
ommendationsfor publishers. Their goal isto support literacy programsfor
childrennaionwide.

www.cookbookswelove.com: Thenamesaysital. All cookbooks, al thetime,
dividedinto category, including cooking techniques, regiona cookbooks, heathy
diet cookbooks, cookbooks by famous chefs, etc.

www.r eachoutandr ead.or g makesliteracy promotion astandard part of pedi-
atric careso that children grow up with booksand alove of reading. Reach Out
and Read trainsdoctors and nursesto advise parents about the importance of
reading aloud and to give booksto children at pediatric check-upsfrom six
monthsto fiveyearsof age. A specia focusisplaced on children growingupin
poverty. By building on the unique rel ationship between parents and medical
providers, Reach Out and Read hel psfamiliesand communitiescultivate early
literacy skillsso that children enter school prepared to succeed at reading.

Member News KyleL. Miller
JungleHousePublications
Sanibel, FL
(239) 472-0599
New Members fax 395-4518
- Junglehousepub@yahoo.com
RitaMilios JungleHousePublications.com
Toolsfor Transformation
Hudson, FL TeresaJacobs
(727) 860-5675 Mardi GrasPublishing, LLC
rita@milios.net Daphne, AL

www.RitaMilios.com phone (251) 648-5506

mardigraspublishing@gmail.com

D. Simmons mardigraspublishing.com

Tampa, FL
(813) 789-8120
ntheblue@gte.net

continued on page 8

Marketing/PR

Bagmaster s offers custom imprint
promotional items, such asbags, brief
cases, portfolios, coolers, polo
shirts, colorful lanyards for name
cards, that old standby—pens—in
unique versions, anda super saver
totesline. There are varying set-up
imprint chargesand lead timesfor the
many itemsavailable. For morein-
formation, visit Bagmasters at
www.bagmasters.com or call
1-800-843-2247.

Association Book Exhibit will dis-
play at the Global Health Council’s
34" International Conference. Asso-
ciation Deadlinefor ListingisMay
18 and books are due is May 23.
Marjorie Gallahan or Mark Trocchi.
Emalil: info@bookexhibit.com

Reviews

Booksthat contributetotheliterary life
of the Southern Appalachian Region
are wanted for review by Editor
GeorgeBros of Appalachian Heri-
tage. He seeks books that are set in
that region or that illuminateit. Copies
can be sent to his attention at Berea
College, Berea, KY 40404.

TheNational Book CriticsCircle,
founded in 1974, is a nonprofit,
tax-exempt organization consisting of
nearly 700 active book reviewers
who areinterested in honoring quality
writing and communicating with
oneanother about common concerns.
It is managed by a 24-member
all-volunteer board of directors. For
more information, please go to
http://mwww.bookcritics.org.
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Door Prize Winners from the Mini-College

M SJ M Ultimediawon amember ship (or extension of member-
ship) inPM A, thel ndependent Book Publisher sAssociation, for
oneyear (a$109+ vaue) — from Terry Nathan, executive director
(Wwww.pma-online.org). Detalls on the perks of membership can be
viewed a www.pma-online.org/memben.cfm.

DreamTime Publishing, Inc., won DreamTime You're on
theAir (a$29.95 value) — from Brian Jud at Book Marketing
Works LLC (bookmarketingmatters.com) This video will teach
you how to perform successfully on any television or radio show.
It consists of interviewswith producers, hostsand mediaprofes-
sionals. They describe the secrets of performing on the air suc-
cessfully and demonstrate the nuances of projecting the desired
image verbally, vocally and visually. Learn additional hintsand
strategiesfor performing ontheair: Know exactly what you will
say; refineyour wordsfor different audiences, use memory tech-
niquesif your mind goeshlank; adjust your answersfor theamount
of timeyou have onthear.

Jane Pugh and Children’s Heart Publishing Company won
copiesof Beyond the Bookstore (a$49.95 value) — from Brian
Jud of Book Marketing Works, LLC. A PublishersWeekly book
by Brian Jud. Learn how to sell your books to non-bookstore
markets, more profitably with noreturns. It containsthe Market-
ing Planning CD-ROM ™ with templatesfor planning and track-
ing sales and expenses. You will discover the secretsfor selling
more of your booksto buyersyou may not havethought of, how
to increase sales and profits as you reduce returns, and learn
unique hintsfor contacting buyers successfully.

Richardson Publishing, Inc. and R.Z Enterprizesof Florida
each won acopy of Perpetual Promotion: Proven Tipsfor Pub-
lishing Success (a$24.95 value) — from Brian Jud of Book Mar-
keting Works, LLC. Eight bookletswith 2,357 practical tipsfor
for planning and conducting profitable marketing programs for
developing, pricing, distributing.

Ms. D. Smmonswon a Press Release Written and Distrib-
uted (a $599 value) — from Pam Lontos of PR/PR
(Www.prpr.net). Wewill provideanin-depth mediaanalysisand
preparation of one pressrelease. Wewill then send thereleaseto
1,400+ newspapersaswell asonlinemediaoutlets. Alsoincluded
isaconsultation with Pam Lontos on finding your hook and dis-
covering your markets.

Puzzlewor kswon Joe Sabah’sComplete Radio Show System
(2 $198 vaue) — from Joe Sabah (www.joesabah.com). The
systemincludesthe 19-chapter book “How to Get on Radio Talk
ShowsAll AcrossAmericaWithout Leaving Your Home or Of-
fice,” adatabase on CD (either PC or Mac) of 953 Talk Shows,
and the 60 min. audio CD “How to Get On Radio Talk Shows.”

OntheWind Publisherswon aFlorida Fredlance Writers
Association Membership for one year (a $90 value) —
from Dana K. Cassell (www.writers-editors.com;
www.FFWAmembers.com), executive director. Membership
includes accessto the Directory of FloridaMarkets for Writ-
ers, with six times more Florida publicationsthan any national
directory. Availableinthreeformats, and files updated monthly.

CJ Enterprise won 200 Targeted Media Contacts ($200.00
Value) — from Reina Santana of RES Marketing Alliance
(Wwww.RESMarketingAlliance.com) Savetime, enhanceyour cam-
paign, and ensure free publicity for your title, by effectively tar-
geting the media. RES Marketing Allianceis happy to offer 200
targeted mediacontactsfor your next pressrelease or galley mail-
ing. Thewinner will receive 200 mailing label sbased on selected
criteria. ExpiresApril 2008.

Jungle House Publications won the Power Pack Master Kit
#1 (a $297 value) — from Dan Poynter of Para Publishing
(Www.parapublishing.com). Thekit includes” The Sdlf,” “Writ-
ing Nonfiction: Turning ThoughtsInto Books,” “Is ThereaBook
InsdeYou?. WritingAlone Or With A Callaborator”,” “ Successful
Nonfiction: Tips& Ingpiration For Getting Published,” “The Sdif-
Publishing Manud: How ToWrite, Print & Sdll,” * Successful Non-
fiction: Tipsé& Ingpiration For Getting Published,” 9 Specid Reports
on production and marketing, 36 Instant Reports on production and
marketing, subscription to the Publishing Poynters newd etter, sup-
plier list (Servicevendorstothe publishing industry, Document 250),
3Book writing, producing and publishinginformationkits(Autobots),
Poynter’s Secret List of Book Promation Contacts, Document 112,
your books' back cover layout form, Document 116, Telephone Or-
der Form, Document 147, and TheNew Book Modd diagram.

Nursewithout Boundaries and Ruador aPublishingboth won
The Self-Publishing Manual (a $19.95 value) — from Dan
Poynter of ParaPublishing (www.parapub.com) The Self-Pub-
lishing Manual, How to Write, Print & Sell Your Own
Book (ISBN 1-56860-134-4) by Dan Poynter is a complete
course in writing, publishing, marketing, promoting and dis-
tributing books. It takes you step-by-step from idea, through
manuscript, printing, promotion and sales. Along with an in-
depth study of the book publishing industry, the book explains
in detail numerousinnovative book-marketing techniques.

TheLearning Doctor won freeattendanceat thePMA-U (a
$000 vaue) — from PMA, the Independent Book PublishersAs-
sociation (www.pma-online.org)

Mootik, LLC, won afreeadmission to the next FPA confer-
ence (a$75 vaue) — from the Florida Publishers Association,
Inc.
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Members, continued from page 5

LorettaHarris
Children’sHeart
Publishing Company
Orlando, FL
phone (407) 232-3992
chpublishing@hotmall.com

Renewing Members

Tracy A.Akers
RuadoraPublishing

Zephyrhills, FL
phone (352) 521-3371
ruadorapublishing@msn.com
www.soul sofaredyrah.com

The 2007 President’s
Book Awards
Call for Entries
Will Be Announced

in May
and Is Open ONLY
to FPA Members.

Postcard Printers

Www.tu-vets.com
www.twigonestop.com
www.mitchellgraphics.com
WWW.Vistaprint.com

S&H

Postal Service Rate Hikes
Effective May 14

Effective May 14, the USPSwill institute arateincreasein almost
every classof mail. Thenew rateswill bebased onthesize, shapeand
thicknessof themail, inaddition to theweight.

Thegood newsisthat therewill be an additional-ouncereductionin
First Class Mail from the old rate of 24¢ to the new rate of 17¢.
Presorting and BM C/SCF drop shipping offers even more discounts,
and therewill be permanent flat-rate pricing for Priority Mail envelopes
and boxes. Seebelow for ashort list of old-to-new rates (from=old
rate; to=new rate):

1 pound MediaMail from $1.59t0 $2.13

1 pound Library Ratefrom $1.51 to $2.02

First ClassLetter (1 0z. or less) from 39¢ to 41¢
First Class Letter (2 0zs. or less) from 63¢ to 58¢
First ClassFlat Single Piece (1 oz. or less) from 52¢ to 80¢
First Class Letter (2 0zs. or less) from 76¢ to 97¢
Post Card from 24¢ to 26¢

Priority Mail (11b.) from $4.05 to $4.60
ExpressMail (11b.) from $11.30t0 $14.15
ExpressMail (21bs.) from $15.70t0 $17.40
Ddivery Confirmation (Priority Mail) from 50¢ to 65¢

Postcard dimensionsare4.25 inchesmaximim (3.5 inches minimum)
ontheshort side; 6 inches maximum (5 inchesminimum) onthelong
sgde Minimumthickness: .007 inches Maximumthickness0.16inches

A PDF of thenew rates can beviewed at:

http://pe.usps.com/RateCase2007/DMM300_PDF/
RatesAndFees.pdf
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AAP News

(reprinted by permission of Pat Schroeder, Executive
Director of the Association of American Publishers,
AAP)

Publishing sales showed growth for the month of January
for most of the categoriestracked by the A ssociation of
American Publishers (AAP) with net salesup by 6.4 per-
cent for the month.

TheAdult Hardcover category was up by 32.2 percent
inJanuary with sales of $92.5 million. Adult Paperback
saleswere down 11.7 percent for the month with sales
of $97.7 million. The Adult Mass Market category was
down dlightly by 3.1 percent for the month ($54.9 mil-
lion). The Children’s/YA Hardcover category posted an
increase of 18.4 percent in the new year with sales of
$39.9 million. The Children’s/YA Paperback category
declined by 18.1 percent for the month with salestotal -
ing $23.9 million.

Audio Book saleswere up by 21.2 percent for January
compared to last month’sfigureswith salestotaling $11.0
million. E-books climbed by 18.7 percent for the month
($2.8 million). Thesefigureswere compiled in coopera-
tionwith the International Digital Publishing Forum. Re-
ligiousBookswere up 28.2 percent for January with sales
totaling $34.6 million.

Sales of University Press Hardcover were up by 4.0
percent in January with sales of $6.1 million. University
Press Paperback saleswere also up by 8.6 percent for
the month with salestotaling $9.7 million. Salesin the
Professional and Scholarly category posted an increase
of 3.9 percent for the month ($46.0 million).

Higher Education publishing sdlessaw anincreaseof 10.5
percent for January with salestotaling $246.7 million.
Finally, the net EI-Hi (elementary/high school) basal and
supplemental K—12 category posted adecrease of 18.7
percent in January with sales of $69.3 million.

TheAssociation of American Publishersisthe national
trade association of the U.S. book publishing industry.
AAP smorethan 300 membersinclude most of the ma-
jor commercial publishersinthe United States, aswell
assmaller and non-profit publishers, university presses
and scholarly societies—small and large. AAPmembers
publish hardcover and paperback booksin every field,
educational materials for the elementary, secondary,
postsecondary, and professional markets, scholarly jour-
nals, computer software, and el ectronic products and

services. The protection of intellectual property rightsin
all media, the defense of the freedom to read and the
freedom to publish at home and abroad, and the promo-
tion of reading and literacy are among the Association’s
highest priorities.

NOTE: All salesfigures cited in thisrelease are do-
mestic net sales

FPA isan affilate of AAP, the premier trade association
for the book publishing industry. Learn more about AAP
at www.publishers.org

PMA, the Independent Book Publishers
Association

www.pma-online.org

Scheduleof Upcoming Online Seminars Offered by PMA,
the Independent Book PublishersA ssociation:

May 16, 2007
Budget Basicsfor Publishing
Beginners: Forecasting Sales, Returns,
Costsand Cash Flow
Speaker: TomWoll

June 20, 2007:
How to Protect Your Publishing Company
from Digtributor Bankruptcy
Spesaker: Jonathan Kirsch

PMA Publishing Universty Informationisavailableonline
at www.PMA-online.org

Small Publishers
Association of North America (SPAN)

www.spannet.org

After evaluating itsservicesto bothits publisher and spon-
soring members, SPAN administration hasdecided not to
hold the Conferencein 2007. Their god isto shift resources
used to plan, promote, and run the Conferenceto provide
additional benefitsfor SPAN members. SPAN will espe-
cidly concentrate on using the Internet and the SPAN Web
Steto provide benefitsthat will grestly improvethevaueof
belonging to SPAN.

Current FPA membersqualify for a$35 discount off their
SPAN membership (available when joining online, indi-
cate“ Partner” affiliation as Florida PublishersAssocia-
tion). Information on SPAN can be found at
WWW.Spannet.org.
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Events Calendar

Many display opportunity events, such
as book fairs, offer booth space for
publishers and authors. However,
booth space is usually booked at a
deadlinefar in advance of the event,
so be sureto check listingson events
that will happen 2—6 months from
now.’

April 28, Fort Lauderdale, FL
Children'sBookFest
www.browardlibrary.org/web/
bookfest/index.htm

April 28-29, TheLosAngeles
Times/University of CdiforniaL.os
AngelesFestival of Books,
www.latimes.com/extras/
festivalofbooks

May 4-6, Malice Domestic, Crystal
Gateway marriott Hotel, Arlington,
VA. www.MdiceDomestic.org

May 10, “Making Information Pay
2007: Using Emerging Technology
to ImproveYour BottomLine”’
New York City. www.bisg.org

May 4-6, Malice Domestic® XIX,
Crystal Gateway Marriott Hotel,
Arlington, VA.
www.malicedomestic.org/

May 29-31, “2007 Publishing
University: “ Stretching Your Pub-
lishing Boundarieswith Passion,
Planning, and Profitability,” Park
Central Hotel, New York City.
www.pma-online.org

June1-3, BookExpo America,
Jacob Javits Center, New York,
NY. www.bookexpoamerica.com

June 8-11, BookExpo Canada,
Toronto. www.bookexpo.ca

June21-27, TheAmerican Library
AssociationAnnua Conference,
Washington, DC. www.ala.org

June 23-25, Thelnternational New
Age Trade Show West, Denver,
CO, www.inats.com/west/
index.html

July 8-12, CBA'sInternational
Chrigtian Retall Show, Atlanta, GA.
http://christianretallshow.com

July 12-15, ThrillerFest 2007,
Grand Hyatt Manhattan, New York
City. www.thrillerfest.org

July 14-22, Stanford Professiona
Publishing Course, Stanford
University, PaloAlto, CA. Phone
(650) 725-4301.
www.publishers.org/conference/
eventdetall.cfm?Eventl D=83

August 30-September 3, The
Bejing Internationa Book Fair,
www.bibf .net/bibf/index.jsp

September 15, FPA 2007 Publish-
ing Ed-U-Conference. Locationin
SE FL, to be announced.

September 27-30, Bouchercon
2007, Bearly Alive, Anchorage
Hilton Hotel, Anchorage, Alaska.
www.bouchercon2007.com/

September 28-30, Southeast
Independent BooksdllersAlliance
Trade Show 2007, HiltonAtlanta,
Atlanta, GA. www.s baweb.com

September 29-October 6, Banned
BooksWeek. www.ala.org/bbooks

October 4—7, AmeliaBook Idand
Festival, www.bookidand.org

October 10-12, FloridaAssociation
for Mediain Education (FAME)
Conference, Disney’sCoronado
SpringsResort, FL.
www.floridamedia.org (FPA will

have abook and offersdisplay of
members books)

October 1014, Frankfurt Book
Fair, Germany. www.bookfair.com/
en/porta.php

October 1420, Teen Read Wee,
theYoungAdult Library Services
Association, www.a a.org/teenread

October 26-28, CIROBE (Chicago
International Remainder and
Overstock Book Exposition),
Chicago, IL. www.cirobe.com

October 27, K. Petersburg Times
Fedtiva of Reading,
www.festival ofreading.comy/

November 16-17, Vero Beach
Book Festival.
www.verobeachbookfest.com

November 16-18, Miami Book
Fair International,
www.miamibookfair.com

November 17, Tellebration: The
annud storytelling celebration day
(traditionaly the Saturday before
Thankggiving).
www.tellabration.org

November 30-December 2,
Horidalmmediate Delivery Show,
TampaConvention Center,
OTampa. www.floridalDS.com

December 1-2, 4thAnnual
Hillsborough County Book Fair,
Lake Park, Tampa. Joe Sol etti,
(813) 554-5064, (813) 376-5778.

Know of agood,

Florida book event?
Send it to
FPAbooks@aol.com for
inclusion in FPA's Events
Calendar.




