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Publishing Principles and Practice
ACP 2079, Semester 2, 2014

Lecture 3 –
Book Publishing Vehicles

Overall Goal for Option (Chapter) 2
• The overall goal for 

Option 2 is to 
determine the best 
available vehicle for 
publishing a book.

• Traditional publishers 
are not the only option.

• There are writers who 
deliberately avoid 
pitching their work to 
literary agents or 
publishers. 
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Decision Tree 2A: 
To Pitch or Not to Pitch?

Alternatives 2A

i) Pitch to a literary agent

ii) Pitch to a traditional publisher

iii) Pitch to a specialist digital publisher

iv) Do not pitch – self-publishers and corporates

The Classic Pitching Dilemma … 
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Literary Agents
Literary agents pitch a 
writer’s work to 
publishers. 

If successful, the writer 
pays 15-20% of his or 
her royalties to the 
literary agent.

In practice it can be 
harder to land a literary 
agent than a publisher.

see AALA website

Consider small publishers at SPN
New writers often 
make the mistake of 
pitching their first 
manuscripts to big 
publishers without 
considering the 
smaller publishers 
who are more likely 
to accept their 
writing.

see the SPN website
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It’s important to format manuscripts correctly … 

Digital specialist publishers
A new breed of publisher 
has emerged in the past 
few years – those who only 
publish ebooks (digital 
books).

Some, like The Writer’s 
Coffee Shop in Sydney, 
have had success (Fifty 
Shades of Grey), but 
others will promise a lot 
and deliver very little.
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Self‐publishing
Individuals and 
corporations can 
now self-publish 
more easily than 
ever with the 
help of 
companies like 
Lulu (based in 
the US but can 
print locally).

see Lulu.com

Decision Tree 2B: 
To Write a Self‐ or Publisher‐centric Submission?

Alternatives 2B

i) Researching the market

ii) Researching the publisher

iii) Suggesting media angles

iv) Selecting a manuscript sample

The Publishers’ Paradox: 
Publishers want a submission that is different yet has 

been done before.
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Publishers’ Submission Guidelines

As shown in the 
week 2 seminars, 
always look up the 
guidelines for 
submitting 
manuscripts to 
publishers. 

Never assume 
they all want 
submissions the 
same way.

Good Media Angles Sell Books
American author Robert 
Kiyosaki launched his highly 
successful career with a 
book that worked a very 
effective media angle.

His publisher wanted to 
change the title to something 
less provocative and more 
forgettable.
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Your Manuscript Sample
• Initially, publishers usually want only one to three 

chapters of a manuscript. If they like the opening 
chapters, they will ask for more. 

• Publishers believe many readers sample the first 
chapter/s while standing in a bookstore, so the opening 
of a book must really grab their attention.

• This belief has been reinforced by ebooks offering their 
first few chapters as a free sample to readers before 
buying the whole ebook.

• The lesson? Don’t leave a great scene until chapter 
four, after warming up through the first three chapters.

Decision Tree 2C: 
To Choose This Publisher or That One?

Alternatives 2C

i) Assessing editorial support

ii) Assessing marketing clout

iii) Negotiating contract details
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Large or Small Publisher?
• Big publishers are not always the best option for authors, 

particularly new authors.

• Big publishers have a huge list of titles they release each 
and every month. The publicity for each book is often 
limited to two or three weeks. The next month, the big 
publisher moves on to promoting the next batch of titles.

• A small publisher may only release a few titles a year 
and spend much more time promoting each title. 

• If the media like a particular book from a small press, 
then the publicity can match or outdo the publicity offered 
to a book from a major publisher.

From Small to Major Publication
Melbourne writer 
Torre DeRoche self-
published a memoir 
after numerous 
rejections. Two 
months later she had 
landed some 
extraordinary deals 
with major publishers 
and Hollywood.

see her website for 
the full story.
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Australia’s central 
reference for 
understanding book 
publishing contracts.

The ASA or a lawyer 
can advise on book 
contracts.

see the ASA website.

Decision Tree 2D: 
To Delegate Publishing Tasks or Not?

Alternatives 2D

i) Self-publishing

ii) Corporate self-publishing

iii) Custom publishing

iv) Partnership publishing

v) Vanity publishers
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Corporate Publishing
Corporate publishers 
are potential employers 
of Professional Writing 
graduates. This is a 
lucrative area that 
many writers are 
unaware of.

Even small companies 
like to create histories 
of their development, or 
coffee table books 
featuring their products.

E.g. Bounce Books.

Crowdfunding & Book Publication
Some writers are turning 
to crowdfunding in order 
to raise the capital to 
publish a book.

Generally speaking, this 
is a difficult option for 
new writers to make 
work, although some 
defy the odds.

Another well-known 
crowdfunder for creative 
projects is Pozible (see 
their website).
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Custom Publishing
University of 
Queensland Press is 
one of many 
respected publishers 
that offer custom 
publishing. This 
service is open to 
anyone (usually 
corporations) who 
want a publishing 
project done 
professionally but 
don’t have their own 
resources to do so.

Partnership Publishing
• Be wary of companies that call themselves “Partnership 

Publishers”.

• In theory these companies offer to go 50/50 in the 
investment required to edit, design, lay out, print, format, 
distribute and market a writer’s book.

• In practice, they will ask the writer for something like 
$12,000, then claim they are also investing $12,000 in 
the process, but in actuality skim $6,000 of the writer’s 
money. 

• The other $6,000 is spent on what the partnership 
publisher is claiming costs $24,000.

• How would a new or emerging writer know the true cost?
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The vanity 
publisher’s 
key tactic: 
ego stroking. 
(Over‐estimating 
the likely sales of a 
book to extract a 
bigger investment 
from the writer.)

Homework – Week 3
 Read Option 2: Determining Your 
Publishing Vehicle in 
Your Book Publishing Options, pp 51‐78 

Also read the 17‐page extract from David 
Whitbread’s The Design Manual – knowing 
these principles is the difference between 
TAFE and Higher Ed (see VU Collaborate).

Note: if you haven’t already bought a copy of 
Your Book Publishing Options for $30 during 
your seminar, this is the last week it is 
available in seminars. END


