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There is nothing you can do—no amount of
advertising, promotion, marketing, or networking that
can position you for the amazing professional leap

that writing a book offers.

WHAT ARE YOU WAITING FOR?

Be the one who wrote the book on it. Be the one who is thought of first as the expert in
the field—your field. Writing a book about what you know, how you became successful, what you have
to offer a client or customer can be the best investment you make in your career and professional stand-
ing. Whether you are an entrepreneur, professional, or specialist, there are several productive, even brilliant
ways you can use your book to your greatest advantage. If you are a professional or run a business, writ-
ing a book about what you know is exactly what you need to take your success to the next level and be-

yond—in some cases, way beyond. There is nothing else you can do—no amount of advertising,



promotion, or marketing that can position you for the amazing leap that writing a book offers. Don-
ald Trump has his name on giant skyscrapers. He has had a hit network television show. He could fund
an advertising campaign that could outpace even the most well-funded presidential campaign. Still, the
man writes books. And he isn’t alone.

Many successful business and professional people launch careers as speakers and become experts
sought after for media interviews because they've published a book. In other words, they are known as
the one who wrote the book on it. That is not to say they abandon their offices, laboratories, or facto-
ries for the podium or microphone, but they use their book to expand their professional reach. And
that reach does sometimes extend all the way to the stars. Rachel Ray, Dr. Phil, Dave Ramsey, Martha
Stewart, Dr. Deepak Chopra, Dr. Sanjay Gupta, Suzie Orman—all are great examples of the power of
the book. And perhaps more interesting, many of these people represent the power of the self-published
book, even though most of these mega-stars were eventually signed by major commercial publishers,

many began as self-publishers.



Most recently, Paul David Nussbaum, a clinical neuropsychologist and adjunct professor of neurolog-
ical surgery at the University of Pittsburgh School of Medicine had his third book on brain health pub-
lished by McGraw-Hill. His first two books, Brain Health and Wellness and Your Brain Health Lifestyle were
published by Word Association Publishers. From the first, Doctor Nussbaum’s books sold well. The media
was always interested in interviewing and writing about him and he became a sought-after speaker, consis-
tently selling out of books at his events all over the country. Book stores contact us on a regular basis to
order Dr. Nussbaum’s titles and so it is no wonder that he would be picked-up by a large prestigious com-
mercial publishing house. He has, after all, become the nation’s expert on the subject of brain health. And
it all began with him self publishing a book on what he knows best.

Writing your book and being the expert on the subject—the one who wrote the book on it—means
you could be the one invited to speak on the subject, whether it’s at a convention, on a television or radio
talk show, or as an expert consulted in a newspaper or magazine article. Of course, this exposure results
in brisk book sales and it doesn't end there. It also provides a strong and lasting foundation for you as the

expert, and that image does nothing but good for your business or practice. Get your book into the hands
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of a good prospect and you'll likely end up with a great client—one who knows and appreciates all
of the expertise that you have to offer.

If you plan to sell your book on the open market, Word Association will have your title placed
with the nation’s largest book distributors and we generally have great success getting our titles into
the systems of the big book sellers such as Amazon, Borders and Barnes and Nobel. This positions

your book in the market place. But an author must
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A more specialized type of business book places the author as the instructor or mentor in his or
her field. These authors do well direct-selling their books through trade associations and professional
publications and they are sought-after speakers at conventions and seminars.

Whether an author is speaking at a luncheon for twenty or a convention for twenty thousand, sell-
ing your book in the back of the room is an accepted and effective way to do business. Many a suc-
cessful author has never sold a single book through regular retail channels. The upside of that, of
course, is that there is no middle-man to eat away at the profits. Most first-time authors are surprised
to learn that book sellers can take as much as fifty percent of the selling price of the book. And then
there are the dreaded returns. It is standard practice in the book business for publishers to give book
sellers the priviledege of returning unsold titles within ninety days.

The reality is that selling books through traditional channels requires a great deal of publicity in
order to generate the volume of sales it takes for the author to earn a respectable profit. It's hard work
and it requires a lot of energy and enthusiasm but it can be done and we have many authors doing it

every day.



How about using my book for promotional purposes only?
Waiting rooms, front counters, and lobbies are littered with brochures. Professionals and business
people do all they can to cram a lifetime of experience and expertise into the traditional tri-fold,
six-panel brochure but it never truly does the job—even when you produce separate brochures on
various subjects.

Writing a book that explains all that you have to offer can win a client or customer like nothing
else. Much of what you may say in a meeting or on the phone can be forgotten or misunderstood. But
a book can detail and outline facts that the prospective client can read again and again. It can offer
photographs, examples, illustrations, charts, graphs, and testimonials. It can give the reader a clearer
idea of who you are, where you came from, and detail your philosophy of doing business. Like a pro-
tagonist in a good book, you as the author become known, familiar, respected, and trusted.

When that reader must make a decision, the expert or professional who is best known to him or
her, who has taken the trouble to explain and illustrate all a client needs to know to make an informed

decision, will be the likely one chosen.
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A lawyer who recently re-ordered his book told Dr. Tom, “That first printing of books you did
for me more than paid for itself. A man walked into my office saying, ‘T read your book and I want
you to be my lawyer. So I took the case and ended up winning a five hundred thousand dollar settle-

ment for that man. All from the book.

Why choose Word Association?

We created our publishing company because we love books and we enjoy working with people who
write books. We both come from writing and journalism backgrounds and have long been aware of
the difficulty writers face in getting published commercially. Most major book publishing companies
will only consider authors who are represented by well-known literary agents. And successful, legiti-
mate agents normally prefer to work with authors who have already been published. (We didn't cre-
ate the system, we just try to explain the way it works.) If all of this isn't daunting enough, we must
warn you that if you do happen to find an agent who is too accepting of first-time authors, particu-

larly those who charge an up-front fee, beware, in fact—run.
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On the other side, until recent years, self-publishing companies were mainly vanity presses, tak-
ing no responsibility for content or quality. They merely turned manuscripts into books. Therefore,
the self-published book got little respect in the market.

That has changed today but only up to a point. Even though a number of new-breed self-pub-
lishers have entered the market, taking the business far from the old vanity press business model, there
are still many out there who are little more than the old-style pay-to-publish presses with glitzy web
sites. Some of these self-publishers are cranking out eye-catching titles at dizzying speeds and good
rates, in cookie-cutter fashion. Authors deal primarily with a sales representative and have little, if any,
interaction with editors and designers. While this type of self-publishing company may be enticing
to some, many come away frustrated and dissatisfied with the their lack of choice and the quality of
the final product. In addition, the decision-makers in the world of book publicity, marketing, and book

selling aren’t fooled for a minute. Thankfully substance and creativity are still pretty much the stan-

dard in the book world.
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Our company stands out because of our clear focus on good writing, the art of design, and qual-
ity book production. Regardless of your subject or genre, the quality of the language, research, sub-
ject organization, grammar, punctuation, and clarity count enormously at Word Association. No one
ever says: That book was poorly written, disorganized, superficial, and full of grammatical errors, but
I enjoyed it anyway. Or: it was so complex and filled with jargon and technical terms that I couldn’t
understand half of what the author was trying to say, but I would still highly recommend this book.

When we say that we emphasize writing, it doesn't mean that we seek only professional authors.
It’s important to understand that while we are selective about what we publish, we pour an enormous
amount of effort into helping our authors achieve the goal of good writing. In the end we want our
authors to step out into the marketplace with a book that is the absolute best it can be. Writing and
publishing a book is like nothing else because it has a life that goes far beyond the business brochure,
the web site, or the speech. Do a good job and it will serve you for years to come. Opt for anything

less and it can haunt you for a lifetime.
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What can an author expect from Word Association?
Since we deal with writers all over the world, we often work with people we never see. That doesn't
mean we don't establish a personal relationship with them. Just ask some of our far-flung authors.
(Read our testimonial section later in this book or ask us for phone numbers and e-mail addresses to
communicate directly with authors.)

When you phone Word Association during the business day, most of the time, a real, live human
being will actually answer the phone. What a concept! We abhor the coldness and confusion of voice-

mail jail. If our lines are busy or you phone after business hours, leaving a message is a simple process
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and you will get a call back from Tom, Francine, or one of our
designers or editors, as soon as it is humanly possible. (And we
emphasize the human aspect of this.)

Our designer, Gina recently answered the phone at about
quarter to five and the caller was stunned to hear a live voice.
“I can't believe that you answered the phone this late in the
day,” he told Gina. “Are you able to talk to me or are you about
to leave.” She told him she would be happy to talk with him
and answer his questions and it was then that he told her what
a trial he had been through, phoning one self-publishing com-
pany after another and getting nothing buy voice mail.

Initially, all authors deal directly with either of the
two of us, Tom or Francine. As your manuscript works its way

through the Word Association system—if you have contracted
g Y ¥
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to work with one of our editors, you will be in communication with that editor who will get to know you and
vice versa. As your manuscript enters the formatting and design stage, you will be assigned a designer who will
be available to collaborate with you and continue to shepherd you through the process. We, of course, answer
our e-mails promptly. In fact, we encourage e-mail communication because it gives publisher, editor, designer,
and author a paper trail and a means of keeping everyone up to date on the project.

As you read through this book, we invite you to e-mail or phone us with any questions or comments you

may have. We consider this book a work in progress and will take your suggestions to heart.

Collaboration is key

Tom Costello with
Janice Blair author of Then There Was Niv
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How do | begin?

Writing a book can and should be a pleasurable experience. For some people, it is best accomplished
by setting aside several days or a long weekend and batting it out. If you can manage that and do a
good job, go for it. Though most people compose on computers, some authors do their best work
recording their thoughts verbally and having them transcribed into manuscript form. And yes, there
are still some who prefer pad and pencil. Whatever works for you is best. In the end, however, we do
require manuscripts to be submitted to us in digital form in Microsoft Word, or a comparable
word processor.

We urge authors to work in simple manuscript form, without concern for layout or design. Adding
design elements such as bold face, underscores, italics, indentations, tabulations, or highlights actu-
ally cost the author more in the design phase because these elements have to be removed by the graphic
designer and then re-done in layout format. If you have design specifications, indicate them on a sep-

arate document.
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Another successful (and our personal favorite) method of writing is to set aside a specific amount of
time every day or each week and dedicate it to writing your book. Many find that working in short manage-
able segments is less intimidating. This method only works if you are strict about the schedule of work you
establish. If you plan to write four hours a week, two hours at a time, don't deviate from your schedule. Make
it a standing, unbreakable appointment. Discourage interruptions, and make certain your writing environ-
ment is comfortable and free of distractions. Overhearing your staff taking calls or your teenagers arguing
is not conducive to creativity.

It is always best to begin by creating a rough outline. It can and likely will be changed, cut, or rearranged
but it will provide some initial structure and that will help you to get started. Don't make your outline a prison.
Let your writing take you where it needs to go. Often, writing about one facet, leads to an entirely new area
that may not be in your original plan. That’s creative writing. And there is no reason business writing should-
n't be creative. Writing is always a journey so pack your bags and be ready to go where it leads you.

If you've ever given a speech about your business or practice, written a brochure, or an ad, begin with that.

You can also simply jot down your very best sales pitch and go from there. Another great way to kick-start
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the writing of your book is to list the ten or twelve most frequently-asked questions about you, your busi-

ness, your practice, or area of expertise. Your answers to each one could develop into a chapter. A chapter can

be a mere four to six paragraphs. You neednt write any more than is necessary to get your point across.
When you are finished writing for the day, always make a note about what you are going to write when

you get back to your manuscript again. It can be a full sentence or just a word. Giving yourself a launch pad

eliminates the frustration of staring at a blank page or screen. During your off-time, you will likely think of
points you want to add to your book. So be prepared with your device of choice to keep track of your ideas.

Write simply. Write the way you speak. Read your manuscript aloud to yourself and to someone else.
Reading aloud or hearing your manuscript read aloud is the best way to spot clumsy, vague, or complicated
writing, Allow others to read your manuscript to themselves and then ask them questions to determine
whether you have made your points clearly. Oh yes, and listen to what they have to say about your work. If

they are too easily thrilled with your writing, it would be best to find someone who is more objective.

21



working with
our editors




Do | really need a professional editor?

There is no question that your book will be of better quality if you have your manuscript reviewed
by a professional editor. Certainly a member of your office staff is likely an excellent proofreader and
we encourage authors to have their regular proofreaders review their manuscripts. But proof reading
is not editing and most authors need a professional editor—and the emphasis here is on professional.
Though we take great pride in our editorial staff, you are of course welcome to hire an editor on
your own. Just be certain that they are professionally trained editors. Even the greats like Ernest Hem-
ingway and Thomas Wolfe had editors and you can bet that every author on the current New York
Times best-seller’s list has and appreciates their editor as well.

That is not to say, however, that going through the editorial process is not a humbling process.
But if you're wise, you will understand the great value in it. Be open to what the editor wants you to
cut, simplify, add, or expound upon. Get your ego out of the way and you'll find that working with
an editor can be liberating. When you write knowing that a professional is going to correct and pol-

ish your writing, you can let it pour out with abandon. Don't let anything bog you down. Put it all
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out there and then look forward to your editor combing through your writing and making thought-
ful and careful recommendations.

We offer editorial services that range from mechanical editing (proof--reading, spelling, punctu-
ation, and grammatical usage) to stylistic (content and continuity). You are putting your words out
into the world in book form and it is to your advantage to be certain your work is as perfect as pos-
sible. How do you think so many celebrities and politicians manage to produce such well-written
books? Many a merely mediocre writer has produced a superb book with the aid of a great editor. And
we can say without hesitation that our editors are indeed great. They work closely with each author,
carefully preserving the integrity, intent, and tone of the manuscript, while honing and polishing

the writing.
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Should | Consider a Ghostwriter?

Occasionally, business professionals have no time or inclination to write a book. But, they are smart
enough to know that having a book will nicely complement and certainly enhance their careers. That’s
where a ghostwriter comes in. We offer ghostwriting services that work in a variety of efficient ways.
One method is to give us a rough but completed manuscript and a ghostwriter will work from your
draft. A second method we use begins with a detailed questionnaire. From this a writer will conduct
a series of taped telephone interviews with you and write a manuscript draft. All of our ghost writ-
ing includes professional editing. (Yes, even our talented ghostwriters submit their work to

our editors.)
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How do | submit a manuscript?
Send us your manuscript electronically (email) or on a disc or a USB drive through the mail. Remem-
ber, don't do any formatting or design. Simply type your double-spaced manuscript in basic manu-
script form. After reviewing it, we will give you an exact quote for editing, if necessary, and/or any
other pre-press work, such as illustration, photography, charts, graphs, or audio discs that your require.
Elements, such as those listed above, will affect pre-press costs even if you provide your own work in
finished form. This is because photographs, illustrations, and charts must be scanned with care. We
will also need to know whether you want our designers to create your book’s cover and what prefer-
ences you have both for your cover and the interior pages of the book. Your book’s front cover is its
number-one retail selling point. The back cover is its second and we take great care with that.

We are always pleased to hear every detail of what the author would prefer. You are welcome to send
us copies of book covers or interior designs from other books that you like. We make every effort to
accommodate your preferences but we won't hesitate to tell you when we feel your ideas aren’t neces-

sarily the best for your project’s success. A good publisher doesn't take money to merely hand out empty
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compliments and allow an author to leave with a substandard book. Just as you must check your ego
at the door during the editing process, so it is wise to at least allow our professional designers to eval-
uate your project and offer you the best of their talent and experience to help you produce a

quality book.

How much will all of this cost and how long will it take?
We will calculate all of the publishing services that you require and forward a contract proposal to
you with line-item costs and estimated turn-around time. Your contract proposal will detail set-up
or pre-press, production, marketing costs, if you choose our marketing package, as well as cost per
book. You will see that ordering five hundred books at a time is less expensive than ordering two
hundred books. But it is sometimes wiser to keep a first order smaller in the event that you want to
make changes before the second printing, as sometimes happens.

Turn-around time is approximate and based upon the amount of work we have to do to prepare

your manuscript. This includes proofreading copy, interior page design and layout, design for the front
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and back cover of the book, and the printing and binding of it. Following each step in the process you
will be given the opportunity to examine the work we have done and either request changes or correc-
tions, or approve it. We build in a certain amount of time for you to accomplish this. If you go beyond
it, (and it’s perfectly fine if you do) your completion date may have to be extended. The important point
here is that you will have the opportunity to see and review every aspect of your book’s preparation.

Any changes or corrections that you request must be done in writing. In many cases, we simply
e-mail manuscripts back and forth, often color-coding changes and corrections in order to maintain an
accurate accounting of the author’s requests and requirements. These serve as an important paper trail
for us as well as our authors.

All substantive or stylistic manuscript copy changes or corrections should be made before the de-
sign process begins. There may be a fee if copy changes are made after layout has been completed. This
is necessary because even a relatively small addition or deletion can cause copy to re-flow, adding hours
of work for the designer. In other words, the deletion of two sentences or the addition of even just one

can shift the text of your book backward or forward. That means that photographs, graphs, charts, art
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work, illustrations, and design may now be in the wrong place. When this happens, the designer must
check each page carefully to make the appropriate adjustments.

Before production of a book begins, our authors are shown representative spreads of the design style
we are proposing for their book. This includes typography, headers, footers, page numbers, and place-
ment of any photographs and illustrations. As in the case of the front and back covers, which must also
be approved by the author, the style is based largely upon preferences or requirements the author has
outlined for us. As with every aspect of our publishing your book, authors are given the opportunity
to review this sample and can request design and layout changes or corrections before giving their final
approval for us to proceed with production. Bottom line is that we want you to be happy.

Once an author signs off on an interior book design and layout, the actual printing of the book
commences. At this point, our designers will also have shown the author a front and back cover design,
complete with copy for the back cover. And again, let us remind you that back cover copy is an excel-

lent opportunity to sell your book. To put it simply, it should answer the potential reader’s question,

31



“What will this book do for me? Word Association authors are given a form asking a series of ques-
tions about their book. Those answers provide the basis for the back cover copy we create.

While how much is this going to cost is the number-one question we are asked, the second ques-
tion on most author’s minds is how long does it take. We make every effort to produce books as etfi-
ciently as possible. But the reality is that changes, corrections, special requests, revisions, shipping
delays—all of these can and do delay completion. As we mentioned earlier, we ask our authors to re-
view or proof all of the work we have done for them. Again, the length of time an author takes to re-
view his or her manuscript affects turn-around time. In the end, if the only thing a publisher can boast
about is speedy turn-around—watch out. The trade-off might very well be quality, originality, and
your personal preferences. But to answer that question honestly, the average length of time is four to
six weeks but the key word here is average and some books take considerably more time. While an au-
thor is waiting, there is, however, much important work to be done.

While a book is in production, an author is wise to begin planning a publicity and marketing cam-

paign. This, of course, only applies to books that are going to be sold in the open market. But if you
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are planning to do a mass mailing of your book, schedule speaking engagements, or sell your book through trade
publications, at seminars, and conventions, there is a great deal of legwork you should be doing while you are
waiting for your book to be published.

Although working on a publicity or distribution plan while your book is in production can be a smart use
of your time, scheduling interviews, book signings, speeches, or mailings before your books have been shipped
to you is definitely not. Again, anything can happen at any stage—be it production or shipping. You are in con-

trol of your book’s launch and should not have to suffer by making unnecessary deadlines. Marketing, selling,

and distributing your book is a process. It is not an event. Scheduling a signing or an interview and not having

your book available can cost you important publicity opportunities as well as future sales.
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If you are planning to sell your book on the open market and you want to get an early buzz going, we rec-
ommend that you have us produce a small quantity of pre-publication copies of your book. These are books
you can get out early that may contain only a few sample chapters and possibly the front and back covers. Pre-
publication copies are meant to be sent out to the media, particularly magazines and other periodicals that have
a lengthy lead-time. Their purpose is to give members of the media as well as booksellers a general sense of
your book. Pre-publication copies are commonly used by large commercial publishers, and reviewers and re-

porters are accustomed to them.
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What about ordering books for myself?

It’s all about planning ahead. Whether you are selling your book commercially, giving it away as a pro-
motional piece, or selling it directly (doing it yourself), you should never have fewer than one hun-
dred books on hand. Print-on-demand is wonderfully fast, but when you need a quantity of books
for a promotion or sale of any kind, you could run into big trouble if you haven't planned ahead. We
guarantee delivery of books—up to 200—if they have been ordered at least ten business days prior

to the required arrival date. Quantities greater than 200 may take longer.
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How do | sell my book?

You do not need to read this section if you plan to use your book solely as a promotional or informa-
tional give-away or to sell it within professional associations or publications, or through direct sales at
seminars, conventions, speeches, or classes. But if you and your book are heading out into the open mar-
ketplace, here’s how we recommend you begin the process.

As we explained earlier, while your book is in the production stage, make a list of media outlets in
your general area—newspapers, magazines, radio talk shows, and television stations. Keep it local at first
because getting attention locally will help you move into a wider arena. Get addresses, phone numbers,
e-mail addresses and the names of specific reporters and journalists, talk show hosts, and producers
who will likely be making decisions about author interviews. If your subject is general enough, locate

clubs, organizations, church groups, and schools in your area who look for speakers. If you feel that
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your subject would be of interest to them, contact the person in charge of scheduling but remember,
if you're asked to set a date, be sure you have allowed enough time for your book to be on
hand. A speaking engagement is one of those wonderful opportunities to have your book
sold in the back of the room. But, of course, you will not want to schedule any such en-
gagements until you have books available.

As for book signing—there are several rules that apply here. First, be certain that the
book seller is planning to have plenty of copies of your book on hand. An impressive
display of your book will attract people to your table and running out of books usually
means lost sales. Next, don't rely upon the book seller to be the sole promoter of your
signing. Contact your local newspaper, radio, and television stations in an effort to get
your signing listed on a community events calendar or, better still, ( and we mean much
better) make every effort to coordinate the book signing with a media interview. Here’s
how it works. Begin by focusing all of your attention on getting media interviews. Each

time you have one scheduled, try to get a local book store to schedule you for a signing
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set for a day or two after the article is released or the interview is broadcast. If the arti-
cle is enticing or your interview is interesting, you could pack the book store with read-
ers anxious to meet you and purchase a signed copy of your book.

Word Association offers a marketing package that includes news releases, business
cards, posters promoting your book, and coaching services. A press kit sent to a member
of the media should always include a news release, a business card, and a pre-pub or com-
plimentary copy of your book, along with a brief cover letter. Mailings should be followed
up with phone calls.

Word Association has accounts with all of the major book industry channels, includ-
ing Amazon, Borders, Barnes & Noble, and also with the nation’s two largest book whole-
salers: Ingram Books and Baker & Taylor Book Company. Since almost all independent
booksellers buy from these two wholesalers, that means your book will be listed in the
databases of these large companies, making it easier for individuals and bookstores to lo-

cate and order your book. Being listed, however, is no guarantee of sales or even that your
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book will be stocked. This is simply an important first step in the complex effort to get
your book out into the world.

We fulfill all book orders that come from book distributors, retail stores, libraries, and in-
dividuals. Authors are paid royalties four times a year.

Finally, what truly fuels book sales is publicity. It simply cannot be said often
enough that getting your book written about in newspapers and magazines, getting yourself
interviewed on television and radio talk shows is what sells books. And what fuels publicity is
hard work, creativity, energy, enthusiasm, and tenacity. No one can promote a book like an en-
thusiastic author. If you make the effort and are fortunate enough to be interviewed by the
media about your book, make yourself an engaging subject. Be prepared with facts, examples,
and stories that will highlight your book and, maybe even more importantly, establish you as a
knowledgeable personality who will be invited back again and again. Though you should antic-

ipate questions an interviewer may ask you, never, ever request questions in advance of the in-
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terview. Unless you are a non-English-speaking foreign head of state or an elected official cur-
rently under indictment, you have no reason to expect such treatment.

The entire publishing process, but in particular the marketing of your book, can be a heady
adventure and a pleasant diversion from your everyday world. Seize the moment with gusto and
make the most of it.

A final word about publicity—never pay a single cent for it. Period. No exceptions. Pub-
licity is free; otherwise, it is paid advertising and it can never have the same impact or results.
It is free because what a reporter writes about your book or discusses with you in an interview

is supposed to be interesting, informative, even entertaining to readers and listeners. And it’s
PP g g

A final word about publicity—never pay a
single cent for it. Period. No exceptions.
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your job to see that it is. As we wrote earlier, a successful interview not only sells books and
leads to other publicity offers but can establish you as an expert in the field—that person who

is called upon again and again when news events surface that pertain to your subject.

43



ettin
gcquagted




Who are you guys?

DR. THOMAS COSTELLO, known as “Dr. Tom,” earned his PhD in English
from Michigan State University and taught writing and literature at Northwestern
University in Evanston, Illinois. He also worked as a reporter and editor for the
Illinois Legislative Investigating Commission in Chicago, and served in an editorial
capacity on numerous publications. “Though self-publishing dates back to Ben-
jamin Franklin and beyond, somehow, over time, the quality of writing and crafts-
manship was lost,” says Costello. “I like to think we've been part of a revolution that
has changed that.”

As director of the Word Association staff, Dr. Tom encourages editors and de-
signers to share with authors their knowledge, experience, and creativity while main-

taining the integrity and intent of each author’s unique work.
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As the guiding force of Word Association Publishers, Dr. Tom believes it is important to be acces-
sible to authors. Many have come to Tarentum, Pennsylvania, from all over the country for a face-to-
face meeting with him. Over lunch at the historic Tarentum train station, Tom will discuss writing,
production, contractual matters, marketing plans—whatever the author cares to review. Whether on
the phone, by e-mail, or over a sandwich, Dr. Tom will take the time because he knows that when it comes

to publishing a book you have written, it isn't just business, it's personal.

Whether on the phone, by e-mail, or over a sand-
wich, Dr. Tom will take the time because he knows
that when it comes to publishing a book you have

written, it isn’t just business, it’s personal.
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FRANCINE COSTELLO, co-owner, writer, and editor earned national awards
for her work as a writer/producer and on-air personality for CBS Radio News,
Chicago. “I had interviewed hundreds of authors at CBS and I knew that for every
one who landed a commercial publishing contract, thousands of other talented

writers would never get such an opportunity.”
Together with husband Dr. Tom, Francine began to put together a new type of

independent publishing house that offered authors truly professional editorial, de-

sign, production, and marketing services. “We thought if independent film making can

succeed, why not quality self-publishing?”
“I love working with writers,” Francine says. “They are all fascinating and if they

have the drive and ambition to work with us, together we can produce a first-rate

“We thought if independent film making can

succeed, why not quality self-publishing?”
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book.” Over the years, Francine has worked with writers from all over the world. She has co-authored,
edited, and directed the production of hundreds of titles. Francine is often the first person to review
and evaluate a manuscript. And she is just as likely to be the one who offers expert advice
on its marketability.

Francine and Tom Costello, and their teenage daughter, Elizabeth, live outside
Pittsburgh. Their grown-up children, Lisa, husband Jake, son Christopher, and three grandsons make

their homes in Chicago.
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NAN NEWELL is an editor par excellence. Relying heavily on her trusty Chicago
Manual of Style to settle questions of correct usage, she also makes a point of getting to
know each author so that she can edit according to that author’s personal style. She is picky,
but in the best possible sense, cutting out unnecessary words, suggesting alternate word-
ing, querying the author when something could be made clearer.

“I'know I can be obsessive about language,” Nan admits, “but using words properly is
what good writing is all about” Writers who have had the benefit of Nan's craftsmanship
tell us how much they wind up enjoying the editing process and are delighted with the re-
sults. Her approach is low-keyed, tactful, and consistently positive, and her objective is to
make every book that has our imprint the best that it can be.

Before joining us at Word Association, she worked as an associate producer and writer
for Mister Rogers Neighborhood, where she met her husband, David, better known as Mr.
McFeely, the “Speedy Delivery” man. They have three grown children: a daughter, Cather-

ine, and sons, Taylor and Alex.
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DR. THERESA HENLEY DOERFLER earned her undergraduate degree
in English from the University of Notre Dame, followed by a master’s and PhD
in English from Ohio State University. She applies her expert language skills
and her dependable red pen to various types of manuscripts—from crime nov-
els to memoirs, legal guidebooks to fairy tales. She works with authors to refine
their work, often sitting down with local authors at a coffee shop to exchange
ideas, or communicating with out-of-town authors by phone or e-mail, to get a
book ready for publication.

She is married to James Doerfler, a Pittsburgh attorney. They are the parents
of four daughters, who read extensively, write voraciously, and adore word games.
She has led a neighborhood-based book group since 1997 and has worked for
Word Association Publishers since 2004.
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GINA DATRES has been a graphic designer for more than twenty years. She
began her career with CBS television as a children’s illustrator for Picture Pages, an
educational segment on the Captain Kangaroo Show, hosted by Bill Cosby. From
there, Gina became more focused on graphic design and has since work for some
of Pittsburgh’s premiere design firms. Her strengths in imagery and typography,
earned her a year of design study in Switzerland. Gina’s work has been published
in Print Magazine, Communication Arts Magazine, How Magazine, Graphis and The Associa~
tion of Illustrators Annual. She has collected a wide range of regional and national de-
sign awards throughout her career including the Best of Show award at
Pittsburgh’s annual AIGA design show. The winning entry was the Warhol logo.
Because of her branding experience, Gina was part of the design team chosen to
revamp the identities of all four Carnegie Museums.

Gina is a favorite with Word Association authors who are looking for

strong visual concepts. Her book cover designs and fresh interior ideas get
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raves. She’s fascinated by pop culture and in her free time haunts art galleries, book stores, magazine
racks—anywhere she might absorb fresh and exciting ideas.

Gina, husband Jimmy, and their daughter Cristina share a home with two feisty tabbies, Simpee
and Baby Boy.
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JULIE CSIZMADIA was first a member of the Word Association design team
from 2005 to 2007. We welcomed her back in 2009 and found her to be even
more diligent, hard-working, and creative. “I love working in book publishing. I
love getting to know authors from all over the country. You learn from each one
of them.” Julie holds degrees in Graphic Design and Commercial Art from the
Oakbridge Academy and the Art Institute of Pittsburgh.

Though Julie is a self-proclaimed nit-picky dork who loves learning and study-
ing, she says that besides design, her other love is construction which she learned
working in her father’s contracting company. “Working in construction at an early
age gave me a great sense of responsibility ” Julie is Mom to an active seven year old
daughter and together they enjoy reading, drawing, do-it-yourself projects, and vis-

iting libraries and book stores.
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JASON PRICE knew from an early age that he would pursue a career in the di-
verse field of the graphic arts. Inspired by Disney animation, Jason’s path even-
tually led him to graphic design. He studied visual communication and design at
Purdue University before returning to his beloved Pittsburgh where he completed
his academic career with a Bachelor of Science degree in graphic design from
La Roche College and their esteemed program accredited by the National Asso-
ciation of Schools of Art and Design.

Jason is excited about being a member of the Word Association team. “It is not
only a joy to work with the creative people on staff, but also the many expressive
authors that we come in contact with on a daily basis.

Jason enjoys art in every form. In his free time, he frequents local art centers
and galleries polishing his drawing and illustration skills while absorbing the cathar-

tic powers of good music.
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ROD BESKITT and NANETTE WOITAS head our bindery
department. Their attention to detail and measurements is one more
stop on your book’s journey that ensures incomparable craftsman-
ship. From manuscript to mailing, your publication will be handled

our qualified professionals.
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What people say about us

Francine...A Mississippi Morning on Bluebird Hill would not be the book it is without your editing
expertise. Observing the chickens and writing the stories was a joyful job for me. I am so fortunate to
have you as my editor for this book as well as the other four. You were able to put my thoughts on paper
in a way I would have never been able to do. And - Gina...put the finishing touches to the labor of love

you and I share for this book.

...the box that I just opened had a sweet note from Nanette - Bindery. Please tell her I really appre-
ciated her note and everything she is doing to get my books to me in top notch shape. She just adds to
the total package of a job well done that I have received from Word Association. You have just proven
to me again that if it is not right it will be fixed.

Billie Remson

Author of A Mississippi Morning on Bluebird Hill, her fifth book with Word Association
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Since this is my first book, I have learned an abundance of information about the publishing process
and realize that no project comes to life without a great publishing team. I would like to express my
gratitude to Dr. Tom Costello. His company led me through the publishing process, was...user friendly
while answering...questions, and even provided direction when I lacked experience about specific pub-
lishing details.”

Rodney Cruce
Author of Cold Hard Facts LDAC

Thank you for the brilliant new cover to Winging Ir. I could write an essay on its many virtues.

Dyna Macha,
Co-author Winging I.
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The book Word Association Publishers produced for me is beautiful—far exceeding my expectations.

And, I couldn’t have asked for a more professional or helpful staff to work with.

Jane Garret

Author, Market Basket

Thanks so much, Gina. As always, attention to detail and your commitments to excellence are reasons

to really love you—ryou are the best!

Sherry Frazier, Frazier Public Relations
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Dear Tom,

I wanted to write to tell you how pleased I am with Word Association Publishers and your fantastic
team. As you know, you have been publishing my legal advice books for years, and now you are pub-
lishing books for attorneys and other businesses all across the United States and Canada. All of these
folks have learned that a book is the most powerful business card ever invented. What most do not
know is how easy you make it for any business owner to become the respected authority in their field
by writing a book. I would highly recommend that any business owner who recognizes the value in
having a book published schedule a short consultation with you so that you can explain to them how
even a bunch of very, very busy lawyers has been able to become the respected authorities in their fields
and in their locations. Again, thank you for helping me be able to turn ideas into books in a matter
of weeks, not months.

Very truly yours,

Benjamin W, Glass
Author of Great Legal Marketing, LLC
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Thank You! The books look better than I had imagined! I just had to get tell you—Thank you for
all your help, patience, and creativity! You are amazing! Thank you so very much! We both are very
pleased! You are appreciated! You will be included in our toast to the book and to all of the hard

work that went into it.

Nancy Hunter and Jeff Meldon
Authors of The Seven Biggest Mistakes That Can Wreck Your Florida Accident Case

Gina,
Thank you so much for sticking by me to the end on my book! You guys have really gone above and

beyond! The layout is beautiful and I can’t wait to see the finished product. Youre the best!

Jessica Jefferson

Author of What Mommy Doesn’t Know
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Darling Lady [Nan],

To say I was overwhelmed and overjoyed with the book would both be understatements. It is as I had
wanted it to be and even better. You, Tom and Gina have honored me, along with Alvin [his co-au-
thor| of course, with this marvelous book. I will always be thankful for your expertise and understand-
ing of what I have actually been. I was shocked to read it with such joy and the photos are so well
placed and make sense. Thank you, thank you, thank you all. It is one of the most wonderful things

to have happened to me in my life.

A grateful, choking up, Ed Nelson, Co-author of Beyond Peyton Place
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It was the right choice for me the day I picked Word Association as my publisher. I had been writing
for some time but had not attempted to have anything published. I researched several publishing firms
and decided to try the closest geographically first. What a wise decision it was that day. I not only have
been satisfied with the product and the experience but have had the pleasure of working with Tom and
Francine Costello and Jason Price and the staff of Word Association. It was not only the finished prod-
uct but the fact that they are also great teachers in the field of publishing and literature. It has been a
wonderful learning experience over the past four years. I can't say enough about what they do for their

writer’s. The topper is that I also have added good friends to my life. You can’t ask more than that.

C. William Davis IIT
Author of The Clive Aliston Mystery Series
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Quick Review for manuscript submission
and the publication

Write your manuscript in Microsoft Word or any comparable word processor.

Write in simple manuscript style with fewest possible design elements such as tabs, bullets and spac-

ing at the end of sentences.

You will have an opportunity later in the production process, to provide designers with any design

specifications you may have.

Send us your manuscript either electronically or on a USB drive through the mail. Hardcopy is ac-

ceptable for an initial review and will be returned if sent with a self-addressed, stamped envelope.
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Include any photographs and/or illustrations. It is best not to send originals but if you must, they

should be accompanied by a self-addressed, stamped envelope and will be returned.

If photos and/or illustrations are not available, please indicate the approximate number of photo-
graphs and/or illustrations you have and whether they are to be printed in full color or black
and white.

Word Association readers will evaluate your manuscript and make recommendations.

Dr. Tom will get back to you with an exact quote or contract proposal.(allow one to four weeks)

When you have signed a contract with Word Association and paid your deposit, your manuscript will

be assigned to a staff editor.
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Manuscripts that have been initially sent to us as hardcopy, must be resubmitted to Word Associa-

tion in digital form—email, or on a USB drive in the above-listed programs.
The editor assigned to you will contact you when editing has been completed.

You will have an opportunity to work with the editor on any suggested re-writes and other changes

to be made to your manuscript.

You will be asked to sign off on your edited manuscript once you are satisfied that it is letter perfect

and needs no further changes. It will then move on to a staff designer.

The designer assigned to you will provide you with custom cover and interior design ideas. When you
have made your choices, the designer will begin the process of preparing your manuscript for pro-
duction. You manuscript layout will not go to press until you have signed a release indicating your ap-

proved layouts of the entire interior as well as the front and back covers.
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While your book is being printed and bound—

Those who have purchased a marketing package should fill out the book marketing form which will

help our writers create your news release and back cover copy.

You should research media outlets in your area and individual print and broadcast writers, reporters,

and producers to whom you might send your news release along with a copy of your book.
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Contact us:

We're open Monday-Friday, 9am-5 pm (eastern).
Word Association Publishers

Owners:
Francine & Dr. Tom Costello

1.800.827.7903
724.226.3974

Or visit our website at www.wordassociation.com
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