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Section 1 

 
Getting Feature Stories Published in Trade Journals 

 
 Just one article in a trade journal can bring a company hundreds of leads 

and thousands of dollars in sales. And with more than 6,000 magazines from 

which to choose, it’s a safe bet there’s at least one that could accommodate a story 

from your company.  

 Yet while nearly all business people know the value of placing trade journal 

stories, they don’t always know how to approach an editor. What’s the best way to 

pitch an idea? Should you present more than one idea at a time? Is it wise to 

present the same story to more than one editor? Should you call or write first?  

 Following are some tips that answer those questions, and more. They can 

give you an edge in placing an article in the right journal for your company and 

reaping the rewards of increased recognition. 

 Chances are that you already know which journals you’d like to approach. 

The magazines that cross your desk every week are strong candidates, because 

they’re likely to deal with you and your competition. But if you have an idea for 

an article that is outside your industry, or if you’re just not sure which magazine 

would be most appropriate, here are two excellent resources: “Bacon’s Publicity 

Checker,” from Bacon’s Publishing Co., Chicago; and “Writer’s Market,” from 

Writer’s Digest Books, Cincinnati.  

 “Bacon’s” is the bible of the public relations industry. It lists thousands of 

magazines and newsletters according to business or industry category, and also 

provides an alphabetical index. Besides giving the basics of magazine titles, 

addresses, phone numbers and editor’s names, “Bacon’s” notes circulation and the 

types of articles published by each journal.  
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 “Writer’s Market,” by comparison, lists fewer publications, but describes 

their editorial requirements in far greater detail. Since “Writer’s Market” is 

published primarily to help freelance writers find suitable markets for their work, 

it is more helpful than “Bacons” when it comes to finding a home for a full-length 

feature story. 

 If you are not familiar with a magazine that sounds as if it may be 

appropriate for your article, be sure to read a few issues before contacting an 

editor there.  

 Many trade journals will send a sample issue and set of editorial guidelines 

to prospective authors upon request. These can provide valuable clues as to style, 

format, and appropriate topics. They often tell how to contact the magazine, give 

hints on writing an article, describe the manuscript review process and discuss 

any payment/reprint arrangements. 

KNOW THE MAGAZINE 

 The quickest way to turn off an editor is to offer an idea that has nothing to 

do with his or her magazine. “My pet peeve with people calling or writing to pitch 

an idea is that they often haven’t studied the magazine,” says Rick Dunn, editor of 

Plant Engineering. “If they haven’t read several issues and gotten a handle on who 

we are and who our audience is, they won’t be able to pitch an idea effectively.” 

 There’s no substitute for knowing the audience and the various 

departments within a magazine,” adds Jim Russo, editor of Packaging. “I’m more 

impressed by someone who has an idea for a particular section than by someone 

who obviously doesn’t know anything about our format.” 

 Every magazine is different in some way from its competitors and from 

other magazines in general. Tone, style, content and the quality of a journal’s 

writing and illustrations should all be studied to increase your chances of  

making a “sale.” 
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 Offer an editor the type of article that the magazine seems to prefer – 

frequency and length are good indicators of preferred subjects – and the odds are 

more in your favor. 

 Companies can easily increase their chances for coverage by requesting a 

magazine’s editorial calendar and scanning it for planned articles that might mesh 

with their products or activities.  

 “If people respond to our editorial calendar with ideas for specific issues, 

great!” says Mr. Dunn. “Or if they can provide background for a story we want to 

do, they’ll have an edge in getting into the magazine.” 

 You may even want to suggest feature story ideas for next year’s calendar. 

The trick is to do that tactfully. “Don’t come across as pushy or demanding,” 

warns Mr. Dunn. “Stay away from saying things like, ‘This is important to your 

readers’ or, ‘You should run this story.’ If someone knows our business better than 

we do, we’ll hire him or we’ll go back to school.”  

 However, if you spot a new trend in say, packaging food in plastic 

containers vs. glass jars, and you can provide statistics and information to back up 

your claim, go ahead and contact the appropriate editor. He or she will probably 

appreciate your interest and effort.  

THE INITIAL CONTACT 

 Should you call or should you write? Most editors won’t object to either 

method of pitching an idea, but they usually have a preference for one or the 

other. It’s simply a matter of personal choice and time constraints. If you don’t 

know how a particular editor feels on the subject, call and ask. An appropriate 

opening might be: “This is Joe Jones from XYZ Corp. and I have a story idea you 

might be interested in. Do you have a few minutes right now, or should we set up 

a time to discuss it later in the week?”  
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 An editor who prefers a letter or written outline will no doubt take this 

opportunity to tell you so. Editors who prefer a quick description over the phone 

will appreciate your respect for their time, whether they take the call or ask you to 

phone back later. 

 Some editors, such as Mr. Russo, favor a phone call to zero in on an idea. “If 

I know someone and have confidence in their work, I’ll often say go ahead and 

submit an article. Otherwise, I like to see an outline first,” he says. 

 Mark Rosenzweig, editor at Chemical Engineering, agrees. “With a phone 

call, I can tell someone right away he’s on the right track. But a letter summarizing 

the idea is OK, too. In any case, if I like an idea, I’ll then request a detailed outline 

describing the proposed article.” 

 A written query with a detailed outline appeals to Mr. Dunn because, he 

says, “A phone call is all right, but I can’t make an editorial decision until I see a 

query letter.”  

 At Modern Materials Handling, Assistant Editor Barbara Spencer suggests 

writers send in a letter of introduction, followed by a phone call a week or two 

later. “We look for someone who knows his field and products, and the letter 

helps us gauge that expertise,” she explains. “But call the magazine first and find 

out which editor handles the type of article you have in mind.” 

 That’s good advice for dealing with any journal. A two-minute phone call 

to find the right editor, get the correct spelling of his or her name and check the 

address where the query letter should be sent can save time and aggravation later.  

 All letters should be addressed to a specific editor. A letter that begins 

“Dear Editor” not only could end up in the wrong hands, but it’s also unlikely to 

impress the editor with the writer’s research abilities. 
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 Follow-up calls are almost always a good idea, too. The editor’s reaction to 

your call will determine whether you should call again later. If an editor flat out 

rejects an idea, accept the verdict gracefully and try another publication.  

 If you’re told an idea has “merit” but needs further explanation or a 

different approach, you may be able to get a go-ahead by answering the editor’s 

questions or suggesting a new angle over the phone. 

THREE’S A CROWD? 

 On the other hand, you may need to supply more information in writing 

and call again a couple of weeks later. Of course, if the editor gives you a go 

ahead, great. You’ve cleared the major hurdle to getting an article in print. 

 What if you have more than one great story idea you want to pitch? Most 

editors are willing to listen to two or even three at once, but don’t overdo it. Each 

idea should be fully developed ahead of time, not “pulled out of a hat” in 

desperation if an original idea is turned down. A good tack is to ask editors what 

kind of stories or applications they’re looking for. Perhaps you’ll find out they’re 

interested in new ways to use one of your company products, or how a new 

government regulation is affecting your industry’s production operations. They 

may well have an interest in something that ties in with your company and which 

you are qualified to write about. 

 Mentioning certain elements in your initial query – whether over the phone 

or in writing – can sway an editor toward accepting your proposal. For instance, 

many magazines seek practical information that shows their readers how to save 

money, time, and labor or improve on-the-job performances. Statistics, benefits, 

examples and how-to tips can strengthen your case substantially.  

 Specifics are what sell a story: You’re much more likely to grab an editor’s 

attention if you say, “Our newly developed Dry Scrubber pollution control device 

saved the Smithson Paper Plant $4,400 a day in fuel costs” than if you say, “Our 
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new product can save paper plants a lot of money.” Then go on to explain just 

how the company has saved money. And be prepared to back up your claim with 

documented facts. 

 “If someone tells us something is more efficient than something else, we 

want to know how much more efficient,” says Mr. Russo. “Superlatives should be 

backed up with percentages and explanations.” 

 The more help your idea promises readers, the more likely it is to interest 

an editor. “We’re interested in articles that help our readers solve specific 

problems,” says Mr. Dunn. “We want technical, engineering-oriented but down-

to-earth articles that address common problems. A good question to ask before 

coming to us is, ‘Will this provide readers with information they can apply to  

their jobs?’” 

 Put yourself in the readers’ shoes, analyze their problems, and you will 

have a better perception of what kind of articles an editor wants. If you happen to 

read the magazine regularly, you may well have a head start in coming up with 

useful ideas. Also, any knowledge and technical expertise you have will help you 

“sell yourself” to an editor as an authoritative source. 

 “We prefer bylines by technical experts or plant engineers, since that is our 

audience,” Mr. Dunn says. “If they’ve got a good subject, we’ll go as far as 

necessary to accommodate them.” 

 Adds Ms. Spencer: “We value technical ability above writing ability. Know 

your field and its products; if you are ‘visible’ in your field for giving speeches or 

being active in a professional organization, so much the better.” 

 But don’t despair if you are not a technical whiz or industry “name”: Plenty 

of trade journal authors, including legions of public relations executives, aren’t 

either. They are published because they take the time to study a subject they want 

to write about. That doesn’t mean they acquire nearly the amount of knowledge a 
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technical expert would have; they are simply able to delve into a subject enough to 

write clearly, concisely and logically about it. For many trade journals, that’s all 

that’s required.  

 Take Packaging. Says Mr. Russo, “We have both outstanding journalists and 

excellent technical people on staff, so we can consider articles that are short on 

either end.” What counts for him and scores of the editors is the newsworthiness 

of an article.  

“I’m particularly interested in new ways of doing things, whether someone has 

found a better way to package products, or new and significant developments that 

are practical.” 

 Mr. Rosenzweig looks for “heavy duty nuts and bolts articles, not puff or 

promotional pieces. Title or position isn’t that important to use – it’s whether 

there’s any ‘meat’ in an idea,” he says. 

BEWARE OF BIAS 

 Impartiality is another “must” with many editors. Remember, they’re not 

there to praise your company’s products – although being published can be as 

good as if they were; they’re there to give readers an objective overview of goings-

on in their industry. This can be a particular sticking point in dealing with public 

relations personnel, although most editors recognize the “one-hand-washes-the 

other” usefulness of such contacts. 

 “We’re certainly not prejudiced against articles from PR firms,” says Mr. 

Rosenzweig. “We just generally have to make more revisions to eliminate their 

tendency toward one-sidedness. We want all the disadvantages spelled out, as 

well as the advantages.” 

 Adds Mr. Dunn: “If an article is about storage methods, we want to see all 

15 methods discussed, not just the ones used by the writer’s company or client.” 
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 Still, the fact that public relations people are generally eager to give editors 

information and can be trusted to produce articles on target and on time helps 

endear them to many editors. “We don’t have to chase after them,” explains Mr. 

Dunn. “They understand our role a little better than most people, they know how 

we operate, and they tend to give us good service.” 

 So, follow the public relations agencies’ example and make yourself 

available to editors when they call, follow their guidelines, and deliver written 

copy as promised. You’ll put yourself in good stead with people who are in a 

position to exert considerable influence on your company’s fortunes. 

 Some magazines will kill a feature story simply for lack of photos or 

illustrations. Many others weigh heavily the availability of appropriate graphics. 

Those visual “extras” can be a deciding factor in choosing one story idea over 

another. Even though the larger journals may have illustrators on staff to produce 

high-quality finished drawings, they often work from original sketches supplied 

by an author. 

 You can get a good idea of how important visuals are to a particular 

magazine, before you make your pitch, by scanning a couple of issues. Note 

whether photos or drawings are used. If photos, are they black-and-white or 

color? Is a least one illustration used with every story of one page or more? If so, 

you should be prepared to provide to provide the same. Otherwise, your article 

may move to the reject pile, regardless of its other merits.  

 Professional photographs, while nice, are not necessary for most trade 

journals. Straightforward, good-quality 35mm color slides satisfy most trade 

editors. Some magazines will also take black-and-white glossies or color prints – 

an editor will be happy to tell you what’s acceptable. 
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A KEY RULE: EXCLUSIVITY 

 Never submit the same idea, or story, to more than one competing 

magazine at a time. Only if the idea is rejected should you approach another 

editor. This is one point nearly all editors agree on: They want exclusive material – 

especially for feature articles.  

  If a story is particularly timely or newsworthy, and has run in a magazine 

not directly competing with the one you’re approaching, you may be able to get 

around the problem by working with the editor to expand or rewrite the piece. But 

be up-front about it or you will risk losing an editor’s confidence and goodwill. 

 “I’d like everything to be exclusive,” says Mr. Russo. “That increases its 

value to us and can sway us toward acceptance if it’s a ‘borderline’ story.” 

Offering “world exclusives” can also make an article more appealing to an editor. 

That means you promise not to submit the article to any other magazine, even if 

it’s in a completely different field. Whether you are willing to do that depends on 

how much you want a story in a particular magazine. You may decide you’d 

rather try to get more mileage out of a story by submitting it to a number of 

unrelated magazines or newspapers. 

 As Mr. Dunn points out: “Exclusivity is a quality consideration for a feature 

article. Editors don’t want their readers to pick up their magazine and see 

something that they’ve already read elsewhere.” Often the exceptions to this rule 

are column items or case histories – for example, a problem/solution/result story 

describing how a particular customer successfully used a company’s product. 

However, even those items should not be submitted to a magazine that competes 

with one that has already accepted them. 

 Submitting unsolicited manuscripts is always a risky proposition – again, 

with the exception of case histories and short new pieces. Some editors never want 
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to see an unsolicited manuscript; others are willing to review them and may even 

publish a few. Chemical Engineering falls into that category. 

 “We get hundreds of unsolicited manuscripts every year, but we have  

the resources to do a heavy amount of rewriting for the ones we use,” says  

Mr. Rosenzweig. 

 On the other hand, Ms. Spencer says she never uses unsolicited feature 

manuscripts, and Mr. Russo can’t remember the last time his magazine used an 

unsolicited piece as a major story. 

 What it boils down to is this: Most editors prefer to be asked about story 

ideas before an author writes the article. It saves them the substantial amount of 

time required to read a lengthy manuscript to determine whether the subject is 

right for the magazine. And it saves the author the time and trouble of researching 

and writing an article that might never get accepted anywhere. 

 Even if you have a manuscript already in hand, by submitting it “blind” 

you may lead an editor to suspect you’re submitting it to nine other magazines at 

the same time. That’s not what an editor wants to hear. It’s far better to query first, 

then send the story only if the editor expresses interest. 

LENGTH AND DEADLINE 

 Once you’ve got your idea accepted, which is always tentative until final 

review of the manuscript, you’ll need to know any length and deadline 

requirements. If the editor doesn’t volunteer this information, by all means ask. 

The answers may help avoid misunderstanding later.  

 As a rule, be generous with length. Include everything you think is – or 

may be – relevant, and don’t skimp on examples. Editors would rather cut 

material than have to request more.  

 A few magazines, such as Chemical Engineering, are very flexible on length. 

“We run articles anywhere from three paragraphs to 40 to 50 pages long, “says 



 14

Mr. Rosenweig. Most other magazines give authors more specific limits. Check 

with your editor for the specific range.  

 Deadlines, too, can vary considerably among journals. Some don’t like to 

impose any deadlines at all, especially if they work far enough ahead that they’re 

not pressed for material. But if the article is intended for publication in a special 

issue, the editors will probably want the finished manuscript in hand at least two 

months prior to publication. That allows time for final revisions, assembling 

photos or illustrations, and production. 

 Chemical Engineering, for example, has a 1½-year lead time on many of the 

articles it assigns. In at least one case, the magazine waited for six years before 

receiving a promised manuscript. Not surprisingly, the editor had completely 

forgotten about the story.  

 Some magazines may send a follow-up letter to remind delinquent authors 

about expected articles, but, as Mr. Dunn says: “We won’t chase after someone. If 

we don’t hear from a writer about six months, we figure the article is never going 

to materialize.” 

 Don’t put an editor’s patience to the test. You may gain a reputation as 

being undependable, which can hurt your future chances of getting ink. 

 By winning an editor’s friendship, or at least his or her respect, you may 

find yourself in the pleasant position of being asked for information about your 

company in the future. At the least, you’ll find a receptive audience for your  

story ideas. 

 So how do you develop this kind of rapport? Stay tuned to editor’s needs 

by keeping up with information in their field, as well as your own; staying up to 

date with any changes – in format or content – of their publications; heeding their 

suggestions; being considerate of their time; and, above all, delivering articles as 

promised. “The best way to cultivate an editor’s friendship is to produce results,” 
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advise Mr. Dunn, “because the people who are sincerely interested in helping us 

out are the ones we go back to.” 

 

Section 2 
Use Smart PR to Unearth Prospects 

 
 News releases about your products can give you results-to-expenditures 

unmatched by any other promotion or marketing tool. By investing a few days’ 

work and often less than $500 you can achieve results comparable to those 

produced by an ad or PR agency – for a fraction of an agency’s charges. 

 For direct marketers, news releases have one prime purpose – to produce 

sales leads or inquiries that can be followed up with literature and/or qualified  

by telemarketing.  

 The key is to target your news release the same way you target mailings  

to your database. Don’t simply mail to lists of magazines obtained from standard 

directories, like SRDS, Bacon’s Publicity Checker, or Oxbridge. Screen copies of 

each magazine to get a feel for its editorial approach, and tailor your release to the 

needs and interests of its readers. 

Five Tested Ways to Produce Inquiries 

 As with direct mail, a lot depends on your offer. Don’t just tack a sentence 

onto the end of your release like “For more information, contact...” Make your 

offer specific. Make it tangible, like one of these: 

 1. Free booklet and other free information. Business prospects are always 

on the lookout for ideas and information. The offer of a free booklet or report 

stops busy readers and gets them to act, dramatically increasing lead responses. 

Surprisingly, a modest charge does not improve quality but does cut  

down response. 
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 2. Free article reprint. A variation on the free booklet theme. Trade journal 

articles written by company executives can be reprinted and offered in a news 

release. Even competitive magazines in the field will run the offer. A lengthy 

article can be called a “special report” or “monograph” a short one, a “tip sheet.”  

 3. New product release. Short reports of new products, with photos, are 

published by “product news” tabloids or in new product sections of industrial 

magazines. The product need not actually be new. Enhancements, new features, 

models, upgrades, or applications will do. Again, for best response, offer a free 

brochure or data sheet.  

 4. New literature release. New product brochures, catalogs, capabilities 

brochures, or other literature can form the basis of a release. You can follow up a 

new product release in a month or two with a new literature release. 

 5. “New angle” release. Put a new slant on an existing product. The 

product may not be new, but find a new angle or application and you’ve got the 

makings of a news release. Is it newsworthy? That’s the key. If it’s simply a blatant 

puff piece disguised as a news release, the magazine, quite rightly, may suggest 

that you buy an ad. But make it bright, creative, imaginative, add a free offer – and 

you’ll be surprised at the response. 

Some Common Myths about PR 

 1. Myth: Mailing press releases is archaic and ineffective. Use modem,  

e-mail, fax, floppy disk, FedEx, or other rapid-access media.  

 Reality: I see no evidence that editors give faxed materials more 

consideration than first class mail. Long articles sent via floppy disk or modem are 

acceptable, but will not increase chances of acceptance. 

 2. Myth: You can’t buy public relations with advertising.  

 Reality: In some cases, you can, but not in quality publications with 

editorial integrity. Small magazines may give advertisers preferential treatment  
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(I have seen it many times and know it to be a fact beyond dispute.) But chances 

are the quality of responses won’t be worth the effort. 

 3. Myth: You need “contacts” to get publicity. 

 Reality: Yes, contacts help, but you can succeed without them. Every time 

you get coverage, add the editor’s name to your Rolodex or database. Send a 

short, sincere thank-you to the editor or reporter.  

 4. Myth: Editors want to be wined and dined. 

 Reality: It’s unnecessary. A few may respond to lunch at a posh restaurant 

or tickets to a basketball game. But most editors prefer to keep PR sources at arm’s 

length. A simple thank-you note is all that’s called for.  

 5. Myth: PR promotions don’t work without follow-up. 

 Reality: Follow-up may get some editors who missed your material to 

consider it, but overall, a well-written press release, targeted to the publication’s 

readers, will do just well without it.  

 Publicity has to be managed. Postage, clerical time, media research,  

writing, checking, photos, addressing, mailing – all take time and supervision. As 

a direct marketer, you’re in the middle of things. Even though you don’t have the 

time, you may have the clearest insights in your company into markets, 

applications, customers, and prospects, so the responsibility for publicity may  

fall on your shoulders. 

 Product publicity conversion rates are typically low. Still because of its 

comparatively low cost, it can be a very profitable way to generate sales leads. 
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Section 3 
 

Can’t Find Good Newsletter Items? 
Here are 29 Good Places to Look  

 
 Coming up with good story ideas is one of the toughest tasks in publishing 

a company newsletter. Here’s a checklist of story sources to stimulate editorial 

thinking and help identify topics with high reader interest that help to promote 

the company. 

1. Product stories: New products; improvements to existing products; 

new models; new accessories; new options; and new applications. 

2. News: Joint ventures; mergers and acquisitions; new divisions 

formed; new departments; other company news. Also, industry 

news and analyses of event and trends. 

3. Tips: Tips on product selection, installation, maintenance, repair,  

and troubleshooting. 

4. How-To articles: Similar to tips, but with more detailed instructions.  

Examples: How to use the product; how to design a system; how to 

select the right type or model. 

5. Previews and reports: Write-ups of special events such as trade 

shows, conferences, sales meetings, seminars, presentations, and 

press conferences. 

6. Case histories: Either in-depth or brief, reporting product application 

success stories, service successes, etc. 

7. People: Company promotions, new hires, transfers, awards, 

anniversaries, employee profiles, customer profiles, human interest 

stories (unusual jobs, hobbies, etc.). 
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8. Milestones: e.g., “1,000th unit shipped,” “Sales reach $1 million 

mark,” “Division celebrates 10th anniversary,” etc. 

9. Sales news: New customers; bids accepted; contracts renewed; 

satisfied customer reports. 

10. Research and development: New products; new technologies;  

new patents; technology awards; inventions; innovations;  

and breakthroughs. 

11. Publications: New brochures available; new ad campaigns; technical 

papers presented; reprints available; new or updated manuals; 

announcements of other recently published literature. 

12. Explanatory articles: How a product works; industry overviews; 

background information on applications and technologies. 

13. Customer stories: Interviews with customers; photos; customer  

news and profiles; guest articles by customers about their industries, 

applications, and positive experiences with the vendor’s product  

or service. 

14. Financial news: Quarterly and annual report highlights; 

presentations to financial analysts; earnings and dividend news; etc. 

15. Photos with captions: People; facilities; products; events. 

16. Columns: President’s letter; letters to the editor; guest columns; 

regular features such as “Q&A” or “Tech Talk.” 

17. Excerpts, reprints, or condensed versions of: Press releases; executive 

speeches; journal articles; technical papers; company seminars; etc. 

18. Quality control stories: Quality circles; employee suggestion 

programs; new quality assurance methods; success rates;  

case histories. 
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19. Productivity stories: New programs; methods and systems to cut 

waste and boost efficiency. 

20. Manufacturing stories: New techniques; equipment; raw materials; 

production line successes; detailed explanations of manufacturing 

processes; etc. 

21. Community affairs: Fund raisers; special events; support for the arts; 

scholarship programs; social responsibility programs; environmental 

programs; employee and corporate participation in 

local/regional/national events. 

22. Data processing stories: New computer hardware and software 

systems; improved data processing and its benefits to customers; 

new data processing applications; explanations of how systems  

serve customers. 

23. Overseas activities: Reports on the company’s international 

activities; profiles of facilities, people, markets, etc. 

24. Service: Background on company service facilities; case histories of 

outstanding service activities; new services for customers; new 

hotlines; etc. 

25. History: Articles of company, industry, product, community history. 

26. Human resources: Company benefit programs; announcement of 

new benefits and training and how they improve service to 

customers; explanations of company policies. 

27. Interviews: With company key employees, engineers, service 

personnel, etc.; with customers; with suppliers (to illustrate the 

quality of materials going into your company’s products). 
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28. Forums: Top managers answer customer complaints and concerns; 

service managers discuss customer needs; customers share their 

favorable experiences with company products/ services. 

29. Gimmicks: Contests; quizzes; puzzles; games; cartoons. 

 

 

Section 4 
 

Tips on Using Testimonials 
  

 Whenever a customer sends a letter with positive comments about your 

company or product, immediately seek permission to use this testimonial in your 

ads, brochures, direct mail, and other promotions.   

 The easiest way to do this is to send a “release letter” to the client  

(along with a photocopy of the testimonial letter, with the passages you want  

to reprint highlighted in yellow). 

 Your release letter can follow this basic format: 

 

Mr. Mike Jones 
Advertising Manager 
World Enterprises 
Anytown, USA 
 
Dear Mike: 
 
Thanks for your letter of 12/12/87 (copy attached).  I’m glad  
you’re pleased with our product! 
 
I’d like to quote from your letter in the ads, brochures, direct mail, 
and other promotions we use to market our product – with your 
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permission, of course. 
 
If this is OK with you, would you please sign the bottom of this letter 
and send it back to me in the envelope enclosed. 
 
The second copy is for your files. 
 
Many thanks, Mike. 
 
Regards, 
Jane Smith 
 
YES, YOU HAVE MY PERMISSION TO QUOTE FROM THE 
ATTACHED LETTER IN ADS, BROCHURES, DIRECT MAIL AND 
OTHER PROMOTIONS USED TO MARKET YOUR PRODUCT. 
 
Signed____________________Date________________ 

 

 I always enclose a self-addressed stamped reply envelope plus a second 

copy of the permission letter (for the recipient’s files). 

Soliciting Testimonials 

 If your customers don’t send you letters of praise (and many won’t), then 

you can ask them to give you a testimonial.  How?  Simply send a letter to clients 

and customers who are happy with your product or service and ask for their 

comments.  Here’s a letter I use (feel free to copy or adapt it): 

 

Mr. Alex Samuels 
Product Supervisor 
XYZ Corporation 
Anyplace, USA 
 
Dear Alex: 
 
I have a favor to ask of you. 
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I’m in the process of putting together a booklet of testimonials –  
a collection of comments about my services, from satisfied clients  
like you. 
 
Would you please take a few minutes to give me your opinion of my 
consulting services? 
 
There’s no need to dictate a letter – just jot your comments on the 
back of this letter, sign below, and return to me in the enclosed 
envelope.  (The second copy is for your files). 
 
I look forward to learning what you like about my service … but I 
also welcome any suggestions or criticisms, too. 
 
Many thanks, Alex. 
 
Regards, Bob Bly 
 
YOU HAVE MY PERMISSION TO QUOTE FROM MY 
COMMENTS, AND USE THESE QUOTATIONS IN ADS, 
BROCHURES, DIRECT MAIL AND OTHER PROMOTIONS USED 
TO MARKET YOUR SERVICES. 
 
Signed___________________Date_________________ 

 

 Note that I am asking for an “opinion” instead of a testimonial, and that I 

urge Alex to give me criticisms as well as positive comments.  In this way, I’m not 

just asking for a favor, I’m getting information that will help me serve my clients 

better in the future.  Thus, I’m not the only one who profits; we both do. 

 If you solicit testimonials from your satisfied clients and customers, and 

you always get permission to use any unsolicited testimonials that people send 

you, you’ll soon build a thick testimonial file.  Because you’ve gotten people to 

give you a “blanket release” to use their comments any way you choose, you can 

use these testimonials in any or all of your marketing materials – from ads and 

sales letters, to brochures and catalogs. 
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 One quick and easy way to use these testimonials is simply to type them up 

single-spaced and reprint them on an 8½-by-11-inch sheet of paper.  The headline 

reads: “WHAT THEY SAY ABOUT (your company or product).”  If you have a lot 

of testimonials, you can print on the reverse side or go to a second sheet.  Don’t 

forget to include your address and phone number at the bottom of the page.  Use 

the testimonial sheet as a handout, as an additional enclosure in direct mail 

packages, or as a supplement to your sales brochure. 

 Always give the sheet and a duplicate of your full testimonial file to any ad 

agency, copywriter, or marketing consultant you hire.  It will be tremendously 

helpful to them when they create ads, brochures, and direct mail packages for you. 

On Using Testimonials 

 Using testimonials – quotations from satisfied customers and clients – is 

one of the simplest and most effective ways of adding punch and power to 

brochure, ad and direct mail copy. 

 But how do you get testimonials?  How do you use them? 

 Here are some tips for using testimonials: 

 1.  Always use real testimonials instead of made-up ones. Even the most skilled 

copywriter can rarely make up a testimonial that can match the sincerity and 

credibility of genuine words of praise from a real customer or client. 

 If you ask a customer to give you a testimonial, and he or she says, “Sure, 

just write something and I’ll sign it,” politely reply: “Gee, I appreciate that, but 

would you mind just giving me your opinions of our product – in your own 

words?”  Fabricated or self-authored testimonials (those written by the advertiser 

or their copywriter) usually sound phony; genuine testimonials invariably have 

the ring of truth. 

 2.  Prefer long testimonials to short ones.  Many advertisers are hooked on 

using very short testimonials.  For instance:   
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“...fabulous!...” 

“truly funny...thought-provoking...” 

“...excellent...wonderful...” 

 I believe that when people see these ultra short testimonials, they suspect 

that a skillful editing job has masked a comment that was not as favorable as the 

writer makes it appear.  In my opinion, longer testimonials – say, two or three 

sentences versus a single word or phrase – come across as more believable.   

For example: 

“Frankly, I was nervous about using an outside consultant.  But your excellent service has 

made me a believer!  You can be sure that we’ll be calling on your firm to organize all our 

major sales conferences and other meetings for us.  Thanks for a job well done!” 

 Sure, it’s longer, but it somehow seems more sincere than a one-word 

superlative.  Which brings us to.... 

 3.  Prefer specific, detailed testimonials to general or superlative testimonials.  

Upon receiving a letter of praise from a customer, our initial reaction is to read the 

letter and find the single sentence that directly praises our company or our 

product.  With a blue pencil, we extract the words we think are kindest about us, 

producing a bland bit of puffery such as: 

“We are very pleased with your product.” 

 Actually, most testimonials would be stronger if we included more of the 

specific, detailed comments our client has made about how our product or service 

helped him.  After all, the prospects we are trying to sell to may have problems 

similar to the one our current customer solved using our product.  If we let Mr. 

Customer tell Mr. Prospect how our company came to his rescue, he’ll be helping 

us make the sale.  For instance: 

“We have installed your new ChemiCoat system in each of our bottling lines and have 

already experienced a 25 percent savings in energy and material costs.  Thanks to your 
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system, we have now added an additional production line with no increase in energy costs.  

This has increased profits 15 percent and already paid back the investment in your 

product.  We are very pleased with your product.” 

 Again, don’t try to polish the customer’s words so it sounds like 

professional ad copy.  Testimonials are usually much more convincing when they 

are not edited for style. 

 4.  Use full attribution.  We’ve all opened direct mail packages that contained 

testimonials from “J.B. in Arizona” or “Jim S., Self-Made Millionaire.”  I suspect 

that many people laugh at such testimonials and think they are phony. 

To increase the believability for your testimonials, attribute each quotation.  

Include the person’s name, city and state, and (if a business customer) their job 

title and company (e.g., “Jim K. Redding, vice president of manufacturing, Divmet 

Corporation, Fairfield, NJ”).  People are more likely to believe this sort of full 

disclosure than testimonials which seem to conceal the identity of the speaker. 

 5.  Group your testimonials.  There are two basic ways to present testimonials: 

You can group them together in one area of your brochure or ad, or you can 

scatter them throughout the copy.  A third alternative is to combine the two 

techniques, having many testimonials in a box or buck slip and a smattering of 

other testimonials throughout the rest of your copy. 

 I’ve seen both approaches work well, and the success of the presentation 

depends, in part, on the skill of the writer and the specific nature of the piece.  But, 

all else being equal, I prefer the first approach: to group all your testimonials and 

present them as a single block of copy.  This can be done in a box, on a separate 

page or on a separate sheet.  My feeling is that when the prospect reads a half 

dozen or so testimonials, one right after another, they have more impact and 

power than when the testimonials are separated and scattered throughout  

the piece. 
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 6.  Get permission.  Make sure you get permission from your customer to 

reprint his words before including his testimonial in your copy. 

 I suggest that you send a letter quoting the lines you want to reprint and 

ask permission to include them in ads, direct mail, brochures, and other materials 

used to promote your firm.  Notice I’m asking for a general release that gives me 

permission to use the customer‘s quotation in all current and future promotions, 

not just a specific ad or letter.  This lets me get more mileage out of his favorable 

comment and eliminates the need to ask permission every time I want to use the 

quote in a new ad or letter. 

 

 

Section 5 

How to Give a Successful Presentation 

 

Dr. Rob Gilbert is one of the country’s top motivational speakers and a 

master of teaching presentation skills to others. (He is also a master of direct 

marketing, through which he sells his books, audiotapes, and public workshops.) 

At the beginning of a recent Gilbert workshop I attended on “How to Give 

a Speech,” Dr. Gilbert told his audience: “If you get one good idea from this 

session, it will have been worth the price.” In fact, I got at least 42 good ideas on 

improving presentation skills, and Dr. Gilbert has generously given permission for 

me to share them with you. 

How To Give A Speech 

1. Write your own introduction and mail it to the sponsoring organization in 

advance of your appearance. 

2. Establish rapport with the audience early. 
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3. What you say is not as important as how you say it. 

4. Self-effacing humor works best.  

5. Ask the audience questions. 

6. Don’t give a talk – have a conversation. 

7. Thirty percent of the people in the audience will never ask the speaker  

a question. 

8. A little bit of nervous tension is probably good for you. 

9. Extremely nervous? Use rapport building, not stress reduction, techniques. 

10. The presentation does not have to be great. Tell your audience that if they get 

one good idea out of your talk, it will have been worthwhile for them. 

11. People want stories, not information.  

12. Get the audience involved. 

13. People pay more for entertainment than education. (Proof: The average college 

professor would have to work 10 centuries to earn what Oprah Winfrey makes in 

a year.)  

14. You have to love what you are doing. (Dr. Gilbert has 8,000 cassette tapes of 

speeches and listens to these tapes three to four hours a day.) 

15. The first time you give a particular talk it will not be great. 

16. The three hardest audiences to address: engineers, accountants, and high 

school students. 

17. If heckled, you can turn any situation around (“verbal aikido”). 

18. Communicate from the Heart + Have an Important Message =  

Speaking Success. 

19. You can’t please everybody, so don’t even try. Some will like you and your 

presentation and some won’t. 

20. Ask your audience how you are doing and what they need to hear from you to 

rate you higher. 
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21. Be flexible. Play off your audience.  

22. Be totally authentic. 

23. To announce a break say: “We'll take a five minute break now, so I’ll expect 

you back here in 10 minutes.” It always gets a laugh. 

24. To get them back in the room (if you are the speaker), go out into the hall and 

shout, “He’s starting; he’s starting!” 

25. Courage is to feel the fear and do it anyway. The only way to overcome what 

you fear is to do it. 

26. If panic strikes: Just give the talk and keep your mouth moving. The fear will 

subside in a minute or two. 

27. In speaking, writing, teaching and marketing, everything you see, read, hear, 

do or experience is grist for the mill. 

28. Tell touching stories. 

29. If the stories are about you, be the goat, not the hero. People like speakers who 

are humble; audiences hate bragging and braggarts. 

30. Join Toastmasters. Take a Dale Carnegie course in public speaking. Join the 

National Speakers Association. 

31. Go hear the great speakers and learn from them. 

32. If you borrow stories or techniques from other speakers, adapt this material 

and use it in your own unique way. 

33. Use audiovisual aids if you wish, but not as a crutch. 

34. When presenting a daylong workshop, make the afternoon shorter than  

the morning. 

35. Asking people to perform a simple physical exercise (stretching, Simon  

Says, etc.) as an activity during a break can increase their energy level and 

overcome lethargy. 

36. People love storytellers. 
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37. Today’s most popular speaking topic: Change (in business, society, lifestyles, 

etc.) and how to cope with it. 

38. There is no failure – just feedback. 

39. At the conclusion of your talk, tell your audience that they were a great 

audience even if they were not. 

40. Ask for applause using this closing: “You’ve been a wonderful audience. 

[pause]. Thank you very much.” 

41. If you want to become a good speaker give as many talks as you can to as 

many groups as you can, even if you don’t get paid at first. You will improve as 

you gain experience. (Dr. Gilbert has some speeches he has given more than  

1,000 times.) 

42. Cruise lines frequently offer speakers free trips in exchange for a brief lecture 

during the cruise. And they do not demand top, experienced speakers. 

 

 

Section 6 
 

The Bulletproof Book Proposal 
 

Publishers ask five key questions about every project they consider. Here’s 

how to make sure your proposal gives all the answers. 

You have a great idea for a nonfiction book. Your wife thinks it’s a great 

idea. Your parents think it’s a great idea. Even your neighbor who hates to read 

thinks it’s a great idea. 

But will a publisher think it's a great idea – enough to pay you an advance, 

commission you to write it, and publish and sell it? 

 



 31

That will depend largely on your book proposal. Here’s where you 

demonstrate persuasively that your idea has merit. Of course, even a solid idea 

and a great book proposal can’t guarantee success, but they surely can tip the odds 

in your favor. But if either the idea or the proposal is weak, your chances of a sale 

are slim to none. 

It's no secret what book editors look for when reviewing book ideas and 

proposals. You’ll improve your chances of winning a publisher’s contract by 

testing your book proposal against the five key questions editors ask. Let’s look at 

those questions and the best ways to answer them. 

Is there a large enough audience interested in this topic to justify 

publishing the book? 

The major New York publishing houses aren’t interested in highly 

specialized books written for small, narrow interest audiences. If you want to 

write the definitive work on LAN/WAN internet working, for example, seek out a 

publisher of technical books. 

Big publishers are primarily interested in “bookstore books” that is, books 

that appeal to a general audience or at least to a large segment of the general 

population. Examples of such audiences include parents, small business owners, 

corporate executives, fitness enthusiasts, movie buffs, users of personal 

computers, teenagers and other large affinity groups. 

A book aimed at a major publisher must appeal to an audience of hundreds 

of thousands of people, if not millions. To sell your idea to the editor, you must 

demonstrate that such an audience exists. In our proposal for How to Promote Your 

Own Business (accepted and published by New American Library), Gary Blake and 

I cited statistics showing there are more than 10 million small businesses in the US 

and 250,000 new businesses started each year. 
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One excellent source of market data is Standard Rate and Data Service 

(SRDS), a book listing US magazines that accept advertising and their 

circulation’s. SRDS is available at your local library or from the publisher (tel. 

847/375-5000). If you’re proposing a book on freelance writing, for example, you 

could look up writers’ magazines and find that the two largest publications in the 

field have a combined circulation of more than 300,000; this is the potential market 

for your book. 

But only a small percentage of the intended audience will actually buy your 

book. And a major publisher hopes to sell at least 5,000 copies of your book. So if 

you’re writing a book that appeals only to the 44,171 branch managers working at 

banks nationwide (say, How to Manage Your Branch More Efficiently), and 2% can be 

persuaded to buy the book, you’ve sold only 883 copies – not nearly enough to 

make the project worthwhile for either you or a publisher. 

Is this a book or a magazine article? 

At the onset of the 1991 recession, I came up with an idea for a book  

I thought would be a strong seller, Recession Proof Business Strategies:  

Winning Methods to Sell Any Product or Service in a Down Economy. It was  

timely. It had strong media appeal. And it contained vital information readers 

desperately needed. 

But, as my agent pointed out, there were two problems with the book. First, 

its timely nature. From conception to bookstore, it can take 18 months to two years 

to write and publish a book. If the recession was over by the time Recession Proof 

Business Strategies came out, the book would bomb. 

Second, my agent was concerned that there wasn’t enough material to fill a 

book. And he was right. 

The average nonfiction book is about 200 pages in typeset, published form, 

with approximately 400 words a page. That’s 80,000 words; about 320 double-
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spaced typewritten manuscript pages. Your book might be longer or shorter, 

ranging from 35,000 words (a slim, 100 page volume) to 200,000 words or more. 

Trouble was, when I finished writing everything I knew about recession 

proof business strategies, I had 5,000 words – too short for a book, too long for  

an article. The solution? I self published Recession Proof Business Strategies as a  

$7 booklet and sold several thousand copies. So a booklet – not a book – was the 

right vehicle for this material. 

Many book ideas seem strong initially, but wilt under close examination. 

For example, a (to me) wonderful book title popped into my head a while 

back: How to Survive a Midlife Crisis at Any Age. My co-author loved it and wanted 

to do the book. But when we sat down, we couldn’t think of anything to put in it! 

We soon abandoned the idea. 

How do you know whether your idea is a book, article or booklet – and 

how do you convince a publisher that your concept is a big one? Here are  

some guidelines: 

First, see if there are other books on the topic. The existence of a few similar 

titles indicates that this idea is big enough to deserve a book, since other 

publishers bought and published book length manuscripts on the topic. 

Second, go to the library and see what else is written on the topic. If you 

feel overwhelmed by all the magazine articles, newspaper stories, booklets, 

pamphlets, surveys, reports and statistics on your topic, that's a good indication 

the topic is “meaty” enough to justify a full-length book. 

For example, I heard a public service announcement describing a toll-free 

number you could call to get safety information about any car you were thinking 

of buying. I thought, “There seems to be a lot of these free consumer hotlines; why 

not organize them into a reference book?” 
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I researched the subject and discovered there were indeed hundreds of such 

hotlines. New American library bought the book and published it as Information 

Hotline USA. If I’d uncovered only a few such hotlines, New American Library 

would have rejected my proposal. 

The third step to convincing a publisher that your topic is broad enough to 

warrant a book is to organize your information into chapters. Think about how 

you would logically explain your topic or present your information, and organize 

it into major categories. These will become chapter headings. 

A full-length nonfiction book typically has 8-15 chapters. If your outline has 

fewer, the publisher may think there’s not enough information to fill a book on 

your topic. Shoot for an outline with at least nine chapters. 

On index cards, organize all your research material by chapter. Then add 

the most important or interesting items as bullet points in your chapter outline to 

create a complete table of contents for your proposed book. Here’s how my co-

author and I described Chapter 15 in our proposal for How to Promote Your  

Own Business: 

Chapter 15: On With the Show – Trade Shows and Displays 

• Why do people attend trade shows? 

• How to select the shows at which you will exhibit 

• Creating effective trade show displays 

• Five things you can do to attract more prospects to your  

exhibit: demonstrations, product samples, free gifts, contests  

and entertainment 

• Other uses for your display materials: retail point-of-purchase, malls, 

lobby displays 
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This type of detailed table of contents proves to the publisher that your 

topic is appropriate for a book, not just a magazine article. 

What’s different or better about your book? 

The first page or two of your book proposal must contain an overview  

of your idea. This describes what the book is about, who its written for and  

what’s in it. 

Your overview must also tell the editor why and how your book is unique, 

different or better than other books already published on this topic. And you must 

do this within the first two paragraphs (if you don’t, the editor probably won’t 

read further). 

The hook – the angle that makes your book different – can take many 

forms: It might be a slant toward a different audience, a better way of organizing 

the material, or inclusion of topics not covered in other books. The key is to make 

your book seem both different and better. 

For instance, if the other books aren’t illustrated, say that your book will  

be – and explain why that’s important. If the other books are lengthy, promise to 

write a more concise book. If the other books are incomplete, describe the topics 

they omit – and tell how you’ll cover them in your book. 

When planning How to Promote Your Own Business, my co-author and I 

hoped to write a book on advertising that would appeal to small business owners 

rather than advertising agencies, PR firms and other advertising professionals. We 

used this as our hook; our proposal began: 

How to Promote Your Own Business is not a book for the professional 

publicist, promoter or advertising professional. Rather, it is a practical working 

promotion guide for the 10.8 million Americans who own their own businesses, 

and the 250,000 entrepreneurs who start new businesses each year. 
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We wrote a previous book, Technical Writing; Structure, Standards and Style, 

because we believed the existing technical writing books were too lengthy and 

dull to be suitable as references for working technical writers. We wanted to create 

a handbook for technical writers that emulated the concise, to-the-point style and 

format of The Elements of Style, William Strunk and E.B. White’s popular style 

guide for general writers. 

Our proposal called our book "the Strunk and White of technical writing,” 

which instantly communicated the key appeal of the concept. Our agent sold the 

book – within three weeks – to the first publisher who looked at it. Interestingly, 

McGraw-Hill also used the phrase “the Strunk and White of technical writing” in 

publicity and promotional materials describing the book. 

Another section of your proposal that positions your book in relation to 

others on the same subject is the “Competition” section. Here you list and  

describe competing books; each listing should emphasize how your book is  

both different and better. Here is an example from our How to Promote Your  

Own Business proposal: 

1. How to Advertise and Promote Your Small Business, by Connie McClung 

Siegel, John Wiley & Sons, 1978, 128 pages, $4.95 trade paperback. 

This book is part of John Wiley’s “Small Business Series.” The author 

neglects several vital areas of small business promotion, including mail order, 

sales literature, trade shows, and displays, contests and newsletters. There are 

very few examples of actual promotions, and the author gives no indication of the 

costs involved or the results achieved. The book does not provide step-by-step 

instructions for selecting and implementing promotions. 
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Include in the “Competition” section those books that cover the same – or 

very similar – topics as your book; that are published by a major publishing house; 

and that are no more than five years old. 

How many books you list in this section will be important. ‘The presence of 

two to six competitive books shows there’s a market for this type of book, while 

still room for one more. On the other hand, if there are seven or more books a 

publisher may think the field is overcrowded, and you’ll probably have a difficult 

time making the sale. 

Will people pay $22.95 for this book? 

The average hardcover nonfiction book sells for $22.95 or more; the average 

trade paperback for $12.95. Your book must be interesting or valuable enough to 

make readers part not only with their money (remember, they can always read 

your book for free at the library), but with their time as well (many people would 

rather watch TV, go to the movies or nap than read a book). 

When it comes to nonfiction, readers typically buy books to learn 

something, for reference or to be entertained. 

A how-to or reference book proposal should stress the benefits readers will 

get when they buy the book. Will it help them save time and money? Make 

money? Look beautiful? Feel young? live longer? If your book will make readers’ 

lives better and easier, say so. In our proposal for How to Promote Your Own 

Business, we said: 

How to Promote Your Own Business is unique because it goes right to the 

heart of the problem: How can the owner or manager of a small business –  

a person with little time, money and promotion expertise – promote his business  

as effectively as his bigger, wealthier competitors? 
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If your book is biography, journalism, history, or any other form of 

nonfiction written primarily to entertain, your proposal should highlight some of 

the more fascinating details of the book. Your aim is to make the editor want to 

read the whole story. 

Why should the publisher hire you to write it? 

Your proposal must show why you’re uniquely qualified to write the  

book. Such qualifications fall into two categories: writing credentials and  

expert credentials. 

Writing credentials establish your expertise as an author. In an “About the 

Author” section of your book proposal, write a brief biographical sketch of 

yourself, being sure to include such information as: 

• titles, publishers and dates of publication for any books  

you’ve written 

• total number of books and articles written (if the number  

is impressive) 

• names of major magazines and newspapers in which your  

work has appeared 

• excerpts from favorable reviews about your work 

• sales figures for your best-selling books (if they’re impressive) 

Expert credentials establish your position as an authority in the topic of 

your proposed book. 

Actually, you don’t have to be much of an expert. The trick is to make 

yourself seem like an expert to the publisher. 

For instance, author Wilbur Perry wanted to write about mail order. To 

make himself more appealing as a potential author for a book on the subject he 

started and operated a small part-time mail-order business from his home.  This 
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gave him the credentials he needed to convince John Wiley & Sons to publish two 

books by him on the topic. 

In my experience, your expert credentials don’t need to be in-depth. Editors 

understand you can research the topic, and they don’t require you to know 

everything about it before buying your book. They just want to convince their 

editorial board – and buyers – that you know what you’re talking about. 

Of course, having a published book to your credit is one credential that 

always impresses publishers. And that’s a credential I'm sure you’ll soon have if 

you follow the five key points covered in this article.  

The Making of a Winning Book Proposal 

A successful book proposal contains these sections: 

Title Page 

A cover sheet. The book’s title and the name of the author are centered in 

the middle of the page. In the upper left corner, type Book Proposal. In the  

bottom right, type your name, address and phone number (or, if you have one, 

your agent’s). 

Overview 

Summarize what your book is about: the topic, who will read it, why it’s 

important or interesting to your intended audience, and what makes your book 

different from others in the field. 

Specifications 

Specify approximate word length, number of chapters, types of 

illustrations; or graphics to be included; and any unique organizational  

schemes or formats (for example, is your book divided into major sections or  

do you use sidebars?) 
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Market 

Tell the editor who will buy your book, how many of these people exist, 

and why they need it or will want to read it. Use statistics to dramatize the size of 

the market. For example, if your book is about infertility, mention that one in six 

couples in the US is infertile. 

Promotion 

Is your book a natural for talk radio or Oprah (be realistic)? Can it be 

promoted through seminars or speeches to associations and clubs? Give the 

publisher some of your ideas on how the book can be marketed. (Note: Phrase 

these as suggestions, not demands. The publisher will be interested in your ideas 

but probably won’t use most of them.) 

Competition 

List books that compare with yours. Include the title, author, publisher, 

year of publication, number of pages, price, and format (hardcover, trade 

paperback or mass market paperback). Describe each book briefly, pointing out 

weaknesses and areas in which your book is different and superior. 

Author’s Bio 

A brief biography listing your writing credentials (books and articles 

published), qualifications to write about the book’s topic (for instance, for a book 

on popular psychology, it helps if you’re a therapist), and your media experience 

(previous appearances on TV and radio). 

Table of Contents/Outline 

A chapter-by-chapter outline showing the contents of your proposed book. 

Many editors tell me that a detailed, well thought-out table of contents in a 

proposal helps sway them in favor of a book. 
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Section 7 
 

Finding a Good Idea for Your Book 
 

 The journey of a thousand manuscripts pages (or even 150) begins with a 

single idea. Here’s how to find one. 

 Many people who attend my book publishing seminars already have a 

book idea in mind. Others, however, have a strong desire to write a book, but are 

stuck on coming up with a suitable topic. If you fall into this category, here are ten 

sources of ideas for books you may want to write: 

1.  JOB EXPERIENCE 

 An obvious but often overlooked source of book ideas is your job. 

Thousands of excellent books have been written by authors about a skill, expertise 

or career experience gained on the job. 

 This is how I came to write my first book, Technical Writing: Structure, 

Standards and Style (McGraw-Hill). My first job after graduating college was as a 

technical writer for Westinghouse Electric Corp. in Baltimore. After several 

months writing technical materials, I began to feel the need for a writing guide to 

assist technical writers with matters of style, usage, punctuation and grammar (for 

example, does one write 1/4 or 0.25 or one fourth in technical documents?). Being 

book-minded, I went to the bookstores and found nothing appropriate. 

 My idea was to compile a style guide for technical writers modeled after the 

best-selling general writing style guide, The Elements of Style, by Strunk and White. 

I wrote a content outline and book proposal, and began to pursue agents and 

publishers. I was extremely lucky: The first agent who saw Technical Writing 

agreed to represent the book, and within three weeks, he sold it to the first 
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publisher to look at it, McGraw-Hill. The advance was $8,500 – not bad for a  

first-time author in 1981 for a short (100-page) book. 

 Not every book I’ve written since has sold so quickly and easily. But 

subsequently, I have written a number of books based on skills and experiences 

gained in various careers and jobs. 

 Do you hold a highly desirable position or work in a glamorous industry: 

Then you can write a book telling others how to get into your line of work. 

 Have you developed specific and valuable skills such as computer skills, 

selling, marketing, finance, negotiating or programming-skills that others need to 

master? There’s a need for a book telling them how to do it. 

2. TEACH A COURSE 

 There are many opportunities for you to design and teach courses to  

other people at work, at adult education evening classes at the local high school  

or college, at community colleges, at association meetings and even on the 

university level. 

 If you get the opportunity to teach a course, keep in mind that the topic and 

content outline you develop for the course may have appeal to a publisher as the 

outline for a potential book on the same subject. 

 In 1981, a private seminar company offering low-cost public seminars in 

New York City asked me to do an evening program on marketing and promotion 

for small business. The pay was lousy but I accepted. A year or so later, I took the 

course title and outline, turned it into a book proposal, and sold my second book, 

How to Promote Your Own Business, to New American Library. 

 If you want to write nonfiction books there are two advantages to teaching 

a class or seminar. First, in developing and teaching the course you will 

simultaneously be doing most of the legwork necessary to produce a book on the 

subject. Therefore, once you’ve given the course, transforming it into a book is a 
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relatively quick and easy next step (or at least quicker and easier than doing, the 

book from scratch). 

 Second, teaching the course positions you as an expert in the subject, 

making you more attractive to book publishers. They figure that anyone who can 

give a course on the topic must have a substantial amount of information and 

expertise to share. If you taught the course at a prestigious, well-known 

institution, that further boosts your credibility. 

3. TAKING COURSES 

 Taking courses can also give you fresh infusion of ideas and information 

that can become the basis for a book. 

 The same private seminar company I was teaching small business  

promotion seminars for offered a number of courses in different career areas, 

which, as an instructor, I could take for free. After taking several, I came up with 

the idea of doing a career book on how to break into some of the more exciting, 

glamorous industries and professions, such as music, film, advertising, travel and 

television. The book, Creative Careers: Real Jobs in Glamour Fields, was published by 

John Wiley & Sons. 

 Warning: When you take the course, don’t steal or plagiarize the 

instructor’s seminar, reprinting it word for word as your book. Consider it a 

starting point and supplement it with additional research from many other 

sources (book articles, interviews, other seminars, etc.) 

 If the instructor does have good information you want to reprint (such as 

lists of contacts and resources), get his permission in writing. You can also ask  

the instructor if he or she will agree to be interviewed by you for inclusion in  

the book. 
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4. WRITE ABOUT YOUR LIFE EXPERIENCES 

 “It is in the totality of experience reckoned with, filed and forgotten, that 

each man is truly different from all others in the world,” writes Ray Bradbury in 

Zen in the Art of Writing. Every person every life, is unique, and this is why I say 

that everyone has at least one book inside them: What has happened to you has 

not happened to other people, and your experiences will make for a book that is 

either instructive, entertaining, moving or any combination of these. 

 This applies to everyone. For example, if you have chosen to remain single 

you can write Living Alone and Loving It or a similar book on the joys of being 

single. If you are married with children, you have unique experiences as a parent, 

and can share your knowledge and experiences with others in an entertaining or 

informative book. If you are married but have been unable to have children, you 

have credibility to write a book on infertility. If you and your spouse have not had 

children by choice, you can write a book on Choosing to Live Child-Free. If you have 

only one child, you can write Raising the Single Child. If you're a single parent, you 

can write Straight Talk and Advice for Single Parents. 

 In 1982, the New York City engineering firm employing me told me I 

would have to relocate. My fiancee did not want to leave Manhattan, so I  

resigned and started a new career as a self-employed industrial writer,  

producing brochures and data sheets for chemical companies and industrial 

equipment manufacturers. 

 The transition from employee to freelancer was an educational experience, 

one I knew many others would go through (or would hope to, some day). This 

became the topic of my book, Out on Your Own: From Corporate to Self-Employment, 

also published by Wiley. 
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5. WRITE ABOUT A PROCESS OR TASK YOU KNOW HOW TO DO 

  Through work, leisure or life experience, we all have done things that many 

other people have not done, and therefore know a good deal more about these 

things than they do. The inexperienced would like to learn from your experiences 

and avoid your mistakes, and a book is the ideal vehicle for this. 

 For instance, after resigning from the engineering firm and becoming a  

self-employed industrial writer in 1982, I was forced to learn how to succeed in  

the commercial writing field on my own; there was no book to guide me. I made 

many expensive mistakes and learned from experience. 

 To help other writers speed the learning curve and avoid these mistakes, I 

wrote Secrets of a Freelance Writer, published by Henry Holt & Co. The book is 

about the process of running a freelance writing business, covering everything 

from getting started and finding clients to setting fees and negotiating contracts. 

6. WRITING ABOUT YOUR HOBBY  

 Hobbies that fascinate you no doubt fascinate a lot of other people. As a 

hobbyist, you have much more knowledge than a journalist or other outsider who 

would have to research the field from scratch. Why not turn your hobby into a 

profit center by writing a book about it? 

 One of my hobbies is collecting comic books. I love Superman, Batman, 

Wolverine, and the other DC and Marvel superheroes. 

 When I graduated college in 1979, I burned with the desire to write a  

book and get it published. I started two book projects. One was a Harlequin 

romance novel, which I started not because I enjoy Harlequin romance novels – 

I’ve never even read one – but because I figured it would be easy to do. I was 

wrong. I wrote 40 pages of the worst Harlequin romance novel of all time before 

abandoning the project. 
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 But writing those pages taught me an important lesson: Don’t select a topic 

or form for your book just because you think it is commercially viable and will 

make you a lot of money. If you do, your lack of enthusiasm will show through in 

your writing. 

 On the other hand, if you are passionate about your topic, your enthusiasm 

will show through in your writing. The book will be easier and more fun to write, 

and the final product will be much better in quality. 

 The second book project I started working on was a trivia book on comic 

book superheroes, written in quiz form. For example: What are the six types of 

kryptonite? (Green, red, blue, white, gold, jewel.) What was Spider-Man’s major in 

college? (Physics.) 

 I wrote a short manuscript and, having no contacts in publishing, and  

no knowledge of the publishing business, sent it to editors at various paperback 

publishers with a cover letter. It was rejected by all. I gave up and put it in  

a drawer. 

 Years later, when I was cleaning out some files, I came across the 

manuscript. I was going to throw it out, but instead mailed it to my literary agent 

with a note saying, “Do you think you can do anything with this?” 

 Six weeks later, she called and said she’d sold the book. I was speechless; 

The book, Comic Book Heroes: 1,101 Trivia Questions About America's Favorite 

Superheroes From the Atom to the X-Men, was published by Citadel Press. 

 The second lesson I learned from this experience was: A book idea that 

doesn’t sell now might sell later. If you get rejected by publishers, don’t throw 

away or forget about the book proposal. File it and make a note to take another 

look at it in six or twelve months. Sometime you have success on the second or 

third try because the timing is right. Other times, you see the idea from a fresh 

perspective, rewrite it, and make the sale with the revised book proposal. When 
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asked to address the graduating class at Oxford, Winston Churchill, a great writer, 

stood up, said only “Never give up,” and sat back down. These three words are 

good advice for authors who want to sell book proposals to publishers. 

 Eventually, a third lesson revealed itself: Every book published gives you 

credential that can lead to more book contracts in the same field. 

 I enjoyed writing the comic book trivia book. After it came out, I thought 

about doing trivia books on other topics in a similar format. 

 I was always a big Star Trek fan. This resulted in two books with Harper-

Collins: The Ultimate Unauthorized Star Trek Quiz Book and Why You Should Never 

Beam Down in a Red Shirt. As publishers began to see me as a writer of popular 

culture trivia, I received several more contracts along this line, including What’s 

Your Frasier I.Q.?, a quiz book on the TV show Frasier. 

 Books about hobbies can be how-to, money-making, reference, specialized 

or general information. If you have an interest in tropical fish, for example, you 

could write How to Keep Tropical Fish (how-to), How To Breed Tropical Fish for Fun 

and Profit (moneymaking), An Illustrated Guide to Aquarium Fish (reference), Care 

and Breeding of Fancy Guppies (specialized) or Your First Fish Tank (general). 

 Notice that the first six methods on this list involve you, the author, having 

some special insight, experience or information on the topic of your book. Author 

and publisher Dan Poynter says: “Write about something in which you are a 

participant. The world needs more books written by writers who are also experts, 

not writers who are journalists.” 

 “Concentrate on the area that interests you, and if you’re not an expert 

now, you may become one,” writes Tom Peeler in The Writer.  “And even if the  

area of interest still requires consultation with recognized professionals, 

specialization will allow you to develop regular sources and will give you 

credibility with them.” 
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 One of Gary Larson’s Far Side cartoons shows an author autographing his 

book at a book signing. The caption reads, “After being frozen in ice for 10,000 

years, Thag promotes his autobiography.” The title of the book: It Was Very Cold 

and I Couldn’t Move. Obviously, no publisher expects you to have 10,000 years of 

experience in your subject matter. But writing about something you know, have 

experienced or have achieved is one route to coming up with a book idea a 

publisher will buy from you. 

7. COLLECT AND COMPILE TIDBITS OF SCATTERED INFORMATION 

 Are you interested in a specific field of knowledge or study? And are you 

the type who clips articles and collects tidbits of information on your topic? If so, 

you can convert this passion for information by compiling your collected 

knowledge into book form. 

 For a while, I became fascinated with all the toll-free consumer helplines 

and hotlines I saw advertised, giving free information on everything from AIDS 

prevention to gardening tips to stock market quotes. I became an obsessive 

collector of these numbers, clipping articles and writing down 800 numbers I 

heard on radio and saw on TV. Finally, I compiled them into a book, Information 

Hotline U.S.A., published by New American Library. 

 Similarly, a friend of mine, Don Hauptman, is obsessed by language in 

general and word-play in particular. Don is a collector of information, and  

began collecting acronyms (such as DNA, LSD, scuba, laser). When his collection 

got large enough, he turned it into a book on acronyms, Acronymania, published 

by Dell. 

8. FIND AND FILL A NEED OR GAP IN THE READER’S KNOWLEDGE  

 An excellent way of finding marketable ideas is to talk with people and find 

out what they want and need to know, then write a book to satisfy that 

information need. 
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 For example, an attorney with good negotiating skills heard many clients 

telling him that they too wished they had good negotiating skills and would like 

help becoming better negotiators. The attorney became a millionaire by writing 

and selling books, audio and videotape programs, seminars and training sessions 

in negotiating skills. 

 Working as a business consultant, I saw there were dozens of books on 

sales, but almost nothing on how to generate leads for salespeople. I proposed The 

Lead Generation Handbook, which sold to Amacom, the publishing division of the 

American Management Association. 

 And when we moved out of New York City and bought a home in the 

suburbs, we knew nothing about plumbing, electricity, gardening, cars, aluminum 

siding, roofing, or the dozens of other things every homeowner eventually 

becomes familiar with. I thought, “Why not do a book that will be an instruction 

manual for first-time homeowners?” 

 I wrote a proposal for a book titled The Homeowner’s Survival Guide. No one 

was interested, and I put the proposal away in a file and forgot about it. Several 

years later, a major publisher – one for whom I’ve now written several books –

came out with such a book with the exact same title. Another lesson learned: Pay 

attention to your own gut feelings. Had I kept trying with this book, as I advise 

you to do, it might very well have sold within a year or so. But I gave up on it, and 

now another author’s name is on the cover. 

9. TAKE AN EXISTING TOPIC AND TARGET IT TO A SPECIFIC AUDIENCE 

 A common situation is the author who wants to write a book on a specific 

topic but finds the field overcrowded. 

 This happens to all of us: You get an idea for a book, get excited about it. 

But then you visit the bookstore and find two shelves full of books on the same 

topic, books that seem very much like yours. You become discouraged by the 
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competition, give up and drop the idea. Don’t! You can still write that book. You 

just need a fresh slant, angle or hook. 

 One of the easiest and most successful methods to finding this fresh slant is 

to target your book toward a specific audience within the market. For example, a 

woman seminar leader told me she wanted to write a book on presentation skills, 

but was afraid to try because so many books already exist. She mentioned at one 

point that she trained mainly women. I asked her if women making presentations 

in the business world face a different set of challenges than men do. “Of course,” 

she replied. 

 “Then,” I suggested, “the title of your book should be Presentation Skills 

 for Women.” 

 In the same way, I wanted to write a book on selling, but found the market 

overcrowded. Since my experience is in selling services vs. products, I offered 

Holt a book on Selling Your Services. 

10. WRITE WHAT INTERESTS YOU  

 In addition to finding out what interests other people, an excellent source of 

ideas is what interests you. You are a curious, intelligent, creative human being, 

constantly thinking and wondering about the world around you. Chances are 

what interests you will interest many other people, too. 

 I’m a big Stephen King fan, as are many others. Having written the TV and 

comic book quiz books, I naturally thought of doing a quiz book on Stephen King. 

My agent promptly sold it to Kensington Books, a paperback publisher in New 

York City. 

 I recommend you keep a notebook, file folder or computer file labeled 

“book ideas,” and whenever an idea for a book comes to mind, write it down and 

save it. Don’t worry whether the book will eventually interest a publisher. 

Creating ideas and analyzing/assessing ideas are two separate activities, and 
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should not overlap. Don’t hold your creativity back; let the ideas flow and quickly 

get them all down on paper. Later you can decide which won’t work and which 

merit further effort. 

 But first, you must have the idea. 

 

 

Section 8 
 

How to Write Business Letters That Get Results  
 

A simple formula lets you cut through jargon and messy language to create 
straightforward writing that works. 

 
 A recent TV commercial informed viewers that the U.S. Post Office  

handles 300 million pieces of mail every day. That’s a lot of letters. And letters  

are an important part of communicating with your customers, coworkers,  

and colleagues. 

 But how many letters actually get their messages across and motivate the 

reader? Surprisingly few. In direct-mail marketing, for example, a 2 percent 

response rate is exceptionally high. So a manufacturer mailing 1,000 sales letters 

expects that fewer than 20 people will respond to the pitch. If high-powered letters 

written by ad-agency copywriters produce such a limited response, you can see 

why letters written by busy business executives (who are not professional writers) 

may not always accomplish their objectives. 

 Failure to get to the point, technical jargon, pompous language, misreading 

the reader – these are the poor stylistic habits that cause others to ignore the letters 

we send. Part of the problem is that many managers and support staff don’t know 

how to write persuasively. There is a solution, stated as a formula first discovered 
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by advertising writers, and it's called “AIDA.” AIDA stands for Attention, 

Interest, Demand, and Action a sequence of psychological reactions that happen in 

the mind of the reader as he is sold on your idea. Briefly, here’s how it works. 

 First, the letter gets the reader’s attention with a hard-hitting lead 

paragraph that goes straight to the point or offers an element of intrigue. 

 Then, the letter hooks the reader’s interest: The hook is often a clear 

statement of the reader’s problems, needs, or wants. For example, if you are 

writing to a customer who received damaged goods, acknowledge the problem 

and then offer a solution. 

 Next, create demand. Your letter is an offer of something; a service, a 

product, goodwill, an agreement, a contract, a compromise, a consultation. Tell the 

reader how he or she will benefit from your offering. That creates a demand for 

your product. 

 Finally, call for action. Ask for the order, the signature, the donation,  

the assignment. 

 What follows are actual examples of how each of these steps has been used 

in business letters. 

 Attention. Getting the reader’s attention is a tough job. If your letter is 

boring, pompous, or says nothing of interest, you’ll lose the reader. Fast! 

 One attention getting technique used by successful writers is to open with 

an intriguing question or statement; a “teaser” that grabs the reader’s attention 

and compels him to read on. Here’s an opening teaser from a letter written by a 

freelance public relations writer to the head of a large PR firm: 

  Is freelance a dirty word to you? 

 Even if you hate freelancers, you can’t help but be curious about what 

follows. And what follows is a convincing argument to hire the writer: 

  Is freelance a dirty word to you? 
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 It really shouldn’t be, because in public relations, with its crisis-lull-

crisis rhythm, really good freelancers can save you money and headaches. 

Use them when you need them. When you don’t, they don't cost you a cent. 

 Use me. I am a public-relations specialist with more than 20 years' 

experience in all phases of the profession. MY SERVICES ARE 

AVAILABLE TO YOU ON A FREELANCE BASIS .... 

 Another freelance writer succeeded with a more straightforward approach: 

Dear Mr. Mann: 

Congratulations on your new business. May you have great success and 

pleasure from it. I offer my services as a freelance public relations writer 

specializing in medical and technical subjects.... 

 Here, the writer gets attention by opening with a subject that has a built in 

appeal to the reader, namely, the reader's own business. Most of us like to read 

about ourselves. And just about everybody would react favorably to the good 

wishes expressed in the second sentence. 

 Interest. Once you get the reader’s attention, you’ve got to provide a 

“hook” to create real interest in your subject and keep him reading. This hook is a 

promise: a promise to solve problems, answer questions, or satisfy needs. The 

hook is often written in a two paragraph format: The first paragraph is a clear 

statement of the reader’s needs, while the second shows how the writer can satisfy 

these needs. Here’s the hook from a letter written by a job seeker to the vice 

president of one of the television networks: 

 To stay ahead, you need aggressive people willing to take chances. 

People who are confident, flexible, dedicated. People who want to learn who 

are not afraid to ask questions. 
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 I am one of those people you should have on your staff. Let me  

prove it. Start by reading my resume. It shows I can take any challenge  

and succeed. 

 What better way to hold someone’s interest than to promise to solve his 

problems for him? 

 A principal rule of persuasive writing is: Remember that the reader isn’t 

interested in you. The reader is interested in the reader. And because we want to 

hear about ourselves, the following letter was particularly effective in gaining and 

holding my interest: 

 As you may already know, we have been doing some work for people 

who have the same last name as you do. Finally, after months of work,  

my new book, THE AMAZING STORY OF THE BLYS IN AMERICA, 

 is ready for printing and you are in it! 

 The Bly name is very rare and our research has shown that less 

 than two one thousandths of one percent of the people in America shares 

the Bly name.... 

 Desire. Get attention. Hook the reader’s interest. Then create the desire to 

buy what you’re selling. This is the step where many business people falter. Their 

corporate backgrounds condition them to write business letters in “corporatese,” 

so they fill paragraphs with pompous phrases, jargon, clichés, and windy 

sentences. Here’s a real life example from a major investment firm: 

 All of the bonds in the above described account having been 

heretofore disposed of; we are this day terminating same. We accordingly 

enclose herein a check in the amount of $22,000 same being your share 

realized therein, as per statement attached. Not withstanding the 

distribution to you of the described amount, you shall remain liable for  

your proportionate share. 
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 Don’t write to impress – write to express. State the facts, the features, the 

benefits of your offer in plain, simple English. Give the reader reasons why he or 

she should buy your product, give you the job, sign the contract, or approve the 

budget. Create a desire for what you’re offering. Here’s how the manager in 

charge of manufacturing persuaded the president to sign a purchase order for a 

$20,000 machine. 

 I've enclosed a copy of my report, which includes an  

executive summary. 

 As you can see, even at the low levels of production we’ve 

experienced recently, the T-1000 Automatic Wire-Wrap Machine can  

cut production time by 15 percent. At this rate, the machine will pay for 

itself within 14 months, including its purchase price plus the cost of 

training operators. 

 We've already discussed the employees' resistance to automation in 

the plant. As you know, we've held discussion groups on this subject over 

the past three months. And, an informal survey shows that 80 percent of 

our technicians dislike manual wire-wrap and would welcome automation 

in that area. 

 Benefits are spelled out. Anxieties are eliminated. The reader is given  

the reasons why the company should buy a T-1000. (And the president signed  

the order.) 

 Action. If you’ve carried AIDA this far, you’ve gained attention, created 

interest, and turned that interest into desire. The reader wants what you’re selling, 

or at least has been persuaded to see your point of view. Now comes the last step; 

asking for action. 

 If you’re selling consulting services, ask for a contract. If you want an 

interview, ask for it. If you’re writing a fund raising letter, include a reply 
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envelope and ask for a donation. In short, if you want your letter to get results, 

you have to ask for them. 

 Here’s a letter from a customer who purchased a defective can of spray 

paint. Instead of just complaining or venting anger, she explains the problem and 

asks for a response: 

 Recently, I purchased a can of your Permaspray spray paint.  

But when I tried using it, the nozzle broke off. I cannot reattach this  

nozzle, and the can, though full, will have to be thrown away. 

 I am sure your product is generally well packaged; my can was 

probably a one in a million defect. Would you please send a replacement  

can of white Permaspray? I would greatly appreciate it. 

 An exchange of business letters is usually an action-reaction situation. To 

move things along, determine the action you want your letter to generate and tell 

the reader about it. 

 Formulas have their limitations, and you can’t force fit every letter or memo 

into the AIDA framework. Short interoffice memos, for example, seldom require 

this degree of persuasiveness. But when you’re faced with more sophisticated 

writing tasks – a memo to motivate the sales force, a mailer to bring in orders, a 

letter to collect bad debts, AIDA can help. Get attention. Hook the reader’s 

interest. Create a desire. Ask for action. And your letters will get better results. 
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Appendix 1 – Press Release Examples 

 
 
Associated Global Systems Press Release 
 
For Immediate Release 
Contact: Norman Freeman, Associated Global Systems, 800-491-6461 

 
www.800sameday.com 

The new shipping portal for the dot.com era 

New 800SameDay service offers fast, reliable, same-day pick-up  
and delivery of shipments to meet customer expectations in the 
Internet Age. 
 
 New Hyde Park, NY – “The Internet has dramatically speeded up all facets 

of society, with consumer and business customers facing more time pressures and 

tighter deadlines than ever before,” says Norman Freeman, president, 

800SameDay.  

Now Freeman’s revolutionary new 800Same Day shipping service – which 

offers same-day shipping to any zip code in North America – is dramatically 

speeding up the pace at which businesses of all types can get their products into 

the hands of impatient, time-sensitive customers. 

“Thanks in part to the fast growth of the Internet, there is a revolution in 

the shipping industry, because customers want delivery today, not tomorrow, 

whether they are across town or across the country,” says Freeman.  

“Overnight is no longer the de facto standard for fast shipping,” says 

Freeman, who created 800SameDay as a new service standard for today’s  

digital economy. 
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A new shipping standard for the dot.com marketplace 
 

 “We live in the Age of Now,” says Freeman. “Customers are more 

demanding than ever. They want everything yesterday. As Miami Herald 

columnist Leonard Pitts comments, ‘We move faster than ever, but never quite fast 

enough.’ Well, 800SameDay is the only shipping service that moves fast enough to 

serve customers in the new Internet age.”  

 Freeman designed 800SameDay especially to cater to dot.com companies 

and other adaptive enterprises who want to meet the needs of today’s customers: 

800SameDay is designed for businesses that require faster shipping than 

the overnight delivery FedEx, UPS, or Express Mail provide. Packages are picked 

up and delivered the same day, not the next day. 

With 8,000 daily flights from 400 locations plus a fleet of couriers, vans, and 

trailers, 800SameDay can offer prompt, same-day shipments to virtually every zip 

code in North America -- even evenings, Sundays, and holidays. 

800SameDay handles shipments of any weight and size, with special 

packing for sensitive high-tech electronics. 

800SameDay offers 5 levels of service to meet every need: Next Flight Out 

delivery within 6-8 hours anywhere in the U.S.; SameDay Heavyweight for 

shipments over 70 pounds; SameDay Regional ground delivery within 600 miles of 

origin; SameDay Local to every U.S. zip code; and SameDay Charter, which charters 

an aircraft just for your shipment. 

Yet the cost of 800SameDay is “surprisingly affordable,” says Freeman, who 

notes that “the rates for 800SameDay can actually be lower than the premium 

overnight service of UPS and FedEx.” Clients include Hewlett Packard, Pitney 

Bowes, Borders Inc., Becton Dickinson, Maybelline, and Eckerd Drug Corp. 
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An e-business shipping portal on the World Wide Web 
 
Through the new www.800sameday.com Web site, anyone – anywhere in 

the country – can now order same-day pick-up and delivery of parcels on the 

Internet 24 hours a day, 365 days a year. Customers may also order a same day 

pick-up by phoning toll-free 800-SAME-DAY. 

Visitors to the 800SameDay Web site can access rates, get price quotes, and 

track the status of shipments including ETA (Estimate Time of Arrival) and 

confirmation of delivery. 

 The site also provides information on other Associated Global Systems 

shipping, distribution, logistics, warehouse, and fulfillment services. Associated 

can customize transportation services to meet specific needs. For some of its 

computer hardware clients, for example, Associated packs, unpacks, installs the 

equipment, and even removes the empty packing crates and shows the recipient 

how to operate the system.   

 
 NOTE: 800SameDay is a subsidiary of Associated Global Systems,  

a full-service shipping and logistics company that has been meeting the 

transportation needs of business since 1958. 
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Gigapet Press Release 
By Robert W. Bly 

 
 
FROM: Microchip Gardens, 174 Holland Avenue; New Milford, NJ 07646 

CONTACT: Bob Bly, phone 201-385-1220 

For immediate release 

MICROCHIP GARDENS, WORLD'S FIRST “GIGAPET CEMETERY,” 

OPENS IN NORTHERN NJ 

 

When 7-year-old Alex Bly's gigapet died after he dropped it in the toilet, lie  

couldn't fund a place to bury it. So his father, NJ-based entrepreneur Bob Bly, 

created Microchip Gardens – the world's first gigapet cemetery – in the family's 

suburban backyard. 

 

Now if your child's gigapet dies and can't be revived, instead of uuceremoniously 

tossing it in the trash, you can give it a proper burial in a beautiful, tree-lined 

resting place. 

 

For fees starting at $5, based on plot location and method of interment (burial, 

mausoleum, cremation), Bly will give your dearly departed gigapet an eternal 

resting place in Microchip Gardens, complete with funeral service and burial 

certificate. 

 

“Even gigapets don't last forever,” said Bly. “There are pet cemeteries for dogs 

and cats; now gigapets have one too." 

To help owners get the most pleasure from gigapet ownership, Bly – author of 35 

published books including The “I Hate Kathie Lee Gifford” Book (Kensington) and 
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The Ultimate Unauthorized Star Trek Quiz Book (HarperCollins) – has written an 

informative new booklet, “Raising Your Gigapet.” The booklet covers such topics 

as purchasing your first gigapet; taking the pet home; care and feeding; and play 

and discipline. Gigapet burial rituals and the origins of Microchip, Gardens are 

also covered. 

 

To get your copy of “Raising Your Gigapet,” which includes complete information 

on the Microchip Gardens gigapet cemetery, send $4 to: CTC, 22 E. Quackenbush 

Avenue, Dumont, NJ 07628. 

 
 

Bob Bly 
Copywriter, Consultant and Seminar Leader 

22 East Quackenbush Avenue, 3rd Floor, Dumont, NJ 07628 
Phone (201) 385-1220, Fax (201) 385-1138 

email: rwbly@bly.com 
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FROM: Bob Bly, 22 E. Quackenbush Ave., Dumont, NJ 07628 
CONTACT: Bob Bly, phone 201-385-1220 
 
For immediate release 

 

BOOKLET REVEALS 14 PROVEN 
STRATEGIES FOR KEEPING BUSINESSES 

BOOMING IN A BUST ECONOMY 
 

Dumont, NJ - While some companies struggle to survive in today’s sluggish 

business environment, many are doing better than ever - largely because they 

have mastered the proven but little-known strategies of “recession marketing.” 

 

That’s the opinion of Bob Bly, an independent advertising copywriter and author 

of the booklet “Recession-Proof Business Strategies: 14 Winning Methods to Sell 

Any Product or Service in a Down Economy.” 

 

“Many business people fear a recession or soft economy, because when the 

economy is weak, their clients and customers cut back on spending,” says Bly. “To 

survive in such a marketplace, you need to develop recession-proof marketing 

strategies that help you retain your current accounts and keep those customers 

buying. You also need to master marketing techniques that will win you new 

clients or customers to replace any business you may have lost because of the 

increased competition that is typical of a recession.” 

 

Among the recession-fighting business strategies Bly outlines in his booklet: 

 

Reactivate dormant accounts. An easy way to get more business is to simply call past 

clients or customers – people you served at one time but are not actively working 

for now – to remind them of your existence. According to Bly, a properly scripted 
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telephone call to a list of past buyers will generate approximately one order for 

every ten calls. 

 

Quote reasonable, affordable fees and prices in competitive bid situations. While you need 

not reduce your rates or prices, in competitive bid situations you will win by 

bidding toward the low or middle end of your price range rather than at the high 

end. Bly says that during a recession, your bids should be 15 to 20 percent lower 

than you would normally charge in a healthy economy. 

 

Reactivate old leads. Most businesses give up on sales leads too early, says Bly. He 

cites a study from Thomas Publishing which found that although 80 percent of 

sales to businesses are made on the fifth call, only one out of ten salespeople calls 

beyond three times.   

 

Concludes Bly: “You have probably not followed up on leads diligently enough, 

and the new business you need may already be right in your prospect list.” He 

says repeated follow-up should convert 10 percent of prospects to buyers. 

 

• Repackage your product line or service to accommodate smaller clients or customers on 

reduced budgets. Manufacturers and other product sellers can offer compact 

models, economy sizes, no-frills versions, easy payment plans, extended credit, 

special discounts, incentives, and smaller minimum orders to appeal to prospects 

with reduced spending power. Service providers can be more flexible by selling 

their services and time in smaller, less-costly increments. 

 

• Keep busy with ancillary assignments. Another recession survival strategy is to take 

an ancillary assignment to fill gaps in your schedule. For example, a carpenter 
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who normally handled only large, lucrative home remodeling jobs took on lots of 

smaller jobs and handyman work to keep the money coming when his home 

renovation work fell off. 

 

• Add value to your existing product or service. While prospects may seem reluctant 

to spend money in a soft economy, their real concern, says Bly, is making sure 

they get the best value for their dollar. You can retain existing accounts and win 

business by offering more value than your competition. For instance, says Bly a 

firm selling industrial components added value by computerizing its inventory 

system so it could give customers faster telephone quotations on the the 

availability and pricing of needed parts. 

 

• Help existing clients or customers create new sales for you. Bly advises businesses to 
call their existing accounts with new ideas that will benefit the client or customer 
while requiring them to buy more of what the vendor is selling. “It’s a win-win 
situation,” says Bly. “They get your ideas, suggestions, and solutions to their 
problems at no charge, while you sell more of your product or service to help 
them implement the idea you suggested.” 
 

To receive a copy of Bly’s booklet, “Recession-Proof Business Strategies,” send  
$5 to: Bob Bly, Dept. 109, 22 E. Quackenbush Avenue, Dumont, NJ 07628.  
 

Bob Bly is a freelance copywriter specializing in direct marketing. He is the author 
of 50 books including Public Relations Kit for Dummies (IDG) and Internet Direct Mail:  
The Complete Guide to Successful e-mail Marketing Campaigns (NTC Business Books). 
 
John Koten, Editor 
XYZ Magazine 
375 Lexington Avenue 
New York, NY 10017 
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Unique Truck Equipment Press Release 
By Robert W. Bly 

 
 

FROM: Unique Truck Equipment, P.O. Box 8798, Grand Rapids, MI 49518 

CONTACT: Dick Stillwell, phone 1-800-777-4855 

For immediate release 

 

New FREE expanded 40-page Truck Safety and Maintenance Products 

Buyer’s Guide Available from Unique Truck Equipment 

 

Unique Truck Equipment, a supplier of specialty truck products to fleet managers 

nationwide for over half a decade, has just released the new edition of its quarterly 

publication, the Unique Truck Safety and Maintenance Products Buyer’s Guide. 

 

A $5 value, the new buyer’s guide is available free of charge to professionals in 

trucking and transportation – drivers, mechanics, managers, owners, and 

purchasing agents. 

 

The expanded 40-page guide features specialty products designed to help fleets 

increase productivity, reduce maintenance costs, minimize down-time, and 

maximize worker and driver safety. 

 

Products featured range from the Tiger Stud Installer, which enables mechanics to 

install 10 studs in under 30 minutes without taking the hub off … to the Back 

Buddy, a patented device that prevents back injuries when servicing heavy duty 

drums. Other items include yoke pullers, slack adjuster pullers, bolt-on steps, 
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dollies, tire inflators, transmission jacks, torque sticks, oil-drain systems, 

organizing systems, safety training videos, and more. 

 

One added bonus: According to Dick Stillwell, president of Unique Truck 

Equipment, competitive pricing is guaranteed. “If you ever find one of our 

products advertised at a lower price, we’ll match it for up to 30 days after your 

purchase. That way, you always get a competitive price on every product you buy 

from us,” says Stillwell. All purchases come with a 30-day money-back guarantee 

of satisfaction. 

 

For a free copy of the Unique Truck Safety and Maintenance Products Buyer’s Guide, 

contact Unique Truck Equipment, P.O. Box 8798, Grand Rapids, MI 49518, phone 

800-777-4855, fax 616-245-4918. 

 
 

Bob Bly 
Copywriter, Consultant and Seminar Leader 

22 East Quackenbush Avenue, 3rd Floor, Dumont, NJ 07628 
Phone (201) 385-1220, Fax (201) 385-1138 

email: rwbly@bly.com 
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Appendix 2 – Query Letter Examples 
 
 

Dear Mr. Koten: 

 

My small company, Center for Technical Communication (CTC), has a marketing 

director, sales manager, office manager, controller, bookkeeper, shipping 

manager, and administrative assistant. Yet we don't have a single employee on  

the payroll. 

 

How is this possible? Outsourcing. All of these functions are performed by 

independent contractors. Once a strategy embraced mainly by a downsized 

corporate America, outsourcing is now being used by small businesses of all types 

– from accounting firms to petting zoos.  

 

I'd like to write an article for XYZ, "7 Smart Secrets of Savvy Small Business 

Outsourcing," on how small businesses can use outsourcing to increase their 

ability to serve customers without adding staff or overhead. Topics include: 

 

* types of services that can be outsourced (and what should not be) 

* how to determine whether to outsource a particular function or task 

*where to find – and how to select – reputable third-party service firms  

   for outsourcing 

* negotiating contracts, fees, and payment arrangements 

* how outsourcing can improve business results while reducing capital  

    investment and operating costs 

* equipment and technology that can make outsourcing more efficient 
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* examples of small businesses that have successfully outsourced functions  

    previously handled in-house 

* moving toward the concept of a "virtual business" – 90% outsourcing,  

    with all business partners connected via the Internet 

* a sidebar of major national outsourcing firms with contact information  

    and services offered. 

 

By way of introduction, I am the author of more than 100 magazine articles and 50 

books including 101 Ways to Make Every Second Count (Career Press). My articles 

have appeared in Cosmopolitan, Amtrak Express, and New Jersey Monthly.   

 

I can have this article on your desk in 3 to 4 weeks. Shall I proceed as outlined? 

 

Sincerely, 

Bob Bly 
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Bob Bly       22 E. Quackenbush Ave. 
Writer       Dumont, NJ 07628 
Rwbly@bly.com     phone 201-385-1220 

                                                December 19, 2003 

Mr. Steven Florio, Articles Editor 
ABC Magazine 
711 Third Avenue 
New York, NY 10017 

Dear Mr. Florio: 

I was on the telephone with a client when I suddenly became unable to speak or take notes with a 
pen. When these symptoms disappeared after a minute or so, I did the stupidest thing I ever did in 
my life: I ignored them and went back to work. 
 
What I had was a TIA, or Transient Ischemic Attack. A TIA, which is a temporary decrease of 
blood flow to the brain, is a warning sign of an impending stroke – and if more men knew about it 
and recognized it, thousands of needless strokes could be prevented. 
 
I’d like to write a 1,200-word article for ABC on stroke prevention. Tentatively titled “You’re 
Never Too Young To Be Struck by a Stroke,” the article would outline the 7 warning signs of 
stroke as identified by the American Stroke Council. (They include slurred speech and temporary 
loss of the use of a limb, both of which I had.) 
 
When you have even one of these symptoms, quick action can prevent a full-blown stroke and 
minimize your chances of long-term damage. I’ll outline why you should go to the emergency 
room immediately and the actions you and your doctors should take. 
 
In my case, I wasn’t smart enough to go to the ER. Four weeks after my TIA, at age 43, I had a 
full-blown stroke. Friends were shocked I had a stroke so young, but one out of four stroke victims 
is under 65. 
 
I will share with your readers what Dr. Allen Grossman, my cardiologist, and Dr. Phil Desplatt, my 
family doctor, say I could have done to prevent this, including their recommendations on diet, 
exercise, and blood pressure and cholesterol monitoring. 
 
By way of introduction, I am a freelance writer and the author of more than 50 books including 101 
Ways to Make Every Second Count: Time Management Techniques For More Success with Less 
Stress (Career Press). My articles have appeared in Cosmopolitan, Science Books & Films, Amtrak 
Express, and New Jersey Monthly.   
 
I can have this article on your desk in 3 to 4 weeks. Shall I proceed as outlined? 

Sincerely, 
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Dear Editor 

 

Anxiety, indecision, intimidation and agony are common feelings that surface 

whenever you begin the process of decorating your home. Do you tackle a big 

room in the house — the kitchen — or start with something smaller like 

reorganizing the closets? What simple home accessories can you use to brighten 

up the look of your living room? What type of storage do you have to keep your 

space from looking cluttered? 

 

IKEA has quick and simple decoration solutions to all of these questions that are 

frequently asked when taking on the daunting task of decorating your home. 

 

Enclosed, please find examples of before and after visuals with easy and 

affordable tips on how to reorganize a closet as well as redo a kitchen. Also 

included in an anxiety fact sheet and an IKEA 2000 Catalog. 

 

An IKEA spokesperson is available to demonstrate simple and quick makeover 

steps for the kitchen, living room, bathroom, closets, and any other room in the 

home. We will literally create these rooms on your set with “before” and “after” 

displays that are simple, fun, creative, and affordable — and most importantly — 

will not cause anxiety and fear about decorating a room. 

 

I will follow up with you later this week. In the meantime, if you have  

any questions or need more information, please feel free to contact me at  

212-645-6900 x 128. 

Regards, 

Jeanette Chin 
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Appendix 3 – Press Release Distribution Services 

 
Here you’ll find a wide selection of PR distribution services, as well as a listing of 
media organizations and associations. Whether you elect to write your own press 
release, or have it written for you, here are people who work to make the 
authoring, distribution and follow-up process easier.  
 

Things to Look for in a Press Release Distribution Service 
 
Beware of press release services that overwhelm journalists with unsolicited 
emailed press releases: you'll run the risk of weakening your impact and truly 
alienating the very audience you want to impress.  
 
Work only with distribution services that contact interested journalists directly, or 
operate membership based press release archive sites. Don’t hire an agency that 
simply uses a generic "editor@newspaper.com" format. Ask to see their listings of 
current journalist contacts – and take the time to contact them yourself, and ask 
them how they feel about the agency in question.  
  
Ask the distribution service if they provide proof of distribution. As a client, you 
merit such record-keeping, and receipt of a customized report with links to your 
press release.  
 
Because your odds of coverage depend on several variables, including 
newsworthiness, your press release (the quality of your “hook”), timing, and 
plain, old-fashioned luck, you want to increase your odds of success by working 
with a reputable service that has your best interests in mind – not theirs.  
 
Inspect their on site testimonials closely, and if they have none posted on their 
Web site, then ask for them. Contact people who have hired the company, and 
spend some time investigating their experience. Many distribution services charge 
thousands of dollars, some only hundreds – and a number of online PR services 
offer a “free” category of publication. Always remember, “You get what you pay 
for”, and doing your homework can save you wasted dollars.  

 
With that said, let’s review the listings.  
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E-Releases 
http://www.ereleases.com/ 
E-mail: comments@ereleases.com 
Phone:  410-679-1792 
              
E-Releases is a PR writing and distribution service that has over 30,000 opt-in 
journalists, use PRNewswire and provide you with proof of press release 
distribution. Their costs range from $399 (submission only) to $599 (press release 
writing and submission).   
 
EWorld Wire 
http://www.eworldwire.com/ 
E-mail: sales@eworldwire.com 
Phone: 888-546-6397 
Eworldwire services include a wide range of both domestic and international 
premier distribution channels, as well as four industrial, topic-specific or 
geographically targeted PR packages, ranging in cost from $99 to $500.  
 
Mass Media Distribution 
http://www.massmediadistribution.com/ 
E-mail: sales@massmediadistribution.com 
Phone: 813-333-2723 
 
MMD distributes press releases to 465,000 editors and journalists at 135,000 media 
outlets worldwide. Our list includes Newspapers, Magazines, Trade Publications, 
TV, Radio, Online Publications, Freelance Journalists and Wire Services. Costs 
range from $99 for local distribution, to $399 for world-wide distribution.  
 
Press Base 
http://www.press-base.com/ 
Completely free press release announcement and distribution site, requiring 
interested journalists to review new listings. This site offers an on-site free 
submission service; no frills, no memberships to upgrade your listings.  
 
PR Newswire  
http://www.prnewswire.com/ 
E-mail: information@prnewswire.com 
Phone: 800-832-5522 
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PR Newswire is a global leader in news and information distribution services for 
professional communicators. A membership based site, with an extensive list of 
services available to members, including monitoring and distribution reports.  
 
PR Web 
http://www.prweb.com/ 
E-mail – Use Online Support Desk: 
https://console.prweb.com/prweb/support/index.php 
Phone: 360-312-0892 
Offers a free distribution service as well as a paid one. The free service sends to 
fewer journalists and free press releases do not get as much attention as paid ones, 
but if you have something newsworthy and you can grab the attention of your 
readers you may get some good publicity. PRWeb is the recognized leader in 
online news and press release distribution service for small and medium-sized 
businesses and corporate communications. PRWeb pioneered Free Press Release 
Distribution and continues to set the standard for online news distribution.  
 
24-7 Press Release  
http://www.24-7pressrelease.com/ 
Press release distribution to wires and media in any industry, with distribution to 
approximately 85,000 sources, including Yahoo News, CBS Marketwatch, NY 
Times, and USA Today. Submissions are made on a contribution basis, widening 
the reach of your press release with higher donation rates. Contact through online 
email submission.  
 
Press Release Network 
http://www.pressreleasenetwork.com/index.html 
Global E-release distribution and web site announcement services; media database 
includes over 10,000 editors of newspapers & magazines and managers of TV, 
radio and broadcast stations. Contact via web form only.  
 
Press Release Writing 
http://www.press-release-writing.com/ 
E-mail: info@press-release-writing.com 
Phone: 877-362-7924 
Provider of press-release writing tips and services, press-release distribution and 
distribution lists services. The basic package starts at $375. Press Release writing: 
$250.  
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Press Release Monkey 
http://www.pressreleasemonkey.com/ 
E-mail: http://www.RickButtsHelpDesk.com 
No cost press release posting, with low-cost premium service as well.  
 
PR Free 
http://www.prfree.com/ 
E-mail: sales@prfree.com 
Phone: 973-252-0999 
P.R. Free offers customized distributions to the Web's top news websites and 
services such as Google News, Topix, News Blaze, Lycos News, Excite News, 
Yahoo! Search, Eworldwire, Associated Press, Reuters, and UPI. Submissions are 
free, or by contribution. As other contribution-based sites, they reward clients who 
provide donations with extra coverage, higher rankings and crucial features found 
elsewhere at cost-prohibitive fees. 
 
BurrellesLuce 
http://www.burrellesluce.com/MediaContacts/ 
Phone: 866-759-5177 
A full-feature media contact distribution, monitoring, and management service. 
  
Raven Ridge Media 
http://www.ravenridgemedia.com/ 
E-mail: ravenridge@socal.rr.com 
Phone: 818-717-8586 
Specializing in entertainment public relations, developing and monitoring public 
relations campaigns, Raven Ridge works closely with clients to create powerful 
all-encompassing PR programs.  
   
Keeney PR 
http://www.keeneypr.com/ 
E-mail: dan@keeneypr.com 
Phone: 214-432-7556 
DPK Public Relations Services include: corporate crisis communications planning, 
response and recovery, proactive and reactive media relations, media relations 
training, public speaker training, marketing communications and internal 
communications. 
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Press Method 
http://www.pressmethod.com 
E-mail:  contact@pressmethod.com 
Free press release distribution service, making your release available to over 8,500 
editors and journalists around the world. They also offer additional services and 
special features to contributing members.  
   
EmailWire 
http://www.emailwire.com 
Phone:  281-645-4086 
Publish and target distribute your press releases to 70,000 journalists in over 
22,000 newsrooms. Use to their premium monitoring service to watch your press 
release appear in over 100,000 possible online news sites, 60,000 trade magazines, 
databases, RSS, major newswires and news search engines. Publish and archive 
your press release; add company profile, graphics, audio and video clip at no extra 
cost. Services range in price from $99 (limited distribution) to $399.  
 
What's Next Online  
http://www.whatsnextonline.com 
E-mail: blochman@whatsnextonline.com  
Phone: 212-369-8312 
A social media marketing firm, specializing in blog marketing tactics; very 
innovative and approachable. Phone for consultation and quote.  
 
Majon 
www.majon.com 
E-mail: majon@majon.com 
Phone: 805-528-2100 
Provides press release distribution and PR writing services; targeted wire, fax and 
audio PR distribution, with guaranteed media coverage – specializing in Internet 
marketing strategies. 
 
Empire Newswire 
www.empirenewswire.com 
Email: sales@empirenewswire.com 
Phone: 518-429-2800 
Empire Newswire offers highly focused affordable distribution of press releases to 
national, regional and local news outlets. It is a full-service news-release 
distribution tool with particular expertise in highly focused local, regional, and 
niche-interest distribution.  
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SBWire  
www.sbwire.com 
E-mail (Use online contact form): http://www.sbwire.com/about/contact/index.php 
Phone: 1-888-4-SBWIRE 
SBWire offers two tools you can use to successfully create, manage and distribute 
your press release. SBWire’s Rapid Release press release distribution service is the 
quickest and most effective method for distribution your press release. SBWire’s 
Standard Release press release distribution service is the most cost-effective method 
for distribution of your press release.  Approved press releases are distributed 3-7 
days after submission.   
 
Press Releases.net 
http://www.press-releases.net 
E-mail: majon@majon.com 
Phone: 805-528-2100 
Provider of advertising and press-release services to media, including radio, 
television and cable companies. Costs range from $249 to $549. A division of 
Majon.com.  
 
Business Wire  
http://www.businesswire.com 
E-mail: via online contact form 
Phone: 415-986-4422 
International press release distribution service that delivers news, photos and 
other multimedia content to the media and financial community. Business Wire, a 
wholly owned subsidiary of Berkshire Hathaway, is a global market leader in 
commercial news distribution. Thousands depend on Business Wire to transmit 
their full-text news releases, regulatory filings, photos and other multimedia 
content to journalists, financial professionals, investor services, regulatory 
authorities and the general public worldwide. 
 
Gebbie Press 
http://www.gebbieinc.com 
E-mail: gebbiepress@pipeline.com 
Phone: 845-255-7560 
Media directory listing all US television, radio, magazines, newspapers, 
Black/Hispanic media, syndicates, networks, URL's and email addresses. 
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i-Newsrelease 
http://www.i-newsrelease.com  
Online daybook publishing current and archived business news releases and 
pictures accessible 24 hours a day free of charge; a service of Tellmedia 
Communications, a full-service public relations company offering media, editorial 
and strategic p... 
 
iNewswire 
http://www.i-newswire.com 
Another free press release service; with both a no-frills option where listings are 
ad-supported, and an upgraded, unlimited submission premium package 
available. Photo inclusions and highlighting, as well as ad-free listing apply in the 
premium version.  
 
Internet News Bureau (INB) 
http://www.internetnewsbureau.com/ 
E-mail: contact@internetnewsbureau.com 
Phone: 800-887-2702 
Provider of press release services, including writing and distribution, for 
businesses and journalists; INB will also translate your press release and distribute 
it worldwide. Rates start at $275.  
  
Market Wire  
http://www.marketwire.com 
E-mail: Use Web contact form 
Phone: 800-774-9473 
Distributor of direct company news, including press releases and financial 
announcements; also distributes graphics and audio and video files to media, 
analysts and consumers. Market Wire provides comprehensive distribution of 
company press releases and material news to journalists, analysts, Web sites, 
databases, financial information providers and other business professionals. 
Market Wire also offers a range of complimentary services designed to meet all 
your corporate PR and IR communications needs.  
 
Media Launch 
http://www.medialaunch.com.au 
E-mail: newsdesk@medialaunch.com.au 
Phone: 03-9-818-5700  
Australian company offering press release services, including public-relations 
campaign management, media releases and press briefings. The company is 
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designed to provide business with the opportunity to take advantage of the 
Internet by creating the Intelligent Press Release that can be dispatched 
electronically to any media outlet in the world within minutes including pictures, 
text, audio interviews, background briefing notes, web links and company  
contact numbers. 
 
Newspress  
http://www.newspress.co.uk 
E-mail: mark.lebrock@newspress.co.uk 
Phone: 00-44-(0)-1293-852233 
Media and press release service dedicated to automotive industry information 
and provides news, media kit production and broadcasting services. For almost 30 
years, Newspress has been assisting the UK's top automotive PR departments and 
consultancies with their media communications requirements.  
 
PIMS  
http://www.pimsinc.com 
E-mail: info@pimsinc.com 
Phone: 212-279-5112 
Pims provides a comprehensive array of services to accommodate all of your 
production, printing and media requirements. A full-service public relations 
company, with press release distribution services. Locations in New York, Los 
Angeles, Chicago, Washington, DC, and London. 
 
Press 1 Promotions  
http://www.press1.net 
E-mail: mike@press1.net 
Phone: 808-885-1861 
Professional press release and URL submission services, with a variety of 
packages to select from, which range in price from $79 to $599.  
 
Press Flash  
http://www.pressflash.com 
E-mail: Use online contact form 
Phone: 800-880-9050 
Online distributor of press releases which has been around since 1996. Highly 
targeted toward Internet journalists, Press Flash offers an all inclusive service 
package which sends your release to the personal fax machines of the top editors 
our staff feels would pick up your story. Then, your release is distributed on the 
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national wire to be syndicated worldwide. They guarantee your release will 
appear on Yahoo and Google news,  
 
Press Release and Mailing Lists Services  
http://www.dpdirectory.com 
E-mail: al@dpdirectory.com 
Phone: 860-659-1065 
Provides the computer community with press release mailing list services; in 
addition to this targeted group, they have a database of education editors, 
business, and general interest editors. Basic service is $129, and they email your 
press release to over 1,000 editors.  
 
TechWire International  
http://www.ezwire.com 
E-mail: information@ezwire.com 
Phone: 1-831-429-6288 
International news release dissemination service for companies in the electronics 
industry. TechWire translates and distributes your releases to an opt-in database 
of 600+ editors working at 250+ global electronics industry publications covering 
Europe, Japan and the Asia/Pacific region. 
 
URLwire  
http://www.urlwire.com/ 
Email: questions@urlwire.com 
Phone: 865-637-2438 
Private news service designed to announce new Web launches to online editors, 
writers and site reviewers based on their given preferences. Package prices range 
from $395 to $695.  
 
US Newswire 
http://www.usnewswire.com 
E-mail: USNinfo@usnewswire.com 
Phone: 800-544-8995 
News-release distribution service for the public-policy industry, US Newswire is 
the leading news release wire service for public interest news sources, providing 
unparalleled distribution of news to print, broadcast and online media worldwide 
since 1986. 
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U.S. Newswire merged with PR Newswire 
(http://media.prnewswire.com/en/jsp/main.jsp) to provide enhanced services to 
information officers in the government and public interest sectors.  

 
USANews Press Release Network  
http://www.usanews.net/ 
Electronic press release and news service, using email distribution of press 
releases to (all) on-line conventional and alternative media sources that wish to 
receive time sensitive information. Electronic Press release distribution is fast, 
efficient, and economical – in fact, it’s free! 

Service to their clients includes archival of each press release sent through the 
USANews Press Release Network, on the USANews Website for future reference. 
This ensures you that your press release is available at anytime to all media 
professionals. Their archives use a search engine that utilizes excellent search and 
scoring capabilities, allowing users to find and rate the information they seek 
quickly and efficiently.  
 
Xpress Press News Service  
http://www.xpresspress.com/ 
E-mail: corporate@xpresspress.com 
Phone: 800-713-7701 
Provides email press release services delivering to journalists and members of the 
media in the United States and internationally. They will write your press release 
for $250, and distribute it via email or through PR Newswire – and have the 
means to create custom campaigns for you.  
 
Free Press Release 
http://www.free-press-release.com 
Free Press Release offers two services: one is, of course, free submission of your 
release to their site listings. The press releases are basic, no frills, and limited to 
500 words and 10 month duration. The other is membership based submission, 
where the limit is increased to 1,600 words, 18 month visibility, photo 
attachments, and highlighting is included.  
 
PRLeap 
http://www.prleap.com 
PR Leap offers a high quality publicity tool that makes increasing your search 
visibility easy. PR Leap member benefits: free distribution to major search engines, 
newswires and web sites, with a streamlined submission process. Press releases 
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distributed via PR Leap are optimized for maximum search visibility; and include 
free access reports for monitoring the indexing of press releases by search engines 
and how many times they are viewed on prleap.com.  
 

 

Media Organizations and Associations 

American Copy Editors Society 
38309 Genesee Lake Road 
Oconomowoc, WI 53066 
Phone 800.393.7681 
E-mail: carolafj@execpc.com  
Web site: http://copydesk.org/  
 
American Medical Writers Association  
40 West Gude Drive, Suite 101  
Rockville, MD 20850-1192 
Phone: 301.294.5303  
Fax: 301.294.9006 
E-mail: amwa@amwa.org 
Web site: http://www.amwa.org  
 
American Press Institute 
11690 Sunrise Valley Drive 
Reston, Virginia 20191-1498 
Phone: 703.620.3611 
Fax: 703.620.5814 
E-mail: info@americanpressinstitute.org 
Web site: http://www.americanpressinstitute.org  
 
American Society of Journalists and Authors  
1501 Broadway, Suite 302 
New York, NY 10036 
Phone: 212.997.0947 
Fax: 212.937.2315 
E-mail: execdir@asja.org  
Web site: http://www.asjamail.org  
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American Society of Newspaper Editors 
11690B Sunrise Valley Drive 
Reston, VA 20191-1409 
Phone: 703.453.1122 
Fax: 703.453.1133 
E-mail: asne@asne.org 
Web site: http://www.asne.org 
 
Asian-American Journalists Association  
1182 Market Street Suite 320 
San Francisco, CA 94102 
Phone: 415 346.2051 
Fax: 415 346.6343 
E-mail: National@aaja.org  
Web site: http://www.aaja.org  
 
Association of Food Journalists 
38309 Genesee Lake Road 
Oconomowoc, WI 53066 
E-mail: Executive Director, Carol DeMasters caroldemasters@yahoo.com 
Web site: http://www.afjonline.com  
 
Association of Health Care Journalists  
AHCJ, Missouri School of Journalism 
10 Neff Hall  
Columbia, MO 65211  
Phone: 573.884.5606 
Fax: 573.884.5609  
E-mail: info@healthjournalism.org  
Web site:  http://www.healthjournalism.org  
 
Broadcast Education Association 
Heather Birks, Executive Director 
1771 N Street, N.W. 
Washington, DC 20036-2891  
Phone: 202.429.3935  
E-mail: BEAMemberServices@nab.org  
Web site: http://www.beaweb.org  
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Canadian Association of Journalists 
Algonquin College 
1385 Woodroffe Avenue, B224 
Ottawa, ON K2G 1V8 
Phone 613.526.8061 
Fax: 613.521.3904 
E-mail: canadianjour@magma.ca  
Web site: http://www.caj.ca  
 
Education Writers Association 
2122 P Street, NW Suite 201 
Washington, DC 20037 
Phone: 202.452.9830 
Fax: 202.452.9837 
E-mail: ewa@ewa.org 
Web site: http://www.ewa.org  
 
Federal Communications Commission 
445 12th Street SW 
Washington, DC 20554 
Phone: 888.225.5322 
TTY: 888.835.5322 
Fax: 866.418.0232 
E-mail: fccinfo@fcc.gov  
Web site: http://www.fcc.gov  
 
Foundation for American Communications (FACSNET)  
85 South Grand Avenue 
Pasadena, CA 91105 
Phone: (626) 584-0010  
Fax: 626.584.0627 
Web site: http://www.facsnet.org  
 
International Center for Journalists  
1616 H Street NW, Third Floor 
Washington, DC, 20006 
Phone: 202.737.3700 
Fax: 202.737.0530 
E-mail: editor@icfj.org 
Web site: http://www.icfj.org  
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International Press Institute 
IPI Headquarters  
Spiegelgasse 2  
A-1010 Vienna, Austria  
Tel: (+ 43 1) 512 90 11 
Fax:(+ 43 1) 512 90 14 
E-mail: ipi@freemedia.at  
Web site: http://www.freemedia.at  
 
Internet Press Guild  
E-mail: webmaster@netpress.org 
Web site: http://www.netpress.org  
 
Investigative Reporters and Editors 
Missouri School of Journalism 
138 Neff Annex 
Columbia, MO. 65211 
Phone: 573.882.2042 
Fax: 573.882.5431 
E-mail: info@ire.org 
Web site: http://www.ire.org  
 
National Association of Black Journalists  
The University of Maryland 
8701-A Adelphi Road 
Adelphi, MD 20783-1716 
Phone: 866.479.6225 or 301.445.7100  
Fax: 301.445.7101 
E-mail: nabj@nabj.org 
Web site: http://www.nabj.org  
 
National Association of Hispanic Journalists  
1000 National Press Building 
529 14th St., NW 
Washington, DC 20045-2001  
Phone: .888.346.6245 or 202.662.7145 
Fax: 202.662.7144 
E-mail: nahj@nahj.org 
Web site: http://www.nahj.org  
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National Association of Science Writers  
P.O. Box 890 
Hedgesville, WV 25427  
Phone: 304.754.5077 
Fax: 304.754.5076 
E-mail: Executive Director Diane McGurgan diane@nasw.org  
Web site: http://www.nasw.org  
 
National Conference of Editorial Writers 
3899 N. Front Street 
Harrisburg, PA 17110 
Phone: 717-703-3015 
Fax: 717-703-3014 
Contact: Sherid Virnig (Sheri) Director of Administration 
E-mail: ncew@pa-news.org  
Web site: http://www.ncew.org  
 
National Federation of Press Women 
PO Box 5556 
Arlington, VA 22205 
Phone: 800.780.2715 
Fax: 703.812.4555 
E-mail: NFPW Headquarters 
Web site: http://www.nfpw.org  
 
National Journalism Center  
529 14th Street NW, Suite 948 
Washington, DC 20045  
Phone: 202.628.1490 
Fax: 202.628.1491 
Web site: http://njc.yaf.org  
 
National Press Club  
529 14th St. NW, 13th Floor 
Washington, DC 20045 
Phone: 202.662.7500 
Web site: http://npc.press.org  
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National Writers Union 
113 University Pl. 6th Fl. 
New York, NY 10003 
Phone: 212.254.0279 
Fax: 212.254.0673 
E-mail: nwu@nwu.org  
Web site: http://www.nwu.org/nwu  
 
Native American Journalists Association 
Al Neuharth Media Center 
555 Dakota Street 
Vermillion, SD 57069 
Phone: 605.677.5282 
Fax: 866.694.4264 
E-mail: info@naja.com 
Web site: http://www.naja.com  
 
Newseum  
1101 Wilson Blvd. 
Arlington, VA 22209 
Phone: 888.639.7386 or 703.284.3544 
E-mail: newseum@freedomforum.org 
Web site: http://www.newseum.org  
 
NewsLab  
5510 Western Ave., #100 
Chevy Chase, MD 20815 
Phone: 301.652.4881 
Fax: 301.652.4881 
E-mail: mail@newslab.org  
Web site: http://www.newslab.org  
 
Southern Ontario Newsmedia Guild ? 
1253 Queens East 
Toronto, M4L IC2 
Phone:800.463.5797 or 416.461.2461 
Fax: 416.461.5058 
E-mail: info@song.on.ca 
Web site: http://www.song.on.ca  
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Newspaper Association of America  
4401 Wilson Boulevard, Suite 900 
Arlington, Va. 22203-1867 
phone: (571) 366-1000 
fax: (571) 366-1195 
E-mail: IRC@naa.org  
Web site: http://www.naa.org  
 
Newspaper Guild  
501 3rd. Street N.W. 
Washington, D.C. 20001-2797 
Phone: 202.434.7177 
Fax: 202.434.1472 
E-mail: Linda K. Foley, president lfoley@cwa-union.org  
Web site: http://www.newsguild.org  
 
Online News Association  
PO Box 2022 
Radio City Station 
New York, NY 10101-2022 
phone: 646.290.7900 
E-mail: lschwab@journalists.org 
Web site: http://www.journalist.org  
 
The Poynter Institute 
801 Third Street South 
St. Petersburg, FL 33701 
Phone 888.769.6837 
E-mail at http://www.poynter.org/contact/contact.asp  
Web site: http://www.poynter.org  
 
Radio and Television News Directors Association & Foundation  
1600 K Street NW, Suite 700 
Washington, DC 20006-2838  
Phone: 202.659.6510 
Fax: 202.223.4007 
E-mail: rtnda@rtnda.org or rtndf@rtndf.org  
Web site: http://www.rtnda.org or http://www.rtndf.org  
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Reporters Committee for Freedom of the Press 
1101 WILSON BLVD., SUITE 1100 
ARLINGTON, VA 22209 
Phone: 800 336.4243 or 703 807.2100 
E-mail: rcfp@rcfp.org  
Web site: http://www.rcfp.org  
 
Society of Environmental Journalists  
P.O. Box 2492  
Jenkintown PA 19046 
Telephone: 215.884.8174  
Fax: 215.884.8175 
E-mail: sej@sej.org  
Web site: http://www.sej.org  
 
Society of Professional Journalists  
Eugene S. Pulliam National Journalism Center 
3909 N. Meridian St. 
Indianapolis, IN 46208 
Phone: 317.927.8000 
Fax: 317.920.4789 
E-mail: Terry Harper, Executive Director: tharper@spj.org  
Web site: http://www.spj.org  
 
University Research Magazine Association 
CB 4106, 307 Bynum Hall 
UNC-Chapel Hill 
Chapel Hill NC 27599-4106 
Phone: 919.962.6136 
Fax: 919.962.6024 
E-mail: neil_caudle@unc.edu 
Web site: http://www.urma.org  
 
World Association of Newspapers 
7 Rue Geoffroy St. Hilaire,  
75005 Paris, France.  
Phone: (33-1) 47 42 85 00 
Fax: (33-1) 47 42 49 48 
E-mail: contact_us@wan.asso.fr 
Web site: http://www.wan-press.org  
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Public Relations Associations 
 
Public Relations Society of America 
The world's largest professional organization for public relations practitioners, 
with more than 20,000 members in 116 chapters.  
33 Maiden Lane, 11th Fl. 
New York, NY 10038-5150 
Phone: 212.460.1400 
Fax: 212.995.0757 
E-mail: sections@prsa.org 
Web site: http://www.prsa.org  
 
MediaBuddies 
Journalists & PR people can sign up to recapture old relationships with former 
colleagues, friends and contacts with the launch of the world's first reunion 
website exclusively for media people around the world. 
67 Albion Gate  
London W2 2LA  
Phone: 07831 558 745 
Fax: 0207 262 5786 (+44 7831 558 745 from the US) 
Contact: David Davis 
Web site: http://www.mediabuddies.com  
 
Institute for Public Relations 
An independent foundation focusing on public relations research and education. 
CIPR Public Relations Centre 
32 St. James's Square 
London SW1Y 4JR 
Phone: 020 7766 3333 
Fax: 020 7766 3344 
E-mail: info@cipr.co.uk  
Web site: http://www.ipr.org.uk  
 
Canadian Public Relations Society 
A professional organization with 1,700 members. 
Suite 346, 4195 Dundas Street West 
Toronto, Ontario, M8X 1Y4 
Phone: 416.239.7034 
Fax: 416.239.1076 
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E-mail: admin@cprs.ca 
Web site: http://www.cprs.ca  
 
PRstrategy.net 
Great list of PR links and resources. 
E-mail: LarryShannon@FirstStrategy.com   
Web site: http://www.prstrategy.net 
  
All About Public Relations 
Public Relations means easy searching and fast finding at this PR Internet 
resource. Primary topics include crisis, employee and marketing communications, 
media relations, ethics, careers, investor relations and much more. Now features 
more than 1200+ links to articles, websites and resources of interest to PR 
consultants, corporate communicators and business owners. Weekly feature 
articles, chat, forum and newsletter available onsite.  
E-mail: SRVanHook@aboutpublicrelations.net  
Web site: http://www.aboutpublicrelations.net  
 
Internet Press Guild  
The Care and Feeding of The Press 
A guide for press relations staff (or those who play them on TV).  
E-mail: webmaster@netpress.org 
Web site: http://www.netpress.org  
 
Bill Stoller's PublicityInsider.com 
A public relations pro shares his inside secrets for getting free publicity. The 
website is dedicated to teaching how to write a winning press release and score 
big publicity -- without spending a fortune. Tons of free articles, tips, how-to's and 
much more. Publicity Insider is useful for any businessperson, regardless of 
budget, size or experience.  
Sroller’s and Bard Communications 
6 Horizon Road - Suite 1705 
Fort Lee, NJ 07024 
Phone: 201.224.3737  
Fax 415.532.1640  
E-mail: info@publicityinsider.com  
Web site: http://www.publicityinsider.com  
 
 
 



 91

Public Affairs Council 
The leading professional organization for public affairs executives.  
2033 K Street, NW Suite 700  
Washington, DC 20006 
Phone: 202.872.1790 
Fax: 202.835.8343  
E-mail: pac@pac.org  
Web site: http://www.pac.org  
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About the author: 

 BOB BLY is an independent copywriter and consultant with more  

than 20 years of experience in business-to-business, high tech, industrial, and 

direct marketing.  

 Bob has written copy for over 100 clients including Network Solutions,  

ITT Fluid Technology, Medical Economics, Intuit, Business & Legal Reports, and 

Brooklyn Union Gas. Awards include a Gold Echo from the Direct Marketing 

Association, an IMMY from the Information Industry Association, two Southstar 

Awards, an American Corporate Identity Award of Excellence, and the Standard 

of Excellence award from the Web Marketing Association.  

 He is the author of more than 50 books including The Complete Idiot’s Guide 

to Direct Marketing (Alpha Books) and The Copywriter’s Handbook (Henry Holt & 

Co.). His articles have appeared in numerous publications such as DM News, 

Writer’s Digest, Amtrak Express, Cosmopolitan, Inside Direct Mail, and Bits & Pieces 

 for Salespeople.  

 Bob has presented marketing, sales, and writing seminars for such groups 

as the U.S. Army, Independent Laboratory Distributors Association, American 

Institute of Chemical Engineers, and the American Marketing Association.  

He also taught business-to-business copywriting and technical writing at 

New York University.  

 Bob writes sales letters, direct mail packages, ads, e-mail marketing 

campaigns, brochures, articles, press releases, white papers, Web sites, 

newsletters, scripts, and other marketing materials clients need to sell their 

products and services to businesses. He also consults with clients on marketing 

strategy, mail order selling, and lead generation programs.  
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 Prior to becoming an independent copywriter and consultant, Bob was 

advertising manager for Koch Engineering, a manufacturer of process equipment. 

He has also worked as a marketing communications writer for Westinghouse 

Defense. Bob Bly holds a B.S. in chemical engineering from the University of 

Rochester and has been trained as a Certified Novell Administrator (CNA).  

He is a member of the American Institute of Chemical Engineers and the Business 

Marketing Association.  

 Bob has appeared as a guest on dozens of TV and radio shows including 

MoneyTalk 1350, The Advertising Show, Bernard Meltzer, Bill Bresnan, CNBC, 

Winning in Business, The Small Business Advocate and CBS Hard Copy. He has 

been featured in major media ranging from the LA Times and Nation’s Business to 

the New York Post and the National Enquirer.   

 For a FREE Copywriting Information Kit, or a free, no-obligation cost 

estimate on copywriting for your next project, contact:  

Bob Bly, Copywriter 

31 Cheyenne Drive, Montville, NJ 07045     

Phone (973) 263-0562, Fax (973) 263-0613 

Email: rwbly@bly.com 

Web:  www.bly.com 

 


