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SELF-PUBLISHING WORKBOOK
Table of Contents

(Expanded subject matter/materials covered by the Seminar)

OBJECTIVES:

= To network with course participants, colleagues

= To formulate a clear idea of one’s personal book format

= To gain a basic understanding of the technical requirements and
bureaucratic procedures involved in book production

Schedule of Topics to be covered
% Title Page: (business copyright page) Page 3
+« Table of Contents, Page 5, 6, 7

% Introductions, Questionnaire, Page 8
(please return completed questionnaire)

¢ 7 reasons for self-publishing, Page 9

+ Discussion in pairs: Important considerations,
Is self-publishing for you? Page 10, 11

% Book Genre: Initial concept and preparation (How do you get
started?)

% ldentity, trade logos (Do you need one? How do you go about it?)
¢ Industry standard (DTP) Desk Top Publishing software
<+ Book Design cover pages, Page 12, 13, 14

« Principles of design: contrast, repetition, alignment, proximity,
balance. Page 15. Interior page design, running heads, fonts, serif and
sans serif fonts, display fonts, point size, leading, paragraph indent,
adequate space between paragraphs, levels of headings and subtitles,
line length, adequate margin spacing, “white space,” calculation

for spine width, imposition of pages, crop marks, register marks,
thumbnail sketches, signatures, dummy mock-ups
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Sample book covers, Page 16, 17
Font styles Page 18, 19
Some essential definitions of typography, Page 20

Type and quality of paper: Opacity, brightness, thickness/weight, finish,
gloss or matte finish (Samples available to examine) Page 21

How to handle various types of illustrations, spot colour, line art,
full-colour, black and white photographs, continuous tone (non-digital
photograph), half-tone, monotone, duotone, tritone, pantones, four-colour
separations, resolution of images; image formats: eps, tiff, jpeg, gif;) Use
loupe to examine screen dots, pixels; poor quality often due to pixelation of
images

Methods of book binding: saddle-stitch; perfect binding; wire/plastic spiral
binding, case-binding (or hardcover), wire-binding enfolded by outside spine

Pitfalls of the printing process, Printerphobia, by Christina Manolescu:
Include written clause in work contract stating what compensatory measures
would be taken if the quality of your print production is unsatisfactory.
Define tolerance of error: 5 -10% of total print run? Typical print runs, over
runs, composing printer specifications, dealing with printers, Page 22, 23

How to control your print job, Print Secifications, Page 24, 25, 26, 27

Using blank template of book cover and questions from Specifications for
your Book Design, discuss and try to visualize your final book format;

fill in as much provisional information as you can; examine commercially
published books for ideas. Brainstorming session. Page 28, 29

Suggested Book Cover Design Format, Page 30

Finding a suitable printer and/or service bureau: See Professional
Resources for Publishing for recommended printers/service bureau,
Page 31

Audiotape and CD production, Seek and you shall find: The real-life
adventures of an audio book publisher, by Christina Manolescu, Page 32,
33, 34; where to find templates to design CDs, fold-out leaflets, inserts. See
demonstration samples of templates

Personal or commercial book distribution (Consignment to bookstores,
personal representation directly to customer, i.e. teachers, schools;
commercial distribution; sales to libraries, mail order; promotion at fairs and
events, obtaining publicity from the media) Case studies: Mackay Smith;
Leila Peltosaari




The Self-Publishing Adventures of Leila Albala Peltosaari,
Page 35, 36, 37, 38.

Five pillars of self-publishing, Page 39

Survey on self-publishing, conducted by INVISIBLE CITIES NETWORK, Fall,
2010, Page 40, 41, 42, 43, 44

Some Author Publishers near you, Page 45
Definitions of editorial skills, Editors’ Associaton of Canada, Page 46

Acquisition of ISBNs: Free to publishers. Application Form for CISS, Page 47, 48, 49,
50

Barcodes: Do you need one? Various formats, film and digital.

Cataloguing in Publication (CIP) disseminates pre-publication information about
your book to booksellers, librarians and wholesalers. Free service to publishers.
CIP Application Form for Trade Publishers, Page 51, 52, 53, 55, 55, 56, 57, 58, 59, 60. 61

Legal Deposit to Library and Archives Canada, Dép6t Légal, Bibliotheque national du
Québec, Page 62, 63, 64, 65

Bowker (Publishes the definitive global list of books in print. Provides free listing
to publishers who can monitor and update their entries in the Bowker Books-in-Print
directory through Bowkerlink, a Publisher Access System) Page 66

Independent Publishers Association, Page 67

Getting Ready for the Small Press Fair, Page 68, 69, 70, 71
More useful links for writers and self-publishers, Page 72
Ebooks/EReader Services, Page 73

Services to Publishers: PR/Publicity Serviees, Book Fairs, Book Distributors, Book
Awards, Social Media Sites, Page 74

Writers and Self-Publishers Network: Invisible Cities: Who are we? Page 75
List of Montreal area libraries, Page 76
Where to get your book reviewed, Virtual book tours, ICN Blog Directory, Page 77

Author platform, Web page, Paypal link, Media kit/Press release, Book launch/books
on consignment Page 78, 79

Recap: Ten Steps: a road map to Self-publishing, Page 80, 81, 82, 83
Testimonials, Page 84

Student Notes, Page 85, 86, 87




Self-Publishing Seminar
Questionnaire for participants
Please indicate personal details to remain confidential, if preferred

N T
AGOIESS: ettt e e e e e
Telephone NUMDET: ... e e e e
EMail @0Aress: ...t
Interest/Involvement in publishing?........cooo i

A .

7. Is/Are there any particular project(s) iN ProgreSS? ......cvcveivereeieesieere e e ese e e se e e see s
8. EXperience of typography ... ..coo it ———-

9. Experience in page layout and page deSIGN? ........ccceieeieiiieiiere e see e e e e ae e e e

10. EXperience in graphiC deSIgN? ... .. .i. i ettt et e e e e e e e e e e e e e eaeeaeeae e

11. Experience in book or magazine producCtion? ...........c.ovieiiiiinieie e e e e e e

12. Experience in book or magazine distribution/sales? ............cccovvieieiieiie e

13. Experience in desktop publishing software: Please circle:

Wordperfect, Microsoft Word, Microsoft Publisher, Ventura Publisher, Corel Draw,
Photoshop, Ilustrator, Freehand, Adobe Indesign, Adobe Pagemaker, Adobe Framemaker,
QUANKXPIESS, DN ...ttt et e e e e e e e e e et e e e e —————

14. What is your particular focus of interest, today, within the publishing process? Please
indicate 2 or 3 elements of most importance to you today.

Writing and editorial, typography, graphic design, book illustration, book cover and
page design/makeup, various type/grades of paper, technical preparation of manuscript for
printer, bureaucratic process, distribution, sales, networking with colleagues.




Seven Reasons to Selff=Publlish

1. Time

Most traditional publishing houses work on an 18-month production
cycle. A self-publisher works within his/her own schedule.

2.© Control

A book is a reflection of the author. Self-publishing gives you the final
word on the direction of your book. The decisions are exclusively yours
and not limited by third parties with intentions and interests different
from your own.

3. @ Profit

Since you, the author, will primarily handle your own promotion, why not self-publish
and earn a profit of 40 to 400%? A large publisher finances a project but may only offer
a 5 to 15% royalty. If your book becomes a hit, publishers may come calling. Your high
profit margin will give you the upper hand in negotiations.

4. @ Possession

As a self-publisher, you own all rights to your book. If you use a traditional publishing
house, they will own all rights. If they lose interest in your book, you will not be able
to print additional copies unless you purchase those rights back. NB * All rights should
revert to the author after a specific period of time, which is stated in the publishing

contract.

5.0 Niche

Because your book may fill a niche that has not been met, you can test the market by
printing a small quantity of books. Books specifically designed for the needs of a smaller
audience may not be found in the mass market because publishers feel the demand is not
great enough to warrant a large press run. If you are an expert in a field and understand
that market, who better to self-publish and sell than yourself!

6. © Locality

Books about local or regional topics, e.g., historical books about certain towns, projects,
etc., are generally produced by local authors in short-run quantities. Large publishers will
decline publishing these books because of limited sales potential.

7.© Legacy

Making money is not the only reason to publish. Sharing what you have learned or
leaving a legacy are other admirable motives. A book is an expression of yourself.

Reprinted from the Morris Publishing Web Site




Is Self-Publishing For You?

It depends. To help you decide, discuss the following five questions:

1. What is my motivation and purpose for publishing m
ool y purp P g my
ook?

Writing a book is a lot of work. Publishing one is even more
work. Is your purpose clear and well enough conceived to
sustain you through the experience? If profit is a motive, this
venture must be treated as a business. Typically, from start to
finish, a writer will spend 10% of their time writing the book,
15% publishing it and 75% marketing and promoting the
finished book. Keep your purpose clear!

2. I's my book written for a specific market niche or group of
y P group
people?

It is more expensive to promote a book to a wide general
audience. Marketing costs are less when the target audience is
specific, definable and accessible.

3. Dolhavea way to sell books direct?

Selling books direct (at retail price to your target audience) is
the most profitable way to recover your initial self-publishing
investment. The standard heavy discounts to wholesalers
and bookstores can be costly for slow-moving books. In fact,
without a solid marketing plan, selling books to bookstores
can be the least profitable way to distribute your book. Think
of alternative ways to distribute your book: organizations,
associations, corporations, conventions, fund raisers, back-of-
the-room sales after lectures or workshops, to list a few.




4. Am1 willing to go out and promote my book?

A general rule for authors . . . a book stops selling when the
author does. No matter who publishes your book, the author
is responsible for creating the demand. Books will not sell well
sitting on a bookstore’s shelf, unless interest is created in your
book. Writing a book is about 10% of the effort, publishing is
about 15% of the effort and marketing is 75% of the effort!

5. Can1sell at least 200 copies?

Beyond friends and family, who will be interested in your
book? Knowing your market and how to reach those people
are important questions to answer before investing in self-
publishing. If profit is your motive, the initial cost of producing
and printing (fewer than 500 copies) using traditional offset
printing, may be higher than a realistic retail price. Of course,
the more you print, the less each book costs. However, that
decision must be weighed against the possibility of many
unsold books sitting in your garage. The alternative method,
using POD (Print on Demand) will be discussed later on. In any
event, try to develop a solid marketing plan to give you a more
accurate estimate of how many books may sell.

* % %

Adapted from the original article, Copyright © Mark Ortman




Designing Your Books as Sales Aids

I know when | see a really attractive jacket that the publisher
is behind the book and, of course, | pay attention to it.
— Leslie Hanscom, former book editor of Newsday
Edited from an original article taken from John Kremer’s free electronic newsletter

Z)\
=

The marketability of a book is determined not only by its editorial content and the

qualifications and fame of the author but also by the design, packaging, and price
of the book.

You CAN SELL A Book BY ITs COVER

It’s an old maxim that you can’t judge a book by its cover, but this maxim does
not hold true in the real world of commercial book-selling. People do judge a
book by its cover—not only readers but also major decision makers.:

The cover or jacket is used by your sales representatives and distributors
to sell your book to bookstore buyers.

The cover is featured in your advertisements, catalogues, and reviews. If it
is well-done, it will increase your sales. If it is boring or unconvincing, it
will detract from your sales.

In marginal buying situations, the first impression that the book creates is
the only impression it creates.

For bookstores, the cover is important for a number of reasons:
% It must fit into the atmosphere the bookstore is trying to create.
% It must fit into and yet stand out from other titles in the same subject.

R/

«» |t must attract the casual browser.




Elements of Good Cover Design

The basic rule of cover design is that the cover should match the contents
of the book. That means that the style, format, and message of the cover
should be compatible with and support the style, format, and message of
the book itself. An effective cover design should have at least some of the
following elements. These general principles are not set in stone, in fact,
they can and do contradict one another, as will be seen in the following:

USE A STANDARD FORMAT.
The book should look like a book, and especially like other books
with similar contents..

FoLLOW TRENDS.
Study the covers of similar commercially published books to ideas and a feel for
what’s possible and appropriate for your book.

AT THE SAME TIME, THE BOOK MUST LOOK DIFFERENT.
It must be able to stand out in the crowd. Consider novelty attractions such as
holograms, embossed silver foil dust jacket, die-cuts, and so on.

BE BOLD AND SIMPLE.

The front cover of a book should be bold and simple, more like a billboard (which
it is) than a full-page display ad. The cover should be uncluttered, easy to read (with
highly readable type), and simple enough that the casual browser can catch the title
and name of the author without searching for either.

PUT THE MOST IMPORTANT ELEMENT AT THE TOP.

Generally speaking, the title of the book should be featured at the top of the cover.
It’s the first thing the reader should see. If, however, the author is well-known and
more important than the title, then feature the author’s name in bold type at the top of
the cover.

FEATURE SALES INFORMATION.

Besides the author and title, feature any other information that could be useful

in selling the book. Touchstone, for instance, took advantage of the controversy
surrounding the movie, The Last Temptation of Christ, to bring out a new edition of
the book by Nikos Kazantzakis featuring the artwork from the film’s lobby card.

CHOOSE A CORRECT TYPEFACE.

The typography of the front cover should match the style of the book. For example, a
simple typeface is more appropriate for a serious book while a fancy script typeface
might be more appropriate for a romance novel. Novelty books, on the other hand,
might use a casual typeface such as Hobo. Typefaces come in all sorts of styles from
simple to complex, feminine to masculine, romantic to businesslike, strong and bold
to light and airy. Be sure that your graphic designer selects a typeface that matches
the style and subject of the book.




USE ILLUSTRATION WHERE APPROPRIATE.

Fiction should have an illustrative element on the cover
while non-fiction can do without any graphic elements.
Indeed, serious non-fiction books may be better served by
a simple bold headline and little else. Again, the design of
the cover depends on the style and subject of the book as
well as the intended audience.

GET THEIR ATTENTION.

Mackay Smith, a Montreal self-publisher used the simple
format of an image of a wooden crucifix (with bold upper
case, title text on and across the cross-bars) for his non-
fiction book: A Christian in Israel.

FULL-COLOUR COVERS ARE A REQUIREMENT.

Full-colour covers also encourage impulse sales for almost any book. Many
smaller publishers report that switching from one- or two-colour covers to full-
colour covers has had a significant impact on their sales.

NOT THAT ALL COVERS NEED TO BE FULL-COLOUR.

Javan has successfully self-published a series of poetry gift titles with a simple
cover design: just the title and the author’s name printed in italics, brown ink on a
light brown antique cover. Booksellers reportedly like the cover just as it is.

AVOID LOTS OF WHITE OR BLACK.

Also avoid vast expanses of dark colours. Such colours tend to show fingerprints
and other scuffs more vividly. As one bookseller noted, “It’s very hard to sell a
book with fingerprints on the cover.” Maintain continuity in series. If you are
publishing a series, there should be some continuity in the cover design so that
bookstore browsers can readily see the connection.

HIGHLIGHT AWARDS.
If the book has received any awards or great reviews, feature those on the cover.

COAT THE COVER.

Besides being your major point-of-purchase advertising for the book, the cover
must also protect the book. If it is a paperback book, have the cover varnished
or film laminated. If it is hardcover, use a jacket (which also allows for more
promotional copy than a cover by itself).

TEST YOUR COVER DESIGN.
Whenever possible, test your covers with consumers and booksellers.




PRINCIPLES OF DESIGN

Courtesy of Jean Brouillet, Lecturer at Rosemount Technology Centre
Former Head of Design at Reader’s Digest, Montreal.

CONTRAST
1) Elements on a page that are not the same should be very different, i.e., have contrast.
2) Contrast creates a visually interesting layout.
3) Contrast helps organize information. It can tell the reader what to look at first.
4) Add contrast through typeface choices, colours, shapes, sizes, space, etc.
5) Avoid making things only slightly different. Be strong.
6) Avoid overdoing it and confusing the reader with too many things shouting “look at me.”
REPETITION
1) Repetition of a visual element throughout a design creates a unified statement
and helps organize information.
2) Useful on one page layouts and critical in multipage documents.
3) Consistent type treatment and repetition of graphic elements and colours
is one way to obtain continuity.
4) Make a repetitious element strong and dynamic.
5) Element could be a rule, reversed type, distinctive font, part of an existing graphic,
colour texture, spatial relationships, etc.
6) Find an existing repetition and reinforce it.
7) Avoid repeating element so many times that it becomes annoying or overwhelming.
8) While using repetition for unity, don’t underestimate the value of contrast.
ALIGNMENT
1) Nothing should be placed on the page arbitrarily.
2) Every element should have some sort of visual connection with another element on the page.
3) Even if elements are not close to each other, they can appear related by their placement.
4) Unifies and organizes the page.
5) All layouts should be made with an underlying grid to help with alignment.
6) Always find something on the page to align with and align elements on different panels
of a brochure.
7) Avoid using more than one text alignment on any given page.
8) Use main outlines of a photo, illustration or logo to align other page elements.
ProximmiTy
1) Items relating to each other should be grouped close together. When grouped
close together, they become one visual unit.
2) Helps organize information. Reader immediately understands how information is related.
3) Reduces clutter by appearing to have a smaller number of visual units on a page.
4) Don’t stick things in the corner or the middle of the page.
5) Make things belong together by their proximity. If they don’t belong together, move them apart.
BALANCE
1) Asymmetrical balance is dynamic, energetic, informal.
2) Symmetrical balance is more formal, static and often dull.
3) Consider visual weight when balancing items. Remember that white space can have weight or

add weight to a small item.
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SAMPLE BooOK COVERS







FONTS

FONTS
FONTS

FONTS
Times New Roman Codex
Arial Colonna MT
(Asappon Comic Sans
Abandoned Bitplane Cooper Black

ABC Tee hBodom Wave

Ala Carte

ey

Adventure Subtitles
.AllemlverﬁTM

Alpine

Amelis BT

Anglepoise Lampshade
AIICO2IIT GRZZK

OV LElREQ  (animal Tracks)

€l rt|C|@@nts

Baskerville Old Face
Bavhaus 93
@ccounces ITE

OcELL AT

Bernard MT Condensed
Bload of Pracula
Book Antiqua
Bookman Old Style
EmdL% Hawnd ITC
Britannic Bold

Brast Senipt M7

Calisto

Century Gothic
Century Schoolbook

COPPERPLATE GOTHIC
Canadian Participants
‘ciéake

Courier New

Curlz MT

DARK GARDEN
DEJSDEMONA

Fmboss

Embryonic Inside
ENGRAVERS MT
Eras Bold ITC

Eurostile

FELIX TITLING

French Participants
Footlght MT Light

Forte

Franklin Gothic Book
Franklin Gothic Heavy
Fronch Scipt MG

Garamond

Georgia

Gill Sans Extra Condensed Bold

Gloucester MT Extra

Goudy Old Style
GOUDY STOUT
Goudy Handtooled BT
GREKODECO
Haettenschweiler
BattTwecsy




FONTS

FONTS FONTS
FONTS
Harrington
Impact GfY GodStors
Imprint MT Shadow Ozhandicraft BT
Juice Perpetua
Kabel Bk BT PERPETUA TITLING MT
Perlenkette
Plagtil
Kee Eagz& ?fa&o /;57-
KissmeKissmeKissme BB s@m
Keingle Rockwell
Lucida Bright Rockwell Extra Bold
Lucida Calligraphy Sndp ITC
Lucida Console SNOW CAPS
Lucida Fax SNOWFLAKE LETTERS
Lucida Handwriting STENCIL
Lucida Sans Spitshine
{LlulclkIvILFlolnTt) Tahoma
Machine Gun Tempus Sans ITC
Mael Colkien
2AMagdeburg Trebuchet MS
MACHALEAA Y IR IR IO
Majandra GD Uhshasll
[onfcore Verdana
YNatura YN Script Capitals ViKing
McBoiNG BoiNe Viner Hand ITC

Milkdrops
Modern No.20
Moneybox
Monotype Corsiva
IIORPHEVS

0cra Extended
Onyx

Onyx BT

pin 9 Q@M ? (Webdings)
Wide L atin
PHEVo 2 KM (Wingdings 1)
QOO=®RO®<=® (Wingdings 2)
Neo->ale->YV  (Wingdings 3)




SOME ESSENTIAL DEFINITIONS OF TYPOGRAPHY

Fonr size: Vertical
measurement of a font in
points, example: a typical
font size is 10 to 12 points

LEeapIinG: The
measurement in points
between lines of type.
Measured from baseline to

baseline, as shown here.

SERIF FONTS: Fonts having
tiny extensions attached
to them, such as this one:
Times Roman

SANS SERIF FONTS: FONts

which do NOT have any
extensions attached to

them, such as this one:
Arial

o DispLAY Fonts: Fonts

used normally only

for headlines, titles or
decorative lettering, such
as in wedding invitations.

Boby TEXT FONTS: Fonts
such as Times Roman,
Garamond, Palatino,
Century Schoolbook.
NB: Never use Courier=font

(fixed width font) as ‘bodytext’
in a book.

TrackiNG: Positive
or negative tracking
indicates, respectively,
more or less spacing
between the individual
letters of a word. It is
a means of precise
typographic control.

NB: 72 points equals
one inch




TYPES OF PAPER

How do you choose paper for your print job? There are various attributes to
consider. These are the most important ones.

OracITY

In double sided printing, how much
can you ‘see-through’ the paper? Page
sides are labeled recto (facing side)
and verso (opposite side.) Is the print
or image on the verso side of the paper
too visible from the other recto side?
Does it interfere with comfortable
reading? Does it make the book look
cheap? Personally, the opacity of the
paper is high on my list of attributes
when selecting paper for a book
publishing project.

BRIGHTNESS

There are many different levels of
whiteness or brightness. Brightness
Is measured as a number from 1-100.
Some photocopy paper is labeled

in the high 90s for brightness.
Sometimes, you need to compare
paper samples side-by-side to judge
their relative brightness.

WEIGHT

Paper weight can be expressed in
pounds (1b.) or as grams per square
metre (g/m?). A typical range in weight
for injet photo paper, for example, is
from 24 to 71 Ib. (90 to 270 g/m?).

A standard weight in bond paper for
book production is 601b.

CALIPER

Photo papers are thicker and heavier
than typical multi-purpose paper.

The thickness, known as caliper, is
needed to accommodate the greater
ink coverage typically found in digital
photo reproduction. The typical range
of inkjet paper caliper may be from
thin (4.3 mil) to thick (10.4 mil) for
photo paper.

GLOSS COATING/FINISH

The coating on photo papers keeps
the paper from readily absorbing the
ink. The gloss coating renders a shiny
finish, as in the gloss lamination on a
book cover.

MATTE COATING/FINISH
This coating refers to lamination of the
book cover that is soft, non-reflective
and non-shiny.




PRINTERPHOBIA

How to & How NOT TO get your book into print
By Christina Manolescu

o

Had I known all that lay ahead of me, would I have had my first baby? Self-published my first
book? The answer is a resounding YES; although, since I now know some of the potential
pitfalls of publishing, I am developing a mild case of Printerphobia which, in the vernacular,
translates roughly as:

WHAT WILL THEY INADVERTENTLY MUCK UP THIS TIME AROUND?

Aword of advice: When those densely packed boxes arrive on your doorstep, containing your
literary lovechild, cloned 500 to 1,000 times over, should you break open a bottle of bubbly,
after having trustingly handed over to your printer a wad of promised cash, without first
carefully scrutinising the contents? The answer is an emphatic NO!

I should have had some inkling when my most recent printer (who for the moment, at least,
shall remain nameless) smiled at me in a sanguine manner, acknowledging quite openly that:
PRINTING IS NOT AN EXACT SCIENCE. At the time we were discussing the expected end-
results of a certain Pantone shade to be printed directly onto a neutral base colour.

“We cant guarantee that your frontispiece line drawing will come out Maroon, exactly
matching Shade Number XXX you have just chosen. With a bit of luck, it might; but, on
the other hand, 1 should warn you that it might also end up resembling a murky shade of
cadaverous leech-eye. You see, (continued my printer, grinning all the more broadly) we 've
never actually blended those two shades before, so we won't really know until we try!”

“Then cancel Pantone Number XXX, let’s go for the black print instead,” | replied.
Conventional, but safe. Given the substantial cost of even a small print run, a risk-taker |
cannot afford to be. Now what else, | wondered, could possibly go wrong? To my dismay,
over the course of my self-publishing ventures, I have had occasion to find out.

© Christina Manolescu, Publisher, Prince Chameleon Press
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SOME ABOMINATIONS TO AvVOID

COVERS AND BINDING

Ragged edges caused by a blunt trimmer, or because the total number of bound
pages is too bulky for the saddle-stitch binding.

Varnished covers that are soiled too easily by drops of moisture or grease.

Please note: Laminated covers are more expensive, but far superior.

Flimsy casebound covers which split apart in your hands.

ILLUSTRATIONS

Faulty registration of colour images, causing a nauseatingly blurred effect.
Inadequate scanning of half-tone images, causing flatness, lack of depth, essential
contrast between light and dark.

Permanent smudges around the borders, caused by insufficient drying time during the
printing process or because the images contain too many large, solid black areas that
are difficult to print accurately.

INTERIOR PAGES
Grey anemic-looking typeface that is almost too faint to read

Interior pages bound out of sequence and/or back to front.

Sporadic blank pages (which have inadvertently failed to receive an impression) in
amongst the correctly printed text.

Individual pages bound double, i.e., two copies of page 37, bound one after the
other.

Text margins too narrow; text & images printed too close to the inside fold.

Note: Find out your individual printer’s requirements; when doing
your page make-up, remember to leave the necessary minimum width
of blank spacing around the edges of the page.

ADDITIONAL NOTES

© Christina Manolescu, Publisher, Prince Chameleon Press




How To CoNTROL YOUR PRINT JOB

Make haste slowly. Especially if you are new to the
experience, begin by visualising your completed book:
Its dimensions, the layout of its cover page and possible
dust jacket, the approximate type and number of
illustrations, the number of pages, the type and thickness
of both paper and binding, and so on.

It can be useful to study the physical format of commercially
produced books that you particularly admire. If possible, take
note of the printer’s contact name for future reference; this may
be printed near the beginning or the end of the book. Based on
select models, put together a rough “dummy” model of your own
imagined book.

Deal with recommended printers, if possible. Visit the premises
personally and/or meet with the sales rep. Ask for samples of
recent work; explain your specific requirements. Traditional offset
printing methods usually deliver a higher quality print job than
digital printing methods. Rigid printing plates (previously made of
zinc) are used in traditional printing: one printing plate is used for
each page layout of text & illustration. Black and white print jobs
are normaly less expensive than colour.

Your printer will likely request that the designed pages of your book
and separate book cover should be delivered in digital format
(on CD) in a particular software program (QuarkXpress, Adobe
Indesign) for example. Depending on the exact number of pages
and thickness of the paper, the printer will provide you/your book
designer with the precise width of the book’s spine. The designed
book pages are submitted to the printer in numerical order. Later
on, the book pages may be further formatted
by the printer, using a specialist imposition N @
software that rearranges them into ‘signatures’

(groups of 8, 16 or 32 pages) depending on
his own specific printing and assembling %
equipment.

Your book pages and book cover will ALSO ideally
be formatted to Portable Document Format
(PDF). In practice, many printers offer a choice
of options for receiving pre-press copy. They

should be consulted, in the first instance, as to
their preference and capability.




Digital Printing does not require the production of printing plates for
each page. Books, flyers, posters, calendars, etc. in black & white
and colour can be printed by this method, but the cost-efficiency
of digital printing compared to traditional printing depends on the
size of your estimated print run. Your service bureau or printer
can advise you further on this option.

There is also a U.S.-led innovation called INSTABOOK that offers an
instant book making facility on site. http://www.instabook.net

If you aren’t clear on any technical point in the process, ask for an
explanation; alternatively, ask for a relevant sample to examine.
(The printers | have dealt with expect to have to initiate self-
publishing neophytes into the mysteries of the printing trade.
Most of them do so with good grace.)

Next, draw up a typed list of specifications, covering every aspect
of the job that you can possibly think of. Below is a very basic
sample list to begin with, and add to, as necessary.

S

AN EXAMPLE OF
TYPICAL PRINT SPECIFICATIONS

BOOK COVER

MATERIAL: 10-point or 12-point thickness card

COVER DESIGN: Full colour (four-colour) illustration and printed text

FINISH: Laminated, gloss finish

BA