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NOTE TO THE READER

WHY ALL THE QR CODES?

I'm a visual learner. Tell me and I may listen. Show me and I
will understand. For this reason, throughout the book, I'm
going to include QR codes that you can scan if you're inter-
ested in seeing what I mean via demonstration and illus-
tration.

I’'m passionate about helping authors extract every ounce
of potential from their book and book-based business. For
this reason, in addition to telling you with my words, I'm also
showing you with my work.

If visual learning isn’t your thing or if you find QR codes
distracting, then just skip that part. But if you want to learn
from my countless author mistakes, then simply scan the QR
codes (like the one below) with your smart phone camera or
click the links if you're reading this in an e-book format. My
belief is that all of my research and development (a.k.a. fail-
ure) could save you hundreds of hours and thousands of
dollars.

I don’t mind being a trailblazer. It helps me learn what

works and what doesn’t work.



The rest of this book is the 18 Streams of Income Model®
that has helped me and many of the 250,000+ authors I've
trained during the past twenty years.

It’s about to get exciting. Enjoy the journey.
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INTRODUCTION: ONCE UPON A TIME

Once upon a time, I was a poor author. Oh, sure, 1 could
write well enough, and I was good at crafting a compelling
message. Ability wasn't the issue. Money was. Maybe we share
a similar story. (Or maybe parts of a similar story.)

For as long as I remember, I wanted to write a book that
changed people’s lives, or more specifically, ignited their souls.
I didn’t want to get rich or become famous. I just wanted to
earn enough money to leave my day job and live my passion
of writing books and igniting souls full time.

A small, traditional house published my first book in
2004, back when I had hair—or at least a little of it. Then, I
waited. I imagined the royalties rolling in. The thought of
handing in my two-week notice hijacked my brain often.
After all, I had a traditional publishing deal, and my book
would be in brick-and-mortar stores.

Then again, my big advance from my publishing deal was
zero—as in nothing. I was a first-time author, and my
unproven track record made the small publisher nervous. It
made me nervous, too, especially when I opened my first
royalty check. It was so large, my wife, Kelly, and I celebrated

with dinner at a moderately priced restaurant.
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We didnt have any kids at the time, which meant our
expenses were lower than they are now. Even so, after doing
the math, I figured I would need at least fifty more royalty
checks to replace my normal income—for a month.

It was pretty bad.

Then, I had a brilliant idea. I would write a second book.
That way the income would roll in twice as fast.

Nope, it still wasn’t enough.

So I decided I would write a few more books. Books three
and four came out with the help of a traditional publisher.
This time, I received $36,000 for that two-book deal, spread
out over three years. If youre doing the math, you already
know that, while better than zero, that advance wasn't enough
to live on.

Then came baby one, baby two, and baby three. The
advances from the third book paid for some mighty fine
diapers, formula, baby wipes, cribs, and strollers.

Who was I fooling?

I'd never earn enough by writing books to replace my
income. Self-doubt and dashed dreams stole my sleep and
patience—oftentimes in the same night. Those babies needed
time, and I couldn’t justify working all day at my real job,
then spending much of the night writing the next book half
asleep in the recliner. Morning after morning, I'd wake up
completely drained and flabbergasted at (not to mention
disappointed by) the new paragraphs that appeared in my
manuscript. I honestly couldn’t even remember typing those
words the night before.

But then, something different happened with book four:
Your Secret Name (YourSecretName.com). Instead of putting a
book into the world and hoping for the best, I turned that
book into additional streams of income.

It started with a one-day workshop for my church and
community. To my surprise, a few dozen people showed up
and even paid a small fee to attend. Then someone asked to
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get certified to use the content from the book in her life-
coaching practice. She even offered to pay. Other people
requested materials to teach the book to their friends and
families, which led me to create a five-session course complete
with a short guidebook.

Inspired by the momentum of success, my creativity
kicked into high gear. I ended up developing even more
income streams using the book’s content—eighteen in all. My
dream was finally building steam, and my book was earning
me a small but decent side income. Over time, that side
income grew my bank account and my confidence.

I took the same approach with book five, 7he Deeper Path
(DeeperPathBook.com), a personal growth book. Using those
same eighteen streams of income brought even more success,
because this time I knew my strategy before publishing the
book. Finally, I could see a light at the end of the day-job
tunnel.

Having proved to myself it could be possible to earn
enough as an author to replace my income, I felt (sort of)
confident enough to take a big risk and quit my day job.
Honestly, 1 was scared to death to become a full-time
entrepreneur. Remember, we had three kids under the age of
six. But Kelly gave me the okay (and the encouragement) to
take the leap—as long as I promised to bring in the money.
She worked part time as a counselor, but her ten hours a week
wouldn't replace my income.

Call it naivete or faith—I had more than enough of both
—but I vowed to myself to succeed. In my mind, there was
no other option or plan B. I created eighteen streams of
income for book six, a business book called Day Job to Dream
Job (DayJobToDreamJob.com). I experimented with the
different streams of income and switched out a couple. Once
again, the model produced the same result, a six-figure busi-
ness—thats a six-figure business for each book to which I
applied my 18 Streams of Income Model®.
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By this time, several of the clients I had gained through
my book-based live coaching programs started asking for my
secret sauce. They wanted to write books and turn them into
eighteen streams of income too. I was too inexperienced to
take their questions seriously, so I brushed them off, thinking
they were only humoring me.

After several people came back with even more conviction
and more questions, I finally got the hint. In 2014, I
launched my own publishing company, Author Academy
Elite (AuthorAcademyElite.com), with the goal of teaching
people how to become profitable authors. I committed to
helping them turn their books into eighteen streams of
income so they could do what they love full time. But that
was only part of my reason for launching Author Academy
Elite. T still wanted to change lives and ignite souls. My
thought was that by teaming up with other like-minded
authors, rogether, we could ignite even more souls by
publishing incredible books.

In 2016, I tried using the same model with a fiction book.
I had never written a fiction book, and many skeptics told me
the model wouldn’t work. They taunted me on webinars, blog
posts, and emails, saying, “You can’t turn a fiction book into
eighteen streams of income.”

Nothing fires me up more than people’s unbelief. I took it
as a challenge and wrote Elixir Project, a dystopian young
adult thriller about people’s minds getting hacked. I launched
the book at a global livestream party. Soon afterward I
launched a subsequent course, conference, and a mastermind
coaching program—all based on a fiction book.

By this time, I had gathered a team to help me, and
together we generated six figures in six weeks with Elixir
Project.

In the past seventeen years, I've trained more than
250,000 authors from all over the world on this model. It

works across cultures, languages, and genres. From our best
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estimates, we believe these authors have impacted another 26
million people with the books they’ve published.

Although I've done countless interviews and webinars on
this topic, to date, I've never published the 18 Streams of
Income Model in a real book. Entrepreneur Magazine ran a
feature article on our model in which it highlighted many
case studies from our actual clients. View that article here

(Entrepreneur.com/article/358499) or scan the QR code.

Entrepreneur Article

Based on the many nudges from clients and team
members, I finally agreed, this past summer, to write such a
book. I put aside the other book I was working on, and Your
Book is NOT a Business Card poured out of me in a matter of
weeks. It's my deep honor to guide you in this exciting jour-
ney. I hope it enriches you, your readers, and your clients the
same way it has me and mine.

So are you ready to write a new story for yourself as an
author?

If so, let’s begin by busting a few myths that might be
impeding your success.
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BOOKS AND BUSINESS CARDS ARE DIFFERENT

Before we get into the specifics of the 18 Streams of Income
Model, I need to dispel a few myths about books and publish-
ing, and the fallacies that keep most authors poor. We hear so
much about starving artists (which include authors), and the
assumption is that most creative people spend all their lives
hovering around the poverty line.

But it doesn’t have to be that way.

As with most things in life, you have to have the right
mindset about your book and your opportunities as an author
if you want to shift from poor to profitable.

So let’s start with the big one—the myth that can kill your
chance for success as an author faster than any other.

What is that myth?

Namely, that your book is your business card.

Have you heard it? I have, and it’s bad advice taught as
truth by experts all over the world. It’s heralded by many
influencers as a smart and savvy belief.

But the authors who internalize this myth pay dearly.

If this is a belief that you have accepted as true, or maybe
even have shared, don’t despair. Throughout our journey, we'll



unpack why this belief is lethal to your success as an author.
Better yet, I'll provide you with an alternative mindset that
will set you up for success.

If you're ready, let’s bust this myth with logic as we look at
the differences between business cards and books:

Business cards cost money. Books create value.

Business cards don’t create value. When someone hands us
a tiny piece of cardstock with their name and contact info on
it, we might glance at it and say thank you. But before long,
that business card ends up in the trash bin. If we keep the
card, it goes into a pile with all the other business cards we
never look at.

Business cards hold no inherent value. You cant resell
them or find a website that offers used ones. If you visit the
library, the librarian won't help you find business cards on the
shelf.

Think about universities. Even though their shelves are
already well-stocked with books, professors are often warned
to publish or perish. They aren’t told to print a business card or
perish. Why is this? It’s because books create value and estab-
lish credibility for the professor as well as for the university.
Published authors and their books bring additional notoriety
to the institution. Printing more worthless business cards?
Not so much.

Business cards are an expense. Books are an asset.

Business cards are a business expense. Books are invest-
ments that turn into assets.

No one brings people onstage with an introduction that
includes the byline of “the creator of such-and-such business

card.” Speakers all around the world, however, step onto



stages right after hearing the words, “Please welcome the
author of such-and-such book.”

We don't give awards to the best business card, nor do we
have business card agents who shop around for stellar business
card proposals.

Most people don’t put business cards on their Christmas
wish list. We don’t wrap them up as gifts. Parents don’t read
business cards to their children at bedtime. Oprah hasn’t
launched a business card club or made anyone famous
because of their business card design.

We don’t put a dust jacket on a business card to protect it.
Nor are business cards given as reading assignment in schools.

People don't wait in line for a celebrity to autograph their
business card. No one makes the rounds on television shows
to talk about the business card they made. Business card
creators don’t line up multi-city tours to talk about their latest
designs.

Authors seek out forewords and endorsements for their
books and even create book trailers. But no one asks for someone
to do the same for his or her business card. Creating a trailer for
your business card would be a waste of time and money.

According to a survey cited in The New York Times, 81
percent of the population dreams of writing a book, but they
don’t feel the same way about creating a business card.'
Companies don't offer movie deals based on business cards.
Foreign countries aren't lining up to translate business cards.
We don’t invest resources to create updated and expanded
versions of business cards.

My guess is you're starting to see how ridiculous it is to
compare a book to a business card. And yet, in many circles,
people accept this destructive myth as truch.

Business cards decrease pocket space. Books increase your
influence, impact, and income.



I'll keep the illustration comparing books and business
cards going just a little bit longer.

If you dream of people buying your business card at night
while you sleep, then you're going to be disappointed. Passive
income is a real possibility for books, but not for business
cards.

Carpenters might specialize in making bookshelves but
not business card shelves. We don’t hire ghostwriters and
developmental editors to create our business cards. Such a
practice would be a waste of money because it wouldnt yield
a return on investment.

A business card points you in the right direction to a busi-
ness that can solve your problem, whereas a book s the right
direction. It’s a solution to your problem. Some might say that
distinction is simply semantics, splitting hairs. But this
couldn’t be further from the truth. Its on par with saying that
an automobile magazine is the same thing as an automobile.
You won't get anywhere if you try to ride your magazine to
the grocery store. An automobile magazine tells you about the
vehicle. It may contain pictures of the vehicle, but its purpose
is to inform. The purpose of the vehicle is to transport you to
another destination.

Similarly, the purpose of a business card is to inform. The
purpose of a book is to transport you to another world or

empower you to transform your life.
Business cards get thrown away. Books last forever.

Unlike business cards, books contain strange magical
powers. We don't excavate the earth looking for business cards
from former generations.

Tyrannical governments never initiated business card
burning events. If you Google book burning, however, you'll
see plenty of dark moments throughout history when such

events took place because people feared the power of books.



My recent internet search revealed some other noteworthy
beliefs about books. Evidently, some of the most popular
searches related to books are the following:

Is it a sin to throw away a book?

Is it illegal to throw away a book?

Where can I donate unwanted books?

Why did people send soldiers their unwanted books?

Now, replace the word book with business card.

Is it a sin to throw away a business card?

Is it illegal to throw away a business card?

Where can I donate unwanted business cards?

Why did people send soldiers their unwanted business
cards?

People don’t search for answers to questions like those
regarding business cards. Throwing away a business card is
such a common practice, we don’t think twice about doing it.
Books occupy a place of reverence in our minds. This
belief has been indelibly engraved in our hearts and minds.
Nate Pepper offers the reason for our innate respect for books:
“Physical, printed books are synonymous with learning,
opportunity, and freedom of speech. To casually discard, or
worse, destroy a book is disrespectful and undemocratic.”?
Books travel throughout the millennia. Business cards,

however, die a forgettable death.
Business cards change landfills. Books change lives.

No one ever said, “This business card changed my life.”
They don’t utter these words because the only thing a business
card changes is the amount of space in a landfill. Many
people, however, have described a book as life changing.



People post reviews for books on websites and write arti-
cles about them for newspapers and magazines. These reviews
explain how the book touched or entertained or inspired
them to live in a new, better, stronger, healthier, or more
vibrant, authentic way. The same cannot be said for business
cards. I've never found a website that reviews business cards.
Notice Luisa Plaja’s five steps for writing a book review
below.? Imagine the absurdity of redirecting her advice for

writing a business card review.
How to Write a Business Card Review

1. Start with a couple of sentences describing what
the business card is about.

2. Discuss what you particularly liked about the
business card.

3. Mention anything you disliked about the business
card.

4. Round up your review.

5. You can give the business card a rating,.
Business cards seek to inform. Books seek to transform.

I cringe when people refer to books as business cards
because the difference between books and business cards is
clear. Still, this myth prevails in some circles, and I don
know why. It’s an offense to the author, the reader, the book,
and the industry. Believing the myth, as I mentioned eatlier,
kills your chances of building wealth as an author. If you view
your book as a business card, you will never be able to posi-
tion yourself to receive the maximum amount of income from
your book.

But even if you couldn’t care less about growing your
income or credibility, 'm certain you can see the biggest



distinction between books and business cards: Business cards
seek to inform. Books seek to transform readers’ lives.

I know this truth firsthand because several books have
changed my life.

For starters, the Bible has shaped the way I see myself, the
world, and God. Other books have inspired me to make
major shifts in my life—like 7he $100 Startup by Chris
Guillebeau.* My wife bought it for me at a time when I
needed vision. It helped me believe my dream job was possi-
ble, and it gave me the courage to take action. I applied the
principles from his book and turned my passion into my
full-time gig.

Many of my friends and family members asked me how I
made the shift from employee to entrepreneur. I captured my
process in writing and turned it into my own book, called
Day Job to Dream Job.

After reading my book, an Australian entrepreneur sent
me the following email. Although I've never met Kate Taylor,
evidently in her own words, Day Job to Dream Job “changed
her life.”

There is a man who wrote a book called Day Job to
Dream Job. | read it because | needed some real ideas on
how to get out of working full time in a job | wasn’t happy
in. It changed my life, and here | am, running my own
business. So, thank you, Kary Oberbrunner, for taking the
time to put your thoughts down on paper for people like
me who just needed some clarity on how to make the
jump.

Think about the levels of impact just in this story. I read
Chris’s book and it changed my life. Then I wrote Day Job to
Dream Job and it changed Kate’s life. Kate in turn will change

someone else’s life, and the circle of impact continues. This



can be true for you too. There’s a world in need of your book,
and the more streams of income you leverage, the greater your
circle of influence and the more impact you'll make.

In the following chapters, you'll learn how I've used this
model to create multiple six-figure businesses with books in
multdiple genres, including fiction. Most recently, my team
and I created a seven-figure launch with my book Unbackable
(UnhackableBook.com).

Money might excite some readers, and to be honest, I
enjoy the security and opportunities having money affords.
Something else, however, excites me even more: igniting
souls. A few years back, I received a handwritten card in the
mail. It came from a young woman who had read Your Secret
Name and joined the related live coaching program. Here’s
what she said:

Thank you for your gift of journeying through the Your
Secret Name program. My roommate has gone the
longest she has ever gone without acting out her eating
disorder, over three months now.

By going through the program together, so many deep
spiritual things were brought up that we had never
discussed together. We had some incredible
conversations and were challenged with so many things
to think about and talk to God about.

| feel it helped me in my intimacy with Jesus. | feel like
| grew in the ability to ask God really genuine questions,
and | feel like he revealed His love for me in a new way.
You are a wise and godly man, and | am so thankful that
you are willing not only to share your story but also to
provide a safe and beautiful place for others to share
theirs. Thank you for your gift! Two lives were changed!

If you haven't received a letter like this yet, hang on a



liccle longer because you will. 'm deeply honored that you're
willing to dive into this book. Your goal might be to earn
more influence, impact, or income (Hopefully, all three!).
Regardless, it’s my privilege to show you the model.

Let’s roll!



POOR AUTHORS AND SMART AUTHORS ARE
DIFFERENT

The way we think about our books
shapes the results we experience.

Casual observers might think the difference between poor
authors and smart authors is all about the words on the page.
Of course, content is important. We've all been disappointed
to read an overrated book with a ton of sizzle and no
substance. And we've been blown away by an underrated
book with no sizzle but a ton of substance.

Yes, content matters. But too often, authors overesti-
mate the power of their content and underestimate the
personal mindset that drives (or stalls) their success. It’s this
mindset that positions them and their books well in the
marketplace. An author’s mindset is a key factor in creating
the essential sizzle that attracts readers. Although it might
sound a little cheesy, it's true. Without the sizzle, books
fizzle.

Smart authors leverage both sizzle and substance. In this
chapter, you'll see the dichotomy between smart authors and
poor authors and why each generates entirely different results.



Poor authors think their book is about them. Smart authors
know their book is about their readers.

It’s your book. You wrote it. Youre the one who invested
the required blood, sweat, and tears to get it done. Therefore,
ic’s all about you, right?

Only if you want to remain a poor author.

Smart authors recognize their books are all about their
audience—their struggles and fears, their angst, and their
needs. By stepping into the mind of the reader, the smart
author becomes aware of how to deliver the message in a way
that serves the audience.

When our eyes are on ourselves, we lose our ability to
show up filled up. We focus on our performance rather than
our presence. Our readers feel the distance, and we lose
connection. No one likes to feel used—especially the people
shelling out hard-earned money for the books they read. If
you make them feel like they exist to serve your ego or grow
your income, youll break rapport—and they’ll move on to

someone else who appreciates them.

Poor authors view their book as the end of a relationship.
Smart authors view their book as the start of a
relationship.

If all you have to offer your audience is your book, then
once a reader buys your book, the relationship is over.

This is exactly what happened with my first three books.
My goal was to get people to buy my book. But then what?
I'd autograph the book and wonder what else I should say
with my signature. “See you in the afterlife?” I didn’t know. I
wasn't being morbid, just realistic. I had nothing else to offer.

Once the reader reached The End, our relationship ended.

This mindset was one reason I stayed a poor author for so

long. There was no next step, no way to contact me for more
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information, coaching, or anything else. Even if every reader
bought all three of my books, the only way I was ever going
to be able to leave my day job that way was to write and sell a
ton more books.

Then with my fourth book, Your Secret Name, everything
changed.

I knew the content of the book had the power to change
lives. But to really ignite souls, I knew I also needed more
ways to interact with my readers. With this new mindset, I
wrote my book with the intention of sharing its content from
the stage in front of thousands of people. I created opportuni-
ties that moved the reader to action as they read the book.
Through a journey of online assessments and bonuses revealed
within the book, I created an interactive experience. As the
reader progressed through the book, our relationship grew.
And at the end, I included back ads that directed the reader
on what to do next to continue the relationship.

With that book, I took the first few steps in a series of
smart steps that moved me from poor to profitable.

Poor authors view their book as a single product. Smart
authors view their book as an integrated product suite.

In 2021, Apple became the most valuable company in the
world.

Although many strategic factors contribute to this rank-
ing, one main reason for its financial success is the company’s
commitment to creating an integrated product suite. This
means your Apple Watch pairs with your MacBook Pro,
which works with your iPad, which talks with your iPhone,
which transmits to your AirPods, and so on.

In other words, each of Apple’s many products function
together as one. They constitute an integrated product suite
that makes the overall experience more valuable to the user.

Rather than the company needing to acquire more and



more new customers, they simply upsell, cross-sell, and down-
sell their existing customers. They even provide a free music
service, iTunes, to organize and play your music. This
onboards potential customers and entices them to join the
Apple family.

Similarly, smart authors recognize that a book is not a
stand-alone product. Instead, they publish each book as part
of an integrated product suite. Such authors might provide a
free chapter, article, or assessment based on the book to famil-
iarize their potential customers with their content. The free
content creates rapport and builds the know-like-trust factor
between the author and reader.

Once readers enter the author’s ethos, it's much easier to
keep them moving down the buyer’s journey. (We'll unpack
the finer points of this exciting journey in the upcoming
chapters.)

Poor authors launch their book once. Smart authors launch
their book time and time again.

Poor authors think it’s one and done. They exert a ton of
energy launching the book, and when the event is over, so are
their marketing efforts. This experience proves draining on
author and reader alike.

Often authors experience the “baby blues” after bringing
their book into the world. The launch process sometimes
creates an adrenaline rush, and authors can feel depressed
afterward or experience a dip in energy levels. The sense that
“it’s all over” magnifies a sense of loss. The launch is done,
and there’s nothing left to do.

Smart authors engage in micro launches. They launch
again and again in different ways. They might create a launch
for different versions of their book: softcover, hardcover, e-

book, and audiobook.

They might launch their book on different social media
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platforms. Or they create separate in-person launches for
friends and family, coworkers, alma maters, and previous
places of residence.

Your book is always new to the person who'’s never read it,
which means you always have new opportunities with new
audiences. I've known many authors who celebrate their
book’s “birthday” each year. Another strategy is linking your
book to a special day. There are plenty of free calendars online
that list National Days. Here are a few:

e DaysOfTheYear.com
 NationalToday.com/national-day-calendar
o Calendarr.com

By finding observance days with which your book
connects, you can “newsjack” even the most random holidays
and build some buzz around your book. “Newsjack” is a term
established by David Meerman Scott in 2011, which leverages
breaking news to draw eyes to your organization, cause, or
book—in the context of our conversation.'?

As long as youre savvy with newsjacking, most people will
perceive you as relevant and helpful. The key is to focus on

serving your audience, not selling your book.

Poor authors focus on selling their book. Smart authors

focus on serving their audience.

Serving others means showing up filled up. Selling others
means showing up empty. In my book Show Up Filled Up, 1
explain the difference in detail, but if you look around, you’ll
quickly notice a short supply of people who genuinely show
up filled up. Those who show up filled up are outliers—they
arent the norm. They give with the expectation of growing,
helping, and uplifting ozhers.

In contrast, there are plenty of people in the world who



are willing to help—as long as they get something in return.
These transactional types are average. Even more common are
the people who entirely ignore the call to be helpful.

Because of the shortage of people who give and live gener-
ously, if you choose to show up filled up, you have an oppor-
tunity to stand out. By being valuable, you'll become visible.
Make it a lifestyle, and the world will sit up and take notice.
When this happens, you become irreplaceable.

So what does showing up filled up and serving your audi-
ence look like for an author? It means when you show up for
a television, radio, or podcast interview, you provide helpful
information to the audience, and in doing so, make the host
look good. You serve the listeners and your host. If you have
three steps, you give all three steps. You go above and beyond.
You mention your free assessment for those who want to go
deeper.

Selling the audience feels very different. It means you stop
short of sharing all three of your steps in the interview and
end with, “You need to buy my book to get the third and
final step.” The audience feels the difference between a
generous author and a stingy one. One author is smart, and
the other remains poor.

I know you're reading this book because you don’t want to
be a poor author. You want to be a smart author—a profitable
author who uses words to transform lives and ignite souls.
That's what I want for you too. The eighteen streams of
income (actually nineteen because I've included a bonus) will
put you on the path to building a six- or even seven-figure
business with your book. But it all starts with your mindset—
what you believe about your book and yourself paves the way
for your success as an author.

Sizzle and substance. Remember. Both are necessary.

Now, lets start putting these powerful streams of income
to work for your book.
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INCOME STREAMS 1-4

People prefer your book in the format
of their choice.

The more formats you provide, the more readers you’ll have,
which is why the first four income streams we'll discuss are all
about delivery. Before you can leverage the more innovative
income streams, you have to take care of essentials. Income
streams 5 through 18 build off the book itself, so it behooves
you to create and then leverage income streams 1 through 4
first. Failing to do so will exponentially decrease your influ-
ence, impact, and income.

Modern technology enables authors to publish books in
multiple formats, and there’s no reason not to cash in. The
additional time and money to release these other versions are
nominal and set you up to reach more people and earn more

money.

#1: SOFTCOVERS SELL

Softcovers, also known as paperbacks, are inexpensive to

produce because of the paperboard cover and glued binding.
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Traditional publishers prefer this cheaper version when they
want to release a book without taking a risk. Many first
editions today are released as paperbacks. If and when a book
carns bestseller status, the traditional publisher may create a
hardcover version of the book. (See income stream 2.)

Smart authors leverage the softcover version by offering
multiple-copy or bulk-buy discounts, especially at book
launches and book signings. If your black-and-white paper-
back retails at $15 each and comes in cases of twenty-four
copies, you may want to consider the following multiple-copy

discount:

1 Copy = $15 or $15 cach
10 Copies = $125 or $12.50 each
24 Copies = $240 or $10 each

#2: HARDCOVERS IMPRESS

I've come to love hardcovers, also referred to as hardback,
hardbound, and case-bound. The hard protective cover, typi-
cally made of binder’s board or heavy paperboard covered
with cloth, heavy paper, or even leather, gives the book a
classy, more permanent look and feel.

Hardcover books play a different role in the buyer’s
journey from the paperback. Theyre meant to impress
because they look better and feel better to the touch.

Consequently, theyre more expensive to produce. Often
hardcovers contain a flexible, sewn spine. This allows the book
to lie flat on a surface when opened. Hardcover books’ pages
are often higher quality than those of softcover books, which
contributes to the durability of the book.

Many hardcovers also come with a dust jacket or dust
cover. Case laminate covers are another option in which the
cover design is printed directly onto the board binding. You

can even opt for a case laminate with a dust jacket. (I always
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encourage authors to leverage the extra space on the dust
jacket flaps to tell the reader more about their brand or
business.)

Hardcovers are more costly to produce than paperbacks,
but they are also more impressive to certain buyers. Smart
authors order hardcover books in bulk to reduce their overall
cost. They also plan ahead and leverage the extended delivery
time option. (Rush-delivery costs can take a bite out of prof-
its.) Planning ahead can reduce the cost of hardcover produc-
tion down to a couple dollars difference from paperback, thus
increasing the profit margin.

I refer to hardcovers as influencer copies. Mailing influ-
encers a hardcover copy of your book with a personal note
creates quite an impression. Increase the impact by inte-
grating an influencer box. You can view a picture of my influ-
encer box by scanning the QR code below. Notice which
version of the book I included in the box—definitely not a
softcover.

[m]
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Influencer Box

#3: E-BOOKS TRAVEL EVERYWHERE

You may not have a book within five feet of you at any given
moment. But youre probably within five feet of your phone.
The same is true for the bulk of humans—day in and day out.

This is good news for authors because every smartphone is

an e-book reader. If you publish a book but don't turn it into
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an e-book, you are leaving money on the table—a whole
bunch of it.

The term e-book is short for electronic book. This popular
format first became available in the 2000s, and by 2010, it
overtook hardcover sales. Low prices, ease of portability, and
frictionless purchasing contributed to this rise in sales.
Consumers can browse through titles online, select, order, pay
for, and have their e-book purchase delivered in a matter of
seconds to their computers, phones, tablets, or e-book
readers.

Some authors only release their books in the form of an e-
book because the cost to produce them is so low and the
earning potential is high. Authors can earn up to 70 percent
royalties on e-book sales. When compared with what tradi-
tionally published authors often receive in royalties for their
physical book—15 percent or less—e-book royalties can really
add up.

Smart authors leverage their books in the e-book format.
Research I uncovered when writing Unbackable reveals why.'
The average person spends a total of five hours a day browsing
the web and using apps on their smartphone. This equates to
around a third of the time we are awake, and it’s twice as
much as we think we spend.

Check out these other smartphone statistics below. Realize
your e-book could be the content of choice for many of your

readers while scrolling their phones.2

°

46 percent of Americans admit to checking their

smartphones before they even get out of bed in

the morning.’

e 75 percent of people keep their phones on all day
and night, not turning them off to go to bed. *

¢ 84 percent of people say they couldn’t even give
up their smartphone for a single day.’

« 88 percent of Americans admit to using their



smartphones while in the bathroom. (The other
12 percent might be lying.)®

e Nearly three in four American smartphone users
surveyed said they are within five feet of their

devices most of the time.’

Although T cited the above statistics in Unbackable to
show how addictive and distracting smartphones can be, look
for the positive application in our conversation. Because your
book provides life-changing content, it has the opportunity to
influence many more people through the form of an e-book.

#4: AUDIOBOOKS LEVERAGE NONCOGNITIVE ACTIVITIES

David Goggins authored the book Cant Hurt Me.* 1 spoke
with his publisher, who told me that out of the millions of
copies sold at that time, many were in the form of an
audiobook.

Guess the percentage. Maybe 5 percent or 10 percent?

Fifty-eight percent of the copies sold...were audiobooks!
Goggins is not an anomaly. Audiobooks have been the fastest-
growing publishing version of books for multiple years. Here
are three reasons why audiobooks are exploding in popularity:

1. Audiobook players (a.k.a. smartphones) are easily
accessible.

2. Audiobooks create an entirely different experience
than reading (the spoken word adds a new
dynamic).

3. Audiobooks allow us to do two things at once

(one cognitive and one noncognitive).

Although the “talking book” has been around since the
1930s, recent advances in technology have made this medium
the preferred choice for many people. Audiobooks began as
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records and then moved to many other mediums, including
cassette tapes, compact discs, and today digital files. In the
1980s, book retailers started displaying audiobooks on book-
shelves.

Audiobook subscription services have helped this medium
rise in popularity during the past decade. Audiobook sales in
the United States in 2019 totaled $1.2 billion, up 16 percent
from the previous year. In addition to the increase in sales,
Edison Research’s national survey of American audiobook
listeners ages eighteen and up found that the average number
of audiobooks listened to per year increased to 8.1 in 2020,
up from 6.8 in 2019.7"

About ten years ago, I gave Audible (an audiobook
subscription service; bit.ly/FreeAudibleLink) a try. As a busi-
ness owner, husband, and the father of three kids, I didn’t
have a ton of extra time to sit down and read books. Over the
next sixty days, while running, driving, or mowing the lawn, I
listened to a couple of audiobooks. I loved it so much I kept
my subscription. For a low monthly fee, to this day, I still
choose a new audiobook and listen to it each month. If I blow
through those audiobooks, I buy more credits.

[ listen to audiobooks because I want to redeem my time.
And I am not alone. Business guru Brian Tracy reveals what’s
possible in our daily drive time. The average person
commutes 12,000 to 25,000 miles per year, which works out
to between 500 and 1,000 hours per year.'’"® If you prefer
public transportation, the illustration still works.

You can become an expert in your field by simply
listening to educational audio programs as you ride from
place to place. Studies reveal that listening to audio programs
while commuting can equate to earning a doctorate-level

degree in your topic of focus.
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Tue Rovarries Abp Ur 1N MuLtipLE Ways

In addition to earning royalties on their audiobook sales,
authors can earn even more from Audible for sharing their
audiobooks with others. Most authors don’t realize that when
they put their book on Audible.com, they receive a bounty
link to share with friends, family members, clients, and
potential readers. When someone uses the bounty link to start
a subscription, that person gets a free audiobook. Addition-
ally, the author who shared the link receives a $70 “bounty”
for each new subscription over 60 days.

With that said, here are the links to my audiobooks. You
can listen to a sample of each one for free. Listen to the intro
and outro in my audiobooks, and you'll see how we lead
listeners back to free bonuses that integrate them into our
buyer’s journey. Many of these bonuses leverage email list-
building strategies and marketing funnel tactics. Listen and
you'll see what I mean.

Show Up Filled Up
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Day Job to Dream Job

Audiobook royalties add up quickly. If your books aren’t
on audio, you're missing a huge opportunity. Jump into the
audiobook world with a free trial subscription: bit.ly/
FreeAudibleLink. Once you listen to a few audiobooks, you'll
realize the incredible opportunity for increasing your influ-

ence, impact, and income.

Audible

Pro Tip

If youre not keen on reading your own audiobook, don't
worry. | wasn’t about to narrate my fiction book Elixir Project.
With all the characters, I would have had to do over two
dozen accents. No thank you! (No one would want to hear
me trying to do female voices.)

Instead, I hired an incredible narrator named Heather
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Masters. She’s an award-winning voice actress who made my
dystopian young adult thriller a riveting experience.

The bottom line is, you have options. Leverage the people
around you if you don’t want to do it yourself. Or reach out
to my publishing agency via the link or QR code below. We're
happy to help.

Igniting Souls Publishing Agency

PAvE THE WAY FOR SUCCESS

People prefer your book in the format of their choice.
Give them options—all the options: softcovers, hardcovers, e-
books, and audiobooks.

In the coming chapters, we'll explore how to leverage your

content in fourteen other streams of income.
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INCOME STREAMS 5-1

Take a deeper dive with your content.

Are you ready to cross the threshold into book-based income
streams? Its an exciting jump that will open up new worlds
for you.

In this chapter, welll look at ways you can use your
content to make an even greater difference in people’s lives

with ongoing programs, products, and services.

#5: SELF-STUDY COURSES CREATE PASSIVE IMPACT

When people read a book, they function as spectators. They
take a passive role and observe the content. It’s similar to an
audience watching a movie. They sit safely in their seats. They
enjoy what they’re seeing or reading, but that’s as far as the
interaction goes.

When you create a course based on your book, you invite
attendees to experience your content. They transition from
spectators to participants as they interact with your unique
content. They become part of the story by taking risks and
getting in on the action.
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Your self-study course creates space for them to reflect and

respond. It can be delivered in a variety of formats:

e A companion guidebook engages readers by
asking questions and encouraging them to write
out their answers.

e An online course allows participants to apply their
learning as they move week-by-week through your
content.

e Many courses include audio options or the ability
to log in via mobile phone from anywhere in the
world.

The Self-Study Income Stream allows you to enjoy passive
impact and passive income. In my book Day Job to Dream
Job, 1 define these terms.

Notice the difference:

e Passive Income Business = Income from a
venture in which an individual does not directly
participate.

e Passive Impact Business = Impact from a venture
in which an individual does not directly
participate.

I realized in 2010 that many readers wanted to experience
my books on a deeper level. As a result, my team and I
created online self-study courses for each of my books, even
for my fiction book! (More on that below.)

With a self-study book-based course, clients can access the
content 24/7. Best of all, you only need to create this content
once, and then you can experience more influence, impact,
and income for the rest of your life.

Feel free to take a peck at the websites below to see how

we laid out our courses. Each one is different because each
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book is different. Some courses are five modules long, and
others are thirty modules long.

Again, if you need any help with your own course, just
reach out. We are here to help.

S

Your Secret Name 