Thinking Like a Publisher: How to Get Your Book in Print

There is no point in writing a book that no one reads. That is why you as an author need to learn to think
like a publisher, whose whole career is built around getting people to buy and read the books they
publish. This session will talk about the changing face of publishing, both academic and general, self-
publishing and traditional publishing, in both Western and Majority World contexts, how to approach
the ‘right' publisher with a book proposal, what to watch out for in a publishing contract, the benefits
of editing and peer review, and the importance of marketing both yourself and your manuscript to the
intended readers.

Pieter Kwant is the director of Langham Literature and a literary agent, The Piquant Agency. He has
over 40 years’ experience in the Christian book trade covering distribution, international sales and
publishing. Since 2000 he has worked with Langham Partnership as their Literature Programme
Director. As he met with Majority World scholars and pastors he was challenged by the failures of the
‘from the west to the rest” model of book origination and distribution. Since then he has overseen and
managed six major regional one-volume Bible commentaries written by theologians from each region
in the world. He started imprints including HippoBooks (Africa), the Langham Global Library,

Langham Preaching Resources and Langham Monographs to give voice to writers from the Majority
World.

I.  The Changing Face of Publishing

A. Academic, General, Western, and Majority World markets

B. Self-publishing vs. traditional publishing

[l.  Finding the Right Publisher

A. Researching publishers

B. The role of agents

I1l.  Writing a Proposal

A. Essential elements of a book proposal

B. How a publisher reads a proposal

C. Peer review

IV.  Signing a publishing contract

A. What not to sign



B. What to carefully consider

C. Royalties, revenue, and advances

V.  Working with an Editor

A. The need for editing

B. Levels of editing (substantive, stylistic, copy, and proofreading)

C. Collaborative decision-making

VI.  Marketing

A. The publisher’s role

B. Your role

VII.  Conclusion



