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				FROM THE EDITOR
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			Welcome to the 100th edition of Writer’s Market, which is the best edition yet by doing what all editions strive to do: Provide you with the most up-to-date market listing information and helpful nuts-and-bolts articles on the business of writing.

			In this edition of Writer’s Market you’ll find a completely updated list of 20 literary agents actively seeking writers and their writing (“20 Literary Agents”) along with a completely updated freelance pay rate chart (“How Much Should I Charge?”). Plus, there’s helpful information on writing queries, finding funds for writers, blogging, and so much more.

			But most importantly, you’ll find thousands of updated listings for literary agents, consumer magazines, trade journals, book publishers, and contests! Whether you write fiction, nonfiction, or poetry, there should be plenty of markets available for your writing to find a home and for you to find payment.

			Through 100 editions, our goal has remained the same, because we know your goal has remained the same, even if the platforms, submission methods, trends, and fads have all evolved: It’s always been about getting published and getting paid for what you write. So let’s keep finding success with our writing together.

			Until next we meet, keep writing and marketing what you write.

			Robert Lee Brewer

			Senior Editor

			Writer’s Market

		
	
		
			
				HOW TO USE WRITER’S MARKET
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			Writer’s Market is here to help you decide where and how to submit your writing to appropriate markets. Each listing contains information about the editorial focus of the market, how it prefers material to be submitted, payment information, and other helpful tips.

			WHAT’S INSIDE?

			Since 1921, Writer’s Market has been giving you the information you need to knowledgeably approach a market. We’ve continued to develop improvements to help you access that information more efficiently.

			NAVIGATIONAL TOOLS. We’ve designed the pages of Writer’s Market with you, the writer, in mind. Within the pages you will find readable market listings and accessible charts and graphs. One such chart can be found in the ever-popular “How Much Should I Charge?” article.

			We’ve taken all of the updated information in this feature and put it into an easy-to-read-and-navigate chart, making it convenient for you to find the rates that accompany the freelance jobs you’re seeking.

			ICONS. There are a variety of icons that appear before each listing. A complete Key to Icons & Abbreviations appears below. Icons let you know whether a book publisher accepts only agented writers ([image: agented submissions only]), comparative pay rates for a magazine ([image: pays 0-9¢/word or $0-$150/article]-[image: pays $1/word or over $1,500/article]), and more.

			CONTACT NAMES, ROYALTY RATES, AND ADVANCES. In every section, we identify key contact people with the boldface word Contact to help you get your manuscript to the right person.

			EDITORS, PAY RATES, ROYALTIES, ADVANCES, AND PERCENTAGE OF MATERIAL WRITTEN BY FREELANCE WRITERS. For Book Publishers, royalty rates and advances are highlighted in boldface, as is other important information on the percentage of first-time writers and unagented writers the company publishes, the number of books published, and the number of manuscripts received each year. In the Consumer Magazines        and Trade Journals sections, we identify the amount (percentage) of material accepted from freelance writers, and the pay rates for features, columns and departments, and fillers in boldface to help you quickly identify the information you need to know when considering whether to submit your work.

			QUERY FORMATS. We asked editors how they prefer to receive queries and have indicated in the listings whether they prefer them by mail, e-mail, fax or phone. Be sure to check an editor’s individual preference before sending your query.

			ARTICLES. Writers who want to improve their submission techniques should read the articles in the Finding Work section. The Managing Work section is geared more toward post-acceptance topics, such as contract negotiation, organization, and self-promotion.

			
				KEY TO ICONS & ABBREVIATIONS

				[image: agented submissions only]: market accepts agented submissions only

				[image: no unsolicited submissions]: market does not accept unsolicited submissions

				[image: Canadian market]: Canadian market

				[image: market outside U.S./Canada]: market located outside of the U.S. and Canada

				[image: pays 0-9¢/word or $0-$150/article]: market pays 0-9¢/word or $0-$150/article

				[image: pays 10-49¢/word or $151-$750/article]: market pays 10-49¢/word or $151-$750/article

				[image: pays 50-99¢/word or $751-$1,500/article]: market pays 50-99¢/word or $751-$1,500/article

				[image: pays $1/word or over $1,500/article]: market pays $1/word or over $1,500/article

				[image: comment from editor]: comment from the editor of Writer’s Market

				[image: tip]: tips to break into a specific market

				MS, MSS: manuscript(s)

				B&W: black & white (photo)

				SASE: self-addressed, stamped envelope

				SAE: self-addressed envelope

				IRC: International Reply Coupon, for use when mailing to countries other than your own

			
			IF THIS BOOK IS NEW TO YOU . . .

			Look at the Contents pages to familiarize yourself with the arrangement of Writer’s Market. The three largest sections of the book are the market listings of Book Publishers, Consumer Magazines, and Trade Journals. You will also find other sections of market listings for Literary Agents and Contests & Awards. More opportunities can be found on the WritersMarket.com website.

			
				IMPORTANT LISTING INFORMATION

				
						
						Listings are based on editorial questionnaires and interviews. They are not advertisements; publishers do not pay for their listings. The markets are not endorsed by Writer’s Market editors. Writer’s Digest Books and its employees go to great effort to ascertain the validity of information in this book. However, transactions between users of the information and individuals and/or companies are strictly between those parties.

					

						
						All listings have been verified before publication of this book. If a listing has not changed from last year, then the editor said the market’s needs have not changed and the previous listing continues to accurately reflect its policies.

					

						
						Writer’s Market reserves the right to exclude any listing.

					

						
						When looking for a specific market, check the index. A market may not be listed for one of these reasons:

						
								
								It doesn’t solicit freelance material.

							

								
								It doesn’t pay for material.

							

								
								It has gone out of business.

							

								
								It has failed to verify or update its listing for this edition.

							

								
								It hasn’t answered Writer’s Market inquiries satisfactorily.

							

						


				

			
			Narrowing your search

			After you’ve identified the market categories that interest you, you can begin researching specific markets within each section.

			Consumer Magazines and Trade Journals are categorized by subject within their respective sections to make it easier for you to identify markets for your work.

			There is a subject index available for Book Publishers in the back of the book. It is broken into fiction and nonfiction categories and subcategories.

			Contests & Awards are categorized by genre of writing. If you want to find journalism contests, you would search the Journalism category; if you have an unpublished novel, check the Fiction category.

			Interpreting the markets

			Once you’ve identified companies or publications that cover the subjects in which you’re interested, you can begin evaluating specific listings to pinpoint the markets most receptive to your work and most beneficial to you.

			In evaluating individual listings, check the location of the company, the types of material it is interested in seeing, submission requirements, and rights and payment policies. Depending on your personal concerns, any of these items could be a deciding factor as you determine which markets you plan to approach. Many listings also include a reporting time.

			Whenever possible, obtain submission guidelines before submitting material. You can usually obtain guidelines by sending a SASE to the address in the listing or by checking online. Many of the listings contain instructions on how to obtain sample copies, catalogs, or market lists. The more research you do upfront, the better your chances of acceptance, publication, and payment.

		
	
		
			FINDING WORK

		
	
		
			
				BEFORE YOUR FIRST SALE
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			Everything in life has to start somewhere and that somewhere is always at the beginning. Stephen King, Stephenie Meyer, Jeff Kinney, Nora Roberts—they all had to start at the beginning. It would be great to say becoming a writer is as easy as waving a magic wand over your manuscript and “Poof!” you’re published, but that’s not how it happens. While there’s no one true “key” to becoming successful, a long, well-paid writing career can happen when you combine four elements:

			
					
					Good writing

				

					
					Knowledge of writing markets

				

					
					Professionalism

				

					
					Persistence

				

			

			Good writing is useless if you don’t know which markets will buy your work or how to pitch and sell your writing. If you aren’t professional and persistent in your contact with editors, your writing is just that—your writing. But if you are a writer who embraces the above four elements, you have a good chance at becoming a paid, published writer who will reap the benefits of a long and successful career.

			As you become more involved with writing, you may read articles or talk to editors and authors with conflicting opinions about the right way to submit your work. The truth is, there are many different routes a writer can follow to get published, but no matter which route you choose, the end is always the same—becoming a published writer.

			The following advice on submissions has worked for many writers, but it is by no means the be-all-end-all of proper submission guidelines. It’s very easy to get wrapped up in the specifics of submitting (Should I put my last name on every page of my manuscript?) and ignore the more important issues (Will this idea on ice fishing in Alaska be appropriate for a regional magazine in Seattle?). Don’t allow yourself to become so blinded by submission procedures that you forget common sense. If you use your common sense and develop professional, courteous relations with editors, you will eventually find your own submission style.

			DEVELOP YOUR IDEAS, THEN TARGET THE MARKETS

			Writers often think of an interesting story, complete the manuscript, and then begin the search for a suitable publisher or magazine. While this approach is common for fiction, poetry, and screenwriting, it reduces your chances of success in many nonfiction writing areas. Instead, choose categories that interest you and study those sections in Writer’s Market. Select several listings you consider good prospects for your type of writing. Sometimes the individual listings will even help you generate ideas.

			Next, make a list of the potential markets for each idea. Make the initial contact with markets using the method stated in the market listings. If you exhaust your list of possibilities, don’t give up. Instead, reevaluate the idea or try another angle. Continue developing ideas and approaching markets. Identify and rank potential markets for an idea and continue the process.

			As you submit to the various publications listed in Writer’s Market, it’s important to remember that every magazine is published with a particular audience and slant in mind. Probably the number one complaint we get from editors is the submissions they receive are completely wrong for their magazines or book line. The first mark of professionalism is to know your market well. Gaining that knowledge starts with Writer’s Market, but you should also do your own detective work. Search out back issues of the magazines you wish to write for, pick up recent issues at your local newsstand, or visit magazines’ websites—anything that will help you figure out what subjects specific magazines publish. This research is also helpful in learning what topics have been covered ad nauseum—the topics you should stay away from or approach in a fresh way. Magazines’ websites are invaluable as most post the current issue of the magazine, as well as back issues, and most offer writer’s guidelines.

			The same advice is true for submitting to book publishers. Research publisher websites for their submission guidelines, recently published titles, and their backlist. You can use this information to target your book proposal in a way that fits with a publisher’s other titles while not directly competing for sales.

			Prepare for rejection and the sometimes lengthy wait. When a submission is returned, check your file folder of potential markets for that idea. Cross off the market that rejected the idea. If the editor has given you suggestions or reasons why the manuscript was not accepted, you might want to incorporate these suggestions when revising your manuscript.

			After revising your manuscript mail it to the next market on your list.

			Take rejection with a grain of salt

			Rejection is a way of life in the publishing world. It’s inevitable in a business that deals with such an overwhelming number of applicants for such a limited number of positions. Anyone who has published has lived through many rejections, and writers with thin skin are at a distinct disadvantage. A rejection letter is not a personal attack. It simply indicates your submission is not appropriate for that market. Writers who let rejection dissuade them from pursuing their dream or who react to an editor’s “No” with indignation or fury do themselves a disservice. Writers who let rejection stop them do not get published. Resign yourself to facing rejection now. You will live through it, and you’ll eventually overcome it.

			QUERY AND COVER LETTERS

			A query letter is a brief, one-page letter used as a tool to hook an editor and get him interested in your idea. When you send a query letter to a magazine, you are trying to get an editor to buy your idea or article. When you query a book publisher, you are attempting to get an editor interested enough in your idea to request your book proposal or your entire manuscript. (Note: Some book editors prefer to receive book proposals on first contact. Check individual listings for which method editors prefer.)

			Here are some basic guidelines to help you create a query that’s polished and well-organized. For more tips see “Query Letter Clinic” article.

			
					
					LIMIT IT TO ONE PAGE, SINGLE-SPACED, and address the editor by name (Mr. or Ms. and the surname). Note: Do not assume that a person is a Mr. or Ms. unless it is obvious from the name listed. For example, if you are contacting a D.J. Smith, do not assume that D.J. should be preceded by Mr. or Ms. Instead, address the letter to D.J. Smith.

				

					
					GRAB THE EDITOR’S ATTENTION WITH A STRONG OPENING. Some magazine queries, for example, begin with a paragraph meant to approximate the lead of the intended article.

				

					
					INDICATE HOW YOU INTEND TO DEVELOP THE ARTICLE OR BOOK. Give the editor some idea of the work’s structure and content.

				

					
					LET THE EDITOR KNOW IF YOU HAVE PHOTOS or illustrations available to accompany your magazine article.

				

					
					MENTION ANY EXPERTISE OR TRAINING THAT QUALIFIES YOU to write the article or book. If you’ve been published before, mention it; if not, don’t.

				

					
					END WITH A DIRECT REQUEST TO WRITE THE ARTICLE. Or, if you’re pitching a book, ask for the go-ahead to send in a full proposal or the entire manuscript. Give the editor an idea of the expected length and delivery date of your manuscript.

				

			

			A common question that arises is: If I don’t hear from an editor in the reported response time, how do I know when I can safely send the query to another market? Many writers find it helpful to indicate in their queries that if they don’t receive a response from the editor (slightly after the listed reporting time), they will assume the editor is not interested. It’s best to take this approach, particularly if your topic is timely.

			A brief, single-spaced cover letter is helpful when sending a manuscript as it helps personalize the submission. However, if you have previously queried the editor, use the cover letter to politely and briefly remind the editor of that query—when it was sent, what it contained, etc. “Here is the piece on low-fat cooking that I queried you about on December 12. I look forward to hearing from you at your earliest convenience.” Do not use the cover letter as a sales pitch.

			If you are submitting to a market that accepts unsolicited manuscripts, a cover letter is useful because it personalizes your submission. You can, and should, include information about the manuscript, yourself, your publishing history, and your qualifications.


			In addition to tips on writing queries, the “Query Letter Clinic” article offers eight example query letters, some that work and some that don’t, as well as comments on why the letters were either successful or failed to garner an assignment or contract.


			Querying for fiction

			Fiction is sometimes queried, but more often editors prefer receiving material. Many fiction editors won’t decide on a submission until they have seen the complete manuscript. When submitting a fiction book idea, most editors prefer to see at least a synopsis and sample chapters (usually the first three). For fiction published in magazines, most editors want to see the complete short story manuscript. If an editor does request a query for fiction, it should include a description of the main theme and story line, including the conflict and resolution. Take a look at individual listings to see what editors prefer to receive.

			THE SYNOPSIS

			Most fiction books are sold by a complete manuscript, but most editors and agents don’t have the time to read a complete manuscript of every wannabe writer. As a result, publishing decision-makers use the synopsis and sample chapters to help the screening process of fiction. The synopsis, on its most basic level, communicates what the book is about.

			The length and depth of a synopsis can change from agent to agent or publisher to publisher. Some will want a synopsis that is one to two single-spaced pages; others will want a synopsis that can run up to 25 double-spaced pages. Checking your listings in Writer’s Market, as well as double-checking with the listing’s website, will help guide you in this respect.

			The content should cover all the essential points of the novel from beginning to end and in the correct order. The essential points include main characters, main plot points, and, yes, the ending. Of course, your essential points will vary from the editor who wants a one-page synopsis to the editor who wants a 25-page synopsis.

			NONFICTION PROPOSALS

			Most nonfiction books are sold by a book proposal—a package of materials that details what your book is about, who its intended audience is, and how you intend to write the book. It includes some combination of a cover or query letter, an overview, an outline, author’s information sheet, and sample chapters. Editors also want to see information about the audience for your book and about titles that compete with your proposed book.

			Submitting nonfiction proposals

			A proposal package should include the following items:

			
					
					A COVER OR QUERY LETTER. This letter should be a short introduction to the material you include in the proposal.

				

					
					AN OVERVIEW. This is a brief summary of your book. It should detail your book’s subject and give an idea of how that subject will be developed.

				

					
					AN OUTLINE. The outline covers your book chapter by chapter and should include all major points covered in each chapter. Some outlines are done in traditional outline form, but most are written in paragraph form.

				

					
					AN AUTHOR’S INFORMATION SHEET. This information should acquaint the editor with your writing background and convince her of your qualifications regarding the subject of your book.

				

					
					SAMPLE CHAPTERS. Many editors like to see sample chapters, especially for a first book. Sample chapters show the editor how you write and develop ideas from your outline.

				

					
					MARKETING INFORMATION. Facts about how and to whom your book can be successfully marketed are now expected to accompany every book proposal. If you can provide information about the audience for your book and suggest ways the book publisher can reach those people, you will increase your chances of acceptance.

				

					
					COMPETITIVE TITLE ANALYSIS. Check the Subject Guide to Books in Print for other titles on your topic. Write a one- or two-sentence synopsis of each. Point out how your book differs and improves upon existing topics.

				

			

			For more information on nonfiction book proposals, read Michael Larsen’s How to Write a Book Proposal (Writer’s Digest Books).

			A WORD ABOUT AGENTS

			An agent represents a writer’s work to publishers, negotiates contracts, follows up to see that contracts are fulfilled, and generally handles a writer’s business affairs, leaving the writer free to write. Effective agents are valued for their contacts in the publishing industry, their knowledge about who to approach with certain ideas, their ability to guide an author’s career, and their business sense.

			While most book publishers listed in Writer’s Market publish books by unagented writers, some of the larger houses are reluctant to consider submissions that have not reached them through a literary agent. Companies with such a policy are noted by an ([image: agented submissions only]) icon at the beginning of the listing, as well as in the submission information within the listing.

			Writer’s Market includes a list of literary agents who are all members of the Association of Authors’ Representatives and who are also actively seeking new and established writers.

			MANUSCRIPT FORMAT

			You can increase your chances of publication by following a few standard guidelines regarding the physical format of your manuscript. It should be your goal to make your manuscript readable. Follow these suggestions as you would any other suggestions: Use what works for you and discard what doesn’t.

			In general, when submitting a manuscript by mail, you should use white, 8½×11, 20 lb. paper, and you should also choose a legible, professional looking font (i.e., Times New Roman)—no all-italic or artsy fonts. Your entire manuscript should be double-spaced with a 1½-inch margin on all sides of the page whether it’s submitted by mail or digitally via e-mail or online submission form.

			ESTIMATING WORD COUNT

			All computers provide you with a word count of your manuscript. Your editor will count again after editing the manuscript. Although your computer is counting characters, an editor or production editor is more concerned about the amount of space the text will occupy on a page. Several small headlines or subheads, for instance, will be counted the same by your computer as any other word of text. However, headlines and subheads usually employ a different font size than the body text, so an editor may count them differently to be sure enough space has been estimated for larger type.

			SUBMITTING IMAGES

			In some cases, the availability of high quality images can be the deciding factor as to whether an editor will accept your submission. This is especially true when querying a publication that relies heavily on photographs, illustrations, or artwork to enhance the article (e.g., craft magazines, hobby magazines, etc.). In some instances, the publication may offer additional payment for such images.

			Check the individual listings to find out which magazines review photographs and what their submission guidelines are. Most publications prefer you do not send images with your submission. However, if photographs or illustrations are available, you should indicate that in your query.

			MAILING SUBMISSIONS

			Mailing submissions by post has become the exception instead of the rule. That said, there are a few rules of thumb you should keep in mind if submitting this way. First, be sure to include a self-addressed, stamped envelope (SASE) with sufficient return postage. The website for the U.S. Postal Service (www.usps.com) has postage calculators if you are unsure how much postage to affix.

			A book manuscript should be mailed in a sturdy, well-wrapped box. Enclose a self-addressed mailing label and paper clip your return postage to the label. However, be aware that some book publishers do not return unsolicited manuscripts, so make sure you know the practice of the publisher before sending any unsolicited material.

			Even with a SASE, be sure to include your e-mail address with your submission, since a new editor may prefer to respond this way. Also, don’t send by Certified Mail.

		
	
		
			MANUSCRIPT FORMATTING SAMPLE

			1 Your Name

			Your Street Address

			City State ZIP Code

			Day and Evening Phone Numbers

			E-mail Address

			Website (if applicable)

			2

			50,000 Words 3

			TITLE

			by

			4 Your Name

			5 You can increase your chances of publication by following a few standard guidelines regarding the physical format of your article or manuscript. It should be your goal to make your manuscript readable. Use these suggestions as you would any other suggestions: Use what works for you and discard what doesn’t.

			In general, when submitting a manuscript, you should use white, 8½×11, 20-lb. bond paper, and you should also choose a legible, professional-looking font (i.e., Times New Roman)—no all-italic or artsy fonts. Your entire manuscript should be double-spaced with a 1½-inch margin on all sides of the page. Once you are ready to print your article or manuscript, you should print either on a laser printer or an ink-jet printer.

			Remember, articles should be written after you send a one-page query letter to an editor, and the editor then asks you to write the article. If, however, you are sending an article “on spec” to an editor, you should send both a query letter and the complete article.

			Fiction and poetry are a little different from nonfiction articles, in that it is rarely queried. More often than not, poetry and fiction editors want to review the complete manuscript before making a final decision.

			1 Type your real name (even if you use a pseudonym) and contact information 2        Double-space twice 3 Estimated word count 4 Type your title in capital letters, double-space and type “by,” double-space again, and type your name (or pseudonym if you’re using one) 5 Double-space twice, then indent first paragraph and start text of your manuscript 6 On subsequent pages, type your name, a dash, and the page number in the upper left or right corner

		
	
		
			
				QUERY LETTER CLINIC
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			Many great writers ask year after year, “Why is it so hard to get published?” In many cases, these writers have spent years developing their craft. They submit to the appropriate markets, yet rejection is always the end result. The culprit? A weak query letter.

			The query letter is often the most important piece of the publishing puzzle. In many cases, it determines whether editors or agents will even read your manuscript. A good query makes a good first impression; a bad query earns a swift rejection.

			ELEMENTS OF A QUERY

			A query letter should sell editors or agents on your idea or convince them to request your finished manuscript. The most effective query letters get into the specifics from the very first line. It’s important to remember that the query is a call to action, not a listing of features and benefits.

			In addition to selling your idea or manuscript, a query can include information on the availability of photographs or artwork. You can include a working title and projected word count. Depending on the piece, you might also mention whether a sidebar might be appropriate and the type of research you plan to conduct. If appropriate, include a tentative deadline and indicate whether the query is being simultaneously submitted.

			Biographical information should be included as well, but don’t overdo it unless your background actually helps sell the article or proves that you’re the only person who could write your proposed piece.

			THINGS TO AVOID IN QUERY

			The query is not a place to discuss pay rates. This step comes after an editor has agreed to take on your article or book. Besides making an unprofessional impression, it can also work to your disadvantage in negotiating your fee. If you ask too much, an editor may not even contact you to see if a lower rate works. If you ask for too little, you may start an editorial relationship where you make less than the normal rate.

			You should also avoid rookie mistakes, such as mentioning your work is copyrighted or including the copyright symbol on your work. While you want to make it clear that you’ve researched the market, avoid using flattery as a technique for selling your work. It often has the opposite effect of what you intend. In addition, don’t hint that you can rewrite the piece, as this only leads the editor to think there will be a lot of work involved in shaping up your writing.

			Also, never admit several other editors or agents have rejected the query. Always treat your new audience as if they are the first place on your list.

			HOW TO FORMAT A QUERY

			It’s OK to break writing rules in a short story or article, but you should follow the rules when it comes to crafting an effective query. Here are guidelines for query writing.

			
					
					Use a normal font and typeface, such as Courier and 10- or 12-point type.

				

					
					Include your name, address, phone number, e-mail address, and website.

				

					
					Use one-inch margin on paper queries.

				

					
					Address a specific editor or agent. (Note: It’s wise to double-check contact names online or by calling.)

				

					
					Limit query to one single-spaced page.

				

					
					Include self-addressed, stamped envelope or postcard for response with post submissions.

				

			

			HOW TO FOLLOW UP

			Accidents do happen. Queries may not reach your intended reader. Staff changes or interoffice mail snafus may end up with your query letter thrown away. Or the editor may have set your query off to the side for further consideration and forgotten it. Whatever the case may be, there are some basic guidelines you should use for your follow-up communication.

			Most importantly, wait until the reported response time, as indicated in Writer’s Market or their submission guidelines, has elapsed before contacting an editor or agent. Then, you should send a short and polite e-mail describing the original query sent, the date it was sent, and asking if they received it or made a decision regarding its fate.

			The importance of remaining polite and businesslike when following up cannot be stressed enough. Making a bad impression on an editor can often have a ripple effect—as that editor may share his or her bad experience with other editors at the magazine or publishing company. Also, don’t call.

			HOW THE CLINIC WORKS

			As mentioned earlier, the query letter is the most important weapon for getting an assignment or a request for your full manuscript. Published writers know how to craft a well-written, hard-hitting query. What follows are eight queries: four are strong; four are not. Detailed comments show what worked and what did not. As you’ll see, there is no cut-and-dried “good” query format; every strong query works on its own merit.

		
	
		
			GOOD NONFICTION MAGAZINE QUERY

			
				Jimmy Boaz, editor

				American Organic Farmer’s Digest

				8336 Old Dirt Road

				Macon GA 00000

				Dear Mr. Boaz, 1

				There are 87 varieties of organic crops grown in the United States, but there’s only one farm producing 12 of these—Morganic Corporation. 2

				Located in the heart of Arkansas, this company spent the past decade providing great organic crops at a competitive price helping them grow into the ninth leading organic farming operation in the country. Along the way, they developed the most unique organic offering in North America.

				As a seasoned writer with access to Richard Banks, the founder and president of Morganic, I propose writing a profile piece on Banks for your Organic Shakers department. After years of reading this riveting column, I believe the time has come to cover Morganic’s rise in the organic farming industry. 3

				This piece would run in the normal 800-1,200 word range with photographs available of Banks and Morganic’s operation.

				I’ve been published in Arkansas Farmer’s Deluxe, Organic Farming Today, and in several newspapers. 4

				Thank you for your consideration of this article. I hope to hear from you soon.

				Sincerely,

				Jackie Service

				34 Good St.

				Little Rock AR 00000

				jackie.service9867@email.com

			 
				1 My name is only available on our magazine’s website and on the masthead. This writer has done her research. 2          Here’s a story that hasn’t been pitched before. I didn’t know Morganic was so unique in the market. I want to know more. 3 The writer has access to her interview subject, and she displays knowledge of the magazine by pointing out the correct section in which her piece would run. 4 While I probably would’ve assigned this article based on the idea alone, her past credits do help solidify my decision.

			 
	
		
			BAD NONFICTION MAGAZINE QUERY

			
				Dear Gentlemen, 1

				I’d like to write the next great article you’ll ever publish. My writing credits include amazing pieces I’ve done for local and community newspapers and for my college English classes. I’ve been writing for years and years. 2

				Your magazine may not be a big one like Rolling Stone or Sports Illustrated, but I’m willing to write an interview for you anyway. I know you need material, and I need money. (Don’t worry. I won’t charge you too much.) 3

				Just give me some people to interview, and I’ll do the best job you’ve ever read. It will be amazing, and I can rewrite the piece for you if you don’t agree. I’m willing to rewrite 20 times if needed. 4

				You better hurry up and assign me an article though, because I’ve sent out letters to lots of other magazines, and I’m sure to be filled up to capacity very soon. 5

				Later gents,

				Carl Bighead

				76 Bad Query Lane

				Big City NY 00000

			 
				1 This is sexist, and it doesn’t address any contact specifically. 2          An over-the-top claim by a writer who does not impress me with his publishing background. 3 Insults the magazine and then reassures me he won’t charge too much? 4 While I do assign material from time to time, I prefer writers pitch me their own ideas after studying the magazine. 5          I’m sure people aren’t going to be knocking down his door anytime soon.

			 
	
		
			GOOD FICTION MAGAZINE QUERY

			
				Marcus West

				88 Piano Drive

				Lexington KY 00000

				August 8, 2021 1

				Jeanette Curic, editor

				Wonder Stories

				45 Noodle Street

				Portland OR 00000

				Dear Ms. Curic,

				Please consider the following 1,200-word story, “Turning to the Melon,” a quirky coming-of-age story with a little magical realism thrown in the mix. 2

				After reading Wonder Stories for years, I think I’ve finally written something that would fit with your audience. My previous short story credits include Stunned Fiction Quarterly and Faulty Mindbomb. 3

				Thank you in advance for considering “Turning to Melon.”

				Sincerely,

				Marcus West

				(123) 456-7890

				marcusw87452@email.com

				Encl: Manuscript and SASE 4

			 
				1 Follows the format we established in our guidelines. Being able to follow directions is more important than many writers realize. 2 Story is in our word count, and the description sounds like the type of story we would consider publishing. 3          It’s flattering to know he reads our magazine. While it won’t guarantee publication, it does make me a little more hopeful that the story I’m reading will be a good fit. Also, good to know he’s been published before. 4 I can figure it out, but it’s nice to know what other materials were included in the envelope. This letter is not flashy, but it gives me the basics and puts me in the right frame of mind to read the actual story.

			 
	
		
			BAD FICTION MAGAZINE QUERY

			
				To: curic@wonderstories808.com 1

				Subject: A Towering Epic Fantasy

				Hello there. 2

				I’ve written a great fantasy epic novel short story of about 25,000 words that may be included in your magazine if you so desire. 3

				More than 20 years, I’ve spent chained to my desk in a basement writing out the greatest story of our modern time. And it can be yours if you so desire to have it. 4

				Just say the word, and I’ll ship it over to you. We can talk money and movie rights after your acceptance. I have big plans for this story, and you can be part of that success. 5

				Yours forever (if you so desire), 6

				Harold

				(or Harry for friends)

			 
				1 We do not consider e-mail queries or submissions. 2 This is a little too informal. 3 First off, what did he write? An epic novel or short story? Second, 25,000 words is way over our 1,500-word max. 4 I’m lost for words. 5 Money and movie rights? We pay moderate rates and definitely don’t get involved in movies. 6 I’m sure the writer was just trying to be nice, but this is a little bizarre and kind of creepy. I do not so desire more contact with “Harry.”

			 
	
		
			GOOD NONFICTION BOOK QUERY

			
				To: corey@bigbookspublishing.com

				Subject: Query: Become a Better Parent in 30 Days 1

				Dear Mr. Corey,

				2 As a parent of six and a high school teacher for more than 20 years, I know first hand that being a parent is difficult work. Even harder is being a good parent. My proposed title, 3 Taking Care of Yourself and Your Kids: A 30-day Program to Become a Better Parent While Still Living Your Life, would show how to handle real-life situations and still be a good parent.

				This book has been years in the making, as it follows the outline I’ve used successfully in my summer seminars I give on the topic to thousands of parents every year. It really works, because past participants contact me constantly to let me know what a difference my classes have made in their lives. 4

				In addition to marketing and selling Taking Care of Yourself and Your Kids at my summer seminars, I would also be able to sell it through my website and promote it through my weekly e-newsletter with over 25,000 subscribers. Of course, it would also make a very nice trade title that I think would sell well in bookstores and possibly retail outlets, such as Wal-Mart and Target. 5

				Please contact me for a copy of my full book proposal today. 6

				Thank you for your consideration.

				Marilyn Parent

				8647 Query St.

				Norman OK 00000

				mparent8647@email.com

				www.marilynsbetterparents.com

			 
				1 Effective subject line. Lets me know exactly what to expect when I open the e-mail. 2          Good lead. Six kids and teaches high school. I already trust her as an expert. 3 Nice title that would fit well with others we currently offer. 4 Her platform as a speaker definitely gets my attention. 5 25,000 e-mail subscribers? She must have a very good voice to gather that many readers. 6 I was interested after the first paragraph, but every paragraph after made it impossible to not request her proposal.

			 
	
		
			BAD NONFICTION BOOK QUERY

			
				To: info@bigbookspublishing.com

				Subject: a question for you 1

				I really liked this book by Mega Book Publishers called Build Better Trains in Your Own Backyard. It was a great book that covered all the basics of model train building. My father and I would read from it together and assemble all the pieces, and it was magical like Christmas all through the year. Why wouldn’t you want to publish such a book? 2

				Well, here it is. I’ve already copyrighted the material for 2006 and can help you promote it if you want to send me on a worldwide book tour. As you can see from my attached digital photo, I’m not the prettiest person, but I am passionate. 3

				There are at least 1,000 model train builders in the United States alone, and there might be even more than that. I haven’t done enough research yet, because I don’t know if this is an idea that appeals to you. If you give me maybe $500, I could do that research in a day and get back to you on it. 4

				Anyway, this idea is a good one that brings back lots of memories for me.

				Jacob 5

			 
				1 The subject line is so vague I almost deleted this e-mail as spam without even opening it. 2          The reason we don’t publish such a book is easy—we don’t do hobby titles. 3 I’m not going to open an attachment from an unknown sender via e-mail. Also, copyrighting your work years before pitching is the sign of an amateur. 4 1,000 possible buyers is a small market, and I’m not going to pay a writer to do research on a proposal. 5 Not even a last name? Or contact information? At least I won’t feel guilty for not responding.

			 
	
		
			GOOD FICTION BOOK QUERY

			
				Jeremy Mansfield, editor

				Novels R Us Publishing

				8787 Big Time Street

				New York NY 00000

				Dear Mr. Mansfield,

				My 62,000-word novel, The Cat Walk, is a psychologically complex thriller in the same mold as James Patterson’s Alex Cross novels, but with a touch of the supernatural a la Stephenie Meyer. 1

				Rebecca Frank is at the top of the modeling world, posing for magazines in exotic locales all over the world and living life to its fullest. Despite all her success, she feels something is missing in her life. Then she runs into Marcus Hunt, a wealthy bachelor with cold blue eyes and an ambiguous past.

				Within 24 hours of meeting Marcus, Rebecca’s understanding of the world turns upside down, and she finds herself fighting for her life and the love of a man who may not have the ability to return her the favor.

				Filled with demons, serial killers, trolls, maniacal clowns, and more, The Cat Walk follows Rebecca through a gauntlet of trouble and turmoil, leading up to a final climactic realization that may lead to her own unraveling. 2

				The Cat Walk should fit in well with your other titles, such as Bone Dead and Carry Me Home, though it is a unique story. Your website mentioned supernatural suspense as a current interest, so I hope this is a good match. 3

				My short fiction has appeared in many mystery magazines, including a prize-winning story in The Mysterious Oregon Quarterly. This novel is the first in a series that I’m working on (already half-way through the second). 4

				As stated in your guidelines, I’ve included the first 30 pages. Thank you for considering The Cat Walk.

				Sincerely,

				Merry Plentiful

				54 Willow Road

				East Lansing MI 00000

				merry865423@email.com

			 
				1 Novel is correct length and has the suspense and supernatural elements we’re seeking. 2          The quick summary sounds like something we would write on the back cover of our paperbacks. That’s a good thing, because it identifies the triggers that draw a response out of our readers. 3          She mentions similar titles we’ve done and that she’s done research on our website. She’s not afraid to put in a little extra effort. 4 At the moment, I’m not terribly concerned that this book could become a series, but it is something good to file away in the back of my mind for future use.

			 
	
		
			BAD FICTION BOOK QUERY

			
				Jeremy Mansfield

				Novels R Us Publishing

				8787 Big Time Street

				New York NY 00000

				Dear Editor,

				My novel has an amazing twist ending that could make it a worldwide phenomenon overnight while you are sleeping. It has spectacular special effects that will probably lead to a multi-million-dollar movie deal that will also spawn action figures, lunch boxes, and several other crazy subsidiary rights. I mean, we’re talking big-time money here. 1

				I’m not going to share the twist until I have a signed contract that authorizes me to a big bank account, because I don’t want to have my idea stolen and used to promote whatever new initiative “The Man” has in mind for media nowadays. Let it be known that you will be rewarded handsomely for taking a chance on me. 2

				Did you know that George Lucas once took a chance on an actor named Harrison Ford by casting him as Han Solo in Star Wars? Look at how that panned out. Ford went on to become a big actor in the Indiana Jones series, The Fugitive, Blade Runner, and more. It’s obvious that you taking a risk on me could play out in the same dramatic way. 3

				I realize that you’ve got to make money, and guess what? I want to make money too. So we’re on the same page, you and I. We both want to make money, and we’ll stop at nothing to do so.

				If you want me to start work on this amazing novel with an incredible twist ending, just send a one-page contract agreeing to pay me a lot of money if we hit it big. No other obligations will apply. If it’s a bust, I won’t sue you for millions. 4

				Sincerely,

				Kenzel Pain

				92 Bad Writer Road

				Austin TX 00000

			 
				1 While I love to hear enthusiasm from a writer about his or her work, this kind of unchecked excitement is worrisome for an editor. 2 I need to know the twist to make a decision on whether to accept the manuscript. Plus, I’m troubled by the paranoia and emphasis on making a lot of money. 3 I’m confused. Does he think he’s Harrison Ford? 4 So that’s the twist: He hasn’t even written the novel yet. There’s no way I’m going to offer a contract for a novel that hasn’t been written by someone with no experience or idea of how the publishing industry works.

			 
	
		
			
				WRITE BETTER QUERIES AND SELL MORE ARTICLES

				
					by Krissy Brady
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			The steps to scoring a byline in your favorite publication are straightforward enough: Come up with a mind-blowing article idea for your target market. Write an attention-grabbing query letter. Submit it to the appropriate editor. Rinse. Repeat. But there’s one aspect of the pitching process new writers tend to ignore that could spell disaster for them down the line.

			Once you’ve got the nuts-and-bolts of query writing on lockdown, your primary goal as a writer needs to shift from learning how to write quality pitches to learning how to write them more efficiently. As assignments start rolling in (and they will), you’ll inevitably have less time to dedicate to pitches—and the last thing you want is your income stream slowing to a trickle.

			By making the following tiny changes now, you’ll not only avoid the whole assignments vs. pitches tug-of-war as your portfolio grows, but churn out top notch query letters in a fraction of the time. (This is not a drill.)

			1. ESTABLISH YOUR EXACT MISSION

			Make sure the focus of your primary writing goal is laser sharp. Don’t just decide the category of magazine you want to write for: Pinpoint your exact target demographic within that category, the exact magazines that cater to that demographic, and the exact section you want to break into. Focus your attention on the bullseye, not the entire dartboard. It will make the process of breaking in much less overwhelming—and once you’ve built a solid relationship with the editor of one department, you’ll have an automatic referral once you’re ready to branch out into others.

			2. KEEP TABS ON YOUR MARKETS

			Know your markets better than you know yourself. Keep files on each market you’d like to write for, and track everything you learn about them along the way. Include submission guidelines (which you score by signing up for a Mediabistro.com premium membership), the name of the section you want to break into, as well as the name and e-mail address of the editor who runs that department. If they also accept pitches for their website, add their web editor’s info to your roster as well.

			For unlimited access to your target markets (not to mention years worth of back issues!), sign up for a Texture.com account. Keep track of the articles that are being published in your section: List each headline and sub-headline in your file, along with a brief description of how each article was packaged (feature with sidebars, list post, as told to, etc.). As each new issue launches, update your file. Finally, visit their website on a daily or weekly basis and track what they’re publishing online.


			Sure, it’s a little cyber-stalkerish, but studying your markets on a regular basis takes the guesswork out of what to pitch, who to pitch to, and how to package your ideas, putting you miles ahead of the competition. Over time, your files will become a treasure trove of information that other writers would hand over a kidney for.

			3. FIND THE DIAMONDS IN THE ROUGH

			While it’s important to subscribe to sites like ScienceDaily and EurekAlert! for the latest news on studies and scientific breakthroughs, they’re not the best places for new writers to find interesting stories—especially if you don’t already have a relationship with the editor you’re pitching the story to. More often than not, a staff writer or regular contributor will have written the story before you’ve so much as decided on a lede.

			Instead, visit sites like Google Scholar (scholar.google.com), PubMed (www.ncbi.nlm.nih.gov/pubmed), and ScienceDirect (www.sciencedirect.com). Search for interesting studies that haven’t hit the mainstream using keywords that best describe the topics you’re most interested in writing about. Best of all, all three sites let you create alerts based on your fave keywords, so you can have the latest studies sent directly to your inbox on a daily or weekly basis. Not sure if a study is worth writing about? Grab a copy of Basics for Evaluating Medical Research Studies: A Simplified Approach by Sheri Ann Strite and Michael E. Stuart, M.D. (Delfini Group, 2013) to help you wade through the medical jargon.

			4. LET THE INFORMATION COME TO YOU

			Set up an e-mail address specifically for subscribing to scholarly journals, press release websites, and newsletters by the top experts in your field. Each time you read a new article in your niche, look into the studies that were mentioned, where they were published, and subscribe to notifications from those journals. Add the experts that were quoted to your contact list for future reference, and follow them on social media. If applicable, introduce yourself to the PR people who represent these experts and let them know you’d like to be kept in the loop on interesting developments. Use digital doo-dads like Flipboard (flipboard.com) and Nuzzel (nuzzel.com) to streamline your news hunting experience. Instead of scouring the internet for new material (which almost always leads to hours of unnecessary Facebook and IMDB creeping), all you’ll have to do is check your e-mail and voila—so many ideas, so little time.

			5. PITCH LESS

			No, but seriously. Focus on the quality of your pitches, not on how fast you can send them out. Once the process of building a solid query is second nature to you, the speed at which you write them will increase naturally. In the meantime, think each of your ideas through from head(line) to toe, and thoughtfully decide which markets you’re going to submit them to. I now send one-quarter of the pitches that I used to, but receive (way) more acceptances than rejections—which is the only statistic that matters.

			6. BE A PERSONAL PROFESSIONAL

			Ditch the business speak and write your pitches like you’re writing an e-mail to a friend. Allow the editor to hear your voice as they read your words. I’ve built an entire writing career using my emotional baggage as bait, and you can too. Define what makes you quirky, and run with it.

			7. HONE YOUR PACKAGING SKILLS

			Once you’ve worked with the same editor a few times, you don’t have to be as formal with your query letters since they already know you’ve got the goods. But your pitches still need to pack a punch, and this is where the art of packaging comes in handy. Each time you come up with a new idea, search articles that have been written on the topic in the past and brainstorm ways to package your idea to make it stand out. Consistently putting this habit into practice means the next time a breaking story hits your radar, you’ll be able to send your editor an insta-packaged idea that just might lead to an insta-assignment.

			8. DON’T LET ANYTHING SLIP THROUGH THE CRACKS

			Eventually, you’re not only going to have multiple assignments on the go at various stages of completion, but multiple pitches circulating that will need to be followed up on at specific times. Use a program or app like Story Tracker (andrewnicolle.com) to remind yourself of when to touch base with an editor—and when to send your pitch elsewhere.

			9. DEVELOP BACKUP ANGLES AND PITCHES

			Like you, I was told the odds are slim-to-none that two editors will show interest in the same pitch. And then it happened. Twice. In a row. Naturally, I wasn’t prepared, and didn’t know whether to do a happy dance or throw up. Save yourself the panic attack by developing 1-2 backup angles for each pitch that can be offered to the second editor if they work for a noncompeting market, and a backup pitch that’s of equal or higher value if they work for a direct competitor.

			10. CREATE YOUR OWN LEARNING EXPERIENCE

			Typically, editors only respond to the ideas they’re interested in publishing, which means it’s on you to determine why your rejected queries were . . . well, rejected. We’ve all sent out pitches that were slightly off or “almost” worthy of a sale, and it’s important to take stock of what went wrong to refine your process. Compare them to pitches you’ve nailed in the past, and you’ll find the answers are right in front of you: Maybe your intro wasn’t catchy enough or your angle was too vague. Maybe your headline was a snore or you sent the pitch from a place of impatience instead of finality. You don’t need an editor to write back and confirm your suspicions, because deep down you already know what you need to improve on.

			11. PITCH FOR THE RIGHT REASONS

			Pitch stories you’re drawn to and have a legit interest in covering; don’t just pitch an idea because you think it’ll sell. If you come across a study that’d make an excellent front-of-book piece for your target market du jour, but you find the subject matter blasé, your query will reflect that. Editors can tell the difference between your heart calling the shots—and your empty wallet.

			KRISSY BRADY is so out of shape, it’s like she has the innards of an 80-year-old—so naturally, she became a women’s health + wellness writer. Since turning her emotional baggage into a writing career, she’s been published in magazines like Cosmopolitan and Women’s Health, as well as on websites like Prevention.com and Shape.com. You can follow her shenanigans at writtenbykrissy.com (you know, if you want).

		
	
		
			
				I’M A WRITER WHO HATES PITCHING

				Help!

				
					by Alison Hill
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			Hi, I’m Alison and I’m a writer who hates pitching. If there was a 12-step program for freelancers with an aversion to querying editors, I’d be the first to sign up.

			I’ve produced and hosted TV shows, talked on live radio, filmed US presidents, interviewed celebrities, and once even went undercover with an alleged cult, all without batting an eye. Yet the prospect of writing a pitch fills me with dread. 

			I generate ideas, formulate an angle, then write a rambling, wordy piece, get off track, rewrite it, decide it sucks, have to stop and meet my daughter off the school bus, then give up for the day. This is a continuous cycle evidenced by all the abandoned, half-written pitches cluttering my desktop.

			Sometimes I successfully complete a query and actually hit send, receiving $1/word assignments. So I can do this! The question is—why don’t I do it more often?

			Writers are a complicated bunch, riddled with self-doubt one moment, filled with passion the next. We procrastinate, make excuses and complain. Forget the silent bearded muse in the corner, what I need is a mom figure yelling: “Sit down and write that darn pitch. I want your butt in that chair in 1, 2 . . . don’t let me get to three!”

			I haven’t given up yet because: a) I’m stubborn and b) I really want to make freelancing work. So I’ve identified some pitching problems and asked writing experts for their advice and suggestions. Here’s what I found.

			PROBLEM 1. INCONSISTENCY: I ONLY SEND OUT THE OCCASIONAL QUERY, BECAUSE I HATE PITCHING!

			“You’re not alone. I don’t know many writers who like to do proposals,” says veteran freelance writer Mark Cantrell of Wake Forest, North Carolina. There are many reasons for this, he notes. For him, it was mostly social anxiety and fear of rejection. “Both are antithetical to the freelancing process,” Cantrell explains, “and the best way to get over them is just to keep pitching until they’re no longer show-stoppers, just annoyances.”

			This business is tough and the competition fierce, as bestselling author and award-winning journalist Mike Sager reminds us. Nevertheless, determination and effort can yield amazing results. “You have to really want to succeed despite the odds,” Sager says. “It’s not easy, so the most important thing is your attitude. Tell yourself ‘I hate pitching, but I love writing more.’ ” And the pitching part, he adds, is like taking out the trash. Got to be done, so best get on with it. Then, he says, you can enjoy the good bits, writing and the joy of seeing your work published.

			Sager suggests easing into the process by creating good daily habits. “If you want to be a writer, then spend one hour every day doing a positive activity toward achieving your goal,” he says. “Do it because it feeds your soul and you have to dance.”


			This business is a numbers game, explains Cantrell, so the more queries sent, the higher the odds of getting assignments.

			And the more you do it, the better you become, which in turn builds confidence. “This is why I’m a big believer in pitching as much as you possibly can,” says award-winning journalist and author Natasha Khullar Relph in her book The Freelance Writer’s Guide to Pitching With Confidence. “I teach my students to send out a minimum of 30 queries in a month when they’re first starting out.”

			(Editor’s Note: When the author originally interviewed Natasha Khullar Relph, her name was Mridu Khullar Relph. As a result, books mentioned and quoted by the author were written under the previous name.)

			PROBLEM 2. TIME INVESTMENT: I WRITE PITCHES THAT ARE TOO LENGTHY AND TAKE TOO LONG TO WRITE.

			Experts agree that most pitches should be short but compelling enough to grab an editor’s attention, including the story’s angle, possible sources, why it’s relevant or timely, and why you’re the best person to write it.

			“Just as you have to grab a reader’s attention quickly in an article, the same is true of editors,” says Cantrell, who himself once had a tendency to write lengthy pitches.

			Sager agrees, noting, “Editors are inundated with e-mails and don’t have time to read long queries.” He suggests using bullet points or numbered pitches. “Write a series of five effective sentences and then send off your pitch,” he says.

			“Keep your queries crisp and to the point,” adds Relph, reminding us that queries are essentially sales tools. “A query letter is as much about showing off your writing prowess as it is about making a sale,” she observes.

			As for taking too long?

			Set a timer! “I find it’s helpful to give myself a deadline when I’m working on pitches,” says editor and freelance writer Christina Wood of Delray Beach, Florida. And Relph suggests allotting an hour or two in the day devoted exclusively to pitching and keeping strictly within that time frame.

			PROBLEM 3. FRUSTRATION: IS IT WORTH THE EFFORT? WHY DON’T I HEAR BACK?

			Freelancers complain about investing time and energy into something with no guarantee of success and waiting for a response that sometimes never arrives. But when we do snag that coveted byline, it’s worth every ounce of frustration, each bead of sweat, wouldn’t you agree?

			So how do we tackle the first hurdle—getting an editor’s attention?

			“It’s like the NBA, if you want to play, you’ve got to find a game,” says Sager. “Don’t do what everyone else is doing, write something that no one else would write—and it begins with pitching. Do something different.”

			It’s our job as writers to find good ideas, says Relph. “Interesting stories pretty much write their own queries,” she adds, urging us to think long-term. “Query letters are not about getting assignments. Query letters are about building relationships. And it is those relationships that will lead to work.”

			And how to guarantee an editor opens your e-mail?

			“Have a subject line so clever, so juicy, and so intriguing that they must open it up right away and read what it’s all about,” says Relph in the book The Freelance Writer’s Guide to Query Letters That Sell.

			It also helps to do our homework and pitch the right places. “A writer might have a good story, but if they pitch it to the wrong publication, it doesn’t do any good,” says Wood, adding, “an editor can easily tell if a writer hasn’t taken the time to familiarize themselves with the magazine.”

			Cantrell recommends simultaneous submissions, sending the same query to every potential magazine at the same time. “This increases your chances of receiving an acceptance in a reasonable amount of time,” he says. And since preparing each pitch is time-consuming, Cantrell also suggests leveraging the research you’ve done by rewriting it slightly for a different market. “It’s possible to sell what is essentially the same article several times using this method,” he reports.

			PROBLEM 4: THE HORROR: I’M AFRAID OF REJECTION.

			But what if, after all the effort it’s all in vain? I spent two days laboring over an on-spec essay with a national publication. After an agonizing wait, I got the dreaded rejection e-mail, and in a dramatic soap star voice, proclaimed: “That’s it, I’m done, I’m divorcing writing.” Of course, we made up and now we’re back together.

			“Like dating, you’re putting yourself out there and being vulnerable, and one of the options is always rejection,” explains Mark Cantrell. “But unlike dating, it’s usually not you the editor is rejecting; your piece may simply not be what they’re looking for at the moment.” He adds, “It’s vital not take it personally, but it’s perfectly OK to mope a bit, have a piece of chocolate or a few beers, and then get back to pitching.”

			Seems like great advice!

			And the best thing to do after a rejection? “Send it out again,” says Relph. “Pitch it, and keep pitching it, especially if it’s a story you believe in.”

			Rejection is a part of life for every freelancer, adds Relph, “the quicker you understand that it’s inevitable, the sooner you’ll allow it to wash off your back instead of letting it chip away at your confidence.”

			Some writers (gasp) actually enjoy pitching. “It’s something I learned to love when I was starting out,” says Relph, “and has now become one of my favorite parts of the entire process.”

			While not exactly a fan, Mark Cantrell has also embraced it. “The way I (mostly) got over the dread of pitching was just to do it a whole lot. It’s hard to stay afraid of something when you’re immersed in it.”

			And when we do it often enough, we “pitch haters” may eventually grow to love the process too—right?

			ALISON HILL is a freelance writer, journalist, and an Emmy-nominated producer who writes for print and online publications. Since 2001, Alison has been a regular guest commentator on BBC radio news shows discussing US politics and current events. Before going solo, she was a PBS producer and director and also worked as an investigative journalist for a Welsh TV series. From hosting TV shows and creating online content, to going undercover with a hidden camera, she’s done it all. She’s produced and edited several independent productions and created the website www.mshorror.com, dedicated to the women of horror. Alison grew up in a tiny village in Wales and speaks fluent Welsh. She’s an avid hiker, who also loves camping, kayaking, and reading. She now lives in South Carolina with her husband, 8-year-old daughter, and two rescue cats.

		
	
		
			
				LANDING THE SIX-FIGURE DEAL

				What Makes Your Proposal Hot

				
					by SJ Hodges
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			It’s the question every first-time author wants to ask:

			“If I sell my book, will the advance even cover my rent?”

			Authors, I am happy to tell you that, yes, the six-figure book deal for a newbie still exists—even if you’re not a celebrity with your own television show! As a ghostwriter, I work with numerous authors and personalities to develop both nonfiction and fiction proposals, and I’ve seen unknown first-timers land life-changing deals even in a down economy. Is platform the ultimate key to their success? You better believe it’s a huge consideration for publishers, but here’s the good news: Having a killer platform is only one element that transforms a “nice deal” into a “major deal.”

			You still have to ensure the eight additional elements of your proposal qualify as major attractions. Daniela Rapp, editor at St. Martin’s Press, explains, “In addition to platform, authors need to have a fantastic, original idea. They have to truly be an expert in their field and they must be able to write.” So how do you craft a proposal that conveys your brilliance, your credentials, your talent, and puts a couple extra zeroes on your check?

			ONE: NARRATIVE OVERVIEW

			Before you’ve even written word one of your manuscript, you are expected to, miraculously, summarize the entirety of your book in such a compelling and visceral way that a publisher or agent will feel as if they are reading The New York Times        review. Sound impossible? That’s because it is.

			That’s why I’m going to offer two unorthodox suggestions. First, consider writing the first draft of your overview after you’ve created your table of contents and your chapter outlines. You’ll know much more about the content and scope of your material even if you’re not 100 percent certain about the voice and tone. That’s why you’ll take another pass after you complete your sample chapters. Because then you’ll be better acquainted with the voice of your book which brings me to unorthodox suggestion number two . . . treat your overview as literature.

			I believe every proposal component needs to be written “in voice” especially because your overview is the first page the editor sees after the title page. By establishing your voice on the page immediately, your proposal becomes less of a sales document and more of a page-turner. Remember, not everyone deciding your fate works in marketing and sales. Editors still have some buying power and they are readers, first and foremost.

			TWO: TABLE OF CONTENTS AND CHAPTER OUTLINES

			Television writers call this “breaking” a script. This is where you break your book or it breaks you. This is where you discover if what you plan to share with the world actually merits 80,000 words and international distribution.

			Regardless of whether you’re writing fiction or nonfiction, this element of your proposal must take your buyer on a journey (especially if it’s nonfiction) and once more, I’m a big fan of approaching this component with creativity particularly if you’re exploring a specific historical time period, plan to write using a regional dialect, rely heavily on “slanguage,” and especially if the material is highly technical and dry.

			This means you’ll need to style your chapter summaries and your chapter titles as a form of dramatic writing. Think about the arc of the chapters, illuminating the escalating conflict, the progression towards a resolution, in a cinematic fashion. Each chapter summary should end with an “emotional bumper,” a statement that simultaneously summarizes and entices in the same way a television show punches you in the gut before they cut to a commercial.

			Is it risky to commit to a more creative approach? Absolutely. Will it be perfect the first time you write it? No. The fifth time you write it? No. The tenth time? Maybe. But the contents and chapter summary portion of your proposal is where you really get a chance to show off your skills as an architect of plot and structure and how you make an editor’s job much, much easier. According to Lara Asher, acquisitions editor at Globe Pequot Press, it is the single most important component of your proposal. “If I can’t easily understand what a book is trying to achieve then I can’t present it to my colleagues,” Asher says. “It won’t make it through the acquisitions process.”

			THREE: YOUR AUTHOR BIO

			Your author bio page must prove that you are more than just a pro, that you are recognized by the world at large as “the definitive expert” on your topic, that you have firsthand experience tackling the problems and implementing your solutions, and that you’ve seen positive results not only in your personal life but in the lives of others. You have to have walked the walk and talked the talk. You come equipped with a built-in audience, mass media attention, and a strong social network. Your bio assures your buyer that you are the right writer exploring the right topic at the right time.

			FOUR: YOUR PLATFORM

			Platform, platform, platform. Sit through any writing conference, query any agent, lunch with any editor, and you’ll hear the “P” word over and over again. What you won’t hear is hard-and-fast numbers about just how large this platform has to be in order to secure a serious offer. Is there an audience-to-dollar-amount ratio that seems to be in play? Are publishers paying per head?

			“I haven’t found this to be the case,” says Julia Pastore, former editor for Random House. “It’s easier to compel someone to ‘Like’ you on Facebook or follow you on Twitter than it is to compel them to plunk down money to buy your book. Audience engagement is more important than the sheer number of social media followers.”

			With that said, if you’re shooting for six-figures, publishers expect you’ll have big numbers and big plans. Your platform will need to include:

			Cross-promotional partnerships

			These are organizations or individuals that already support you, are already promoting your brand, your products, or your persona. If you host a show on HGTV or Nike designed a tennis racket in your honor, they definitely qualify. If, however, you’re not rolling like an A-lister just yet, you need to brainstorm any and every possible connection you have to organizations with reach in the 20,000+ range. Maybe your home church is only 200 people but the larger association serves 40,000 and you often write for their newsletter. Think big. Then think bigger.

			Specific, verifiable numbers proving the loyalty of your audience

			“Publishers want to see that you have direct contact with a loyal audience,” says Maura Teitelbaum, an agent at Folio Literary Management. This means having a calendar full of face-to-face speaking engagements, a personal mailing list, extensive database, and verifiable traffic to your author website.

			But how much traffic does there need to be? How many public appearances? How many e-mails in your Constant Contact newsletter? Publishers are loathe to quote concrete numbers for “Likes” and “Followers” so I’ll stick my neck out and do it instead. At a minimum, to land a basic book deal, meaning a low five-figure sum, you’ll need to prove that you’ve got 15,000-20,000 fans willing to follow you into hell and through high water.

			For a big six-figure deal, you’ll need a solid base of 100,000 rabid fans plus access to hundreds of thousands more. If not millions. Depressed yet? Don’t be. Because we live in a time when things as trivial as Angry Oranges or as important as scientific TED talks can go viral and propel a writer out of obscurity in a matter of seconds. It is only your job to become part of the conversation. And once your foot is in the door, you’ll be able to gather . . .

			Considerable media exposure

			Publishers are risk averse. They want to see that you’re a media darling achieving pundit status. Organize and present all your clips, put together a DVD demo reel of your on-air appearances and be able to quote subscriber numbers and demographics about the publications running your articles or features about you.

			Advance praise from people who matter

			Will blurbs really make a difference in the size of your check? “I would include as many in a proposal as possible,” says Teitelbaum. “Especially if those people are willing to write letters of commitment saying they will promote the book via their platform. That shows your efforts will grow exponentially.”

			FIVE: PROMOTIONAL PLANS

			So what is the difference between your platform and your promotional plan? Your promotional plan must demonstrate specifically how you will activate your current platform and the expected sales results of that activation. These are projections starting three to six months before your book release date and continuing for one year after its hardcover publication. They want your guarantee to sell 15,000 books within that first year.

			In addition, your promotional plan also issues promises about the commitments you are willing to make in order to promote the book to an even wider market. This is your expansion plan. How will you broaden your reach and who will help you do it? Publishers want to see that your goals are ambitious but doable.

			Think about it this way. If you own a nail salon and you apply for a loan to shoot a movie, you’re likely to be rejected. But ask for a loan to open your second salon and your odds get much better. In other words, keep your promotional plans in your wheelhouse while still managing to include:

			
					
					Television and radio appearances

				

					
					Access to print media

				

					
					A massive social media campaign

				

					
					Direct e-mail solicitations

				

					
					E-commerce and back-of-room merchandising

				

					
					New joint partnerships

				

					
					Your upcoming touring and speaking schedule with expected audience

				

			

			You’ll notice that I did not include hiring a book publicist as a requirement. Gone are the days when an advance-sucking, three-month contract with a book publicist makes any difference. For a six-figure author, publishers expect there is a team in place: a powerful agent, a herd of assistants, and a more generalized media publicist already managing the day-to-day affairs of building your brand, growing your audience. Hiring a book publicist at the last minute is useless.

			SIX: YOUR MARKET ANALYSIS

			It would seem the odds against a first-time author hitting the jackpot are slim but that’s where market analysis provides a glimmer of hope. There are actually markets considered more desirable to publishers. “Broader is generally better for us,” says Rapp. “Niche generally implies small. Not something we [St. Martin’s Press] can afford to do these days. Current affairs books, if they are explosive and timely, can work. Neuroscience is hot. Animal books (not so much animal memoirs) still work. Military books sell.”

			“The health and diet category will always be huge,” says Asher. “But in a category like parenting, which is so crowded, we look for an author tackling a niche topic that hasn’t yet been covered.”

			Niche or broad, your market analysis must position your book within a larger context, addressing the needs of the publishing industry, the relevant cultural conversations happening in the zeitgeist, your potential audience and their buying power, and the potential for both domestic and international sales.

			SEVEN: YOUR C.T.A.

			Choose the books for your Competitive Title Analysis not only for their topical similarities but also because the author has a comparable profile and platform to your own. Says Pastore, “It can be editorially helpful to compare your book to Unbroken        by Hillenbrand, but unless your previous book was also a bestseller, this comparison won’t be helpful to our sales force.”

			Limit your C.T.A. to five or six solid offerings, then get on BookScan and make sure none of the books sold fewer than 10,000 copies. “Higher sales are preferable,” says Rapp. “And you should leave it to the publisher to decide if the market can hold one more title or not. We always do our own research anyway, so just because the book is not mentioned in your line-up doesn’t mean we won’t know about it.”

			EIGHT: SAMPLE CHAPTERS

			Finally, you have to/get to prove you can . . . write. Oh yeah, that!

			This is the fun part, the pages of your proposal where you really get to shine. It is of upmost importance that these chapters, in harmony with your overview and chapter summaries, allow the beauty, wisdom and/or quirkiness of your voice to be heard. Loud and clear.

			“Writing absolutely matters and strong sample chapters are crucial.” Pastore explains, “An author must be able to turn their brilliant idea into engaging prose on the page.”

			Approach the presentation of these chapters creatively. Consider including excerpts from several different chapters and not just offering the standard Introduction and Chapters One and Two. Consider the inclusion of photographs to support the narrative, helping your editor put faces to names. Consider using sidebars or box quotes from the narrative throughout your proposal to build anticipation for the actual read.

			NINE: YOUR ONE-PAGER

			Lastly, you’ll need a one-pager, which is a relatively new addition to the book proposal format. Publishers now expect an author to squeeze a 50- or 60-page proposal down to a one-page summary they can hand to their marketing and sales teams. In its brevity, the one-pager must provide your buyer with “a clear vision of what the book is, why it’s unique, why you are the best person to write it, and how we can reach the audience,” says Pastore. And it must do that in fewer than 1,000 words. There is no room to be anything but impressive.

			And if you’re shooting for that six-figure deal, impressive is what each component of your book proposal must be. Easy? No. But still possible? Yes.

			SJ HODGES is an 11-time published playwright, ghostwriter, and editor. Her most recent book, a memoir coauthored with Animal Planet’s “Pit Boss” Shorty Rossi was purchased by Random House/Crown, hit #36 on the Amazon bestseller list, and went into its third printing less than six weeks after its release date. As a developmental editor, SJ has worked on books published by Vanguard Press, Perseus Book Group, and St. Martin’s Press. SJ is a tireless advocate for artists offering a free listing for jobs, grants and fellowships at her Facebook page: facebook.com/constantcreator. She can be reached through her website: sjhodges.com.

		
	
		
			
				PUBLISHERS & THEIR IMPRINTS
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			The publishing world is in constant transition. With all the buying, selling, reorganizing, consolidating, and dissolving, it’s hard to keep the major publishers and their imprints straight. To help, here’s a breakdown of major publishers (and their divisions), though this information changes frequently.

			Most of these publishers (and their imprints) will require an agented submission, but it never hurts to check their individual websites for open submission periods or calls for submissions.

			Hachette Book Group USA 

			www.hachettebookgroup.com

			
					
					Grand Central Publishing

					
							
							Forever

						

							
							Twelve

						

					


					
					Hachette Audio

				

					
					Hachette Nashville

					
							
							Center Street

						

							
							Faith Words

						

							
							Worthy Publishing

						

					


					
					Little, Brown and Company

					
							
							Back Bay Books

						

							
							Little, Brown Spark

						

					


					
					Mulholland Books

					
							
							Jimmy Patterson

						

							
							Voracious Books

						

					


					
					Little, Brown Books for Young Readers

					
							
							LB Kids

						

							
							Little, Brown Books for Young Readers

						

							
							Poppy

						

					


					
					Orbit

				

					
					Perseus Books

					
							
							Avalon Travel

						

							
							Basic Books

						

							
							Black Dog & Leventhal

						

							
							Hachette Books

						

							
							Hachette Go!

						

							
							Public Affairs

						

							
							Running Press

						

							
							Seal Press

						

					


			

			HarperCollins Publishers

			www.harpercollins.com

			
					
					General Books

					
							
							Amistad

						

							
							Anthony Bourdain Books

						

							
							Avon

						

							
							Broadside Books

						

							
							Caedmon

						

							
							Custom House

						

							
							Dey Street Books

						

							
							Ecco

						

							
							Harper Books

						

							
							Harper Business

						

							
							Harper Design

						

							
							Harper Luxe

						

							
							Harper Perennial

						

							
							Harper Voyager

						

							
							Harper Wave

						

							
							HarperAudio

						

							
							HarperCollins 360

						

							
							HarperCollins Espanol

						

							
							HarperOne

						

							
							HarperVia

						

							
							William Morrow

						

					


					
					Children’s

					
							
							Amistad

						

							
							Balzer + Bray

						

							
							Greenwillow Books

						

							
							HarperAlley

						

							
							HarperChildren’s Audio

						

							
							HarperCollins Children’s Books

						

							
							HarperFestival

						

							
							HarperTeen

						

							
							Heartdrum

						

							
							Katherine Tegen Books

						

							
							Quill Tree Books

						

							
							Walden Pond Press

						

					


					
					Christian Publishing

					
							
							Bible Gateway

						

							
							Editorial Vida

						

							
							FaithGateway

						

							
							Grupo Nelson

						

							
							Nelson Books

						

							
							Olive Tree

						

							
							Thomas Nelson

						

							
							Tommy Nelson

						

							
							W Publishing Group

						

							
							WestBow Press

						

							
							Zonderkidz

						

							
							Zondervan

						

							
							Zondervan Academic

						

					


					
					Harlequin

					
							
							Carina Press

						

							
							Graydon House Books

						

							
							Hanover Square Press

						

							
							Harlequin Books

						

							
							HQN Books

						

							
							Inkyard Press

						

							
							Love Inspired

						

							
							MIRA Books

						

							
							Park Row Books

						

					


			

			Macmillan Publishers

			https://us.macmillan.com

			
					
					Adult Trade

					
							
							Celadon Books

						

							
							Farrar, Straus & Giroux

							
									
									FSG Originals

								

									
									MCD

								

									
									Picador

								

							


							
							Flatiron Books

						

							
							Henry Holt & Co.

							
									
									Holt Paperbacks

								

									
									Metropolitan Books

								

							


							
							Macmillan Audio

							
									
									Macmillan Young Listeners

								

							


							
							St. Martin’s Publishing Group

							
									
									Castle Point Books

								

							


							
							Minotaur Books

							
									
									St. Martin’s Essentials

								

									
									St. Martin’s Griffin

								

									
									St. Martin’s Press

								

									
									Wednesday Books

								

							


							
							Tom Doherty Associates

							
									
									Forge Books

								

									
									Nightfire

								

									
									Starscape

								

									
									Tor Books

								

									
									Tor Teen

								

							


					


					
					Children’s

					
							
							Farrar, Straus & Giroux for Young Readers

						

							
							Feiwel & Friends

						

							
							First Second

						

							
							Henry Holt for Young Readers

							
									
									Gowdin Books

								

							


							
							Neon Squid

						

							
							Odd Dot

						

							
							Priddy Books

						

							
							Roaring Brook Press

						

							
							Square Fish

						

					


					
					Macmillan Learning

					
							
							Bedford/St. Martin’s

						

							
							Hayden-McNeil

						

							
							W. H. Freeman

						

							
							Worth Publishers

						

					


			

			Penguin Random House

			www.penguinrandomhouse.com

			
					
					DK

				

					
					Penguin Publishing Group

					
							
							Avery

						

							
							Berkley

						

							
							DAW

						

							
							Dutton

						

							
							Family Tree Books

						

							
							Impact

						

							
							Interweave

						

							
							KP

						

							
							North Light Books

						

							
							Penguin Books

						

							
							Penguin Classics

						

							
							Penguin Press

						

							
							Plume

						

							
							Popular Woodworking Books

						

							
							Portfolio

						

							
							Putnam

						

							
							Riverhead

						

							
							Sentinel

						

							
							TarcherPerigee

						

							
							Viking

						

							
							Writer’s Digest Books

						

					


					
					Penguin Random House Audio Publishing Group

					
							
							Books on Tape

						

							
							Listening Library

						

							
							Living Language

						

							
							Penguin Random House Audio Publishing

						

							
							Random House Large Print

						

							
							Random House Puzzles and Games

						

							
							Random House Reference

						

					


					
					Penguin Young Readers Group

					
							
							Dial Books for Young Readers

						

							
							Dutton Children’s Books

						

							
							Firebird

						

							
							F. Warne & Co.

						

							
							G. P. Putnam’s Sons Books for Young Readers

						

							
							Kathy Dawson Books

						

							
							Kokila

						

							
							Nancy Paulsen Books

						

							
							Penguin Workshop

						

							
							Philomel

						

							
							Puffin

						

							
							Razorbill

						

							
							Speak

						

							
							Viking Children’s Books

						

					


					
					Random House

					
							
							Ballantine Books

						

							
							Bantam

						

							
							B\D\W\Y

						

							
							Clarkson Potter

						

							
							Convergent Books

						

							
							Crown Archetype

						

							
							Crown Forum

						

							
							Crown Trade

						

							
							Currency

						

							
							Del Rey

						

							
							Delacorte Press

						

							
							Dell

						

							
							The Dial Press

						

							
							The Duggan Books

						

							
							Harmony Books

						

							
							Hogarth

						

							
							Image

						

							
							Lorena Jones Books

						

							
							Loveswept

						

							
							Lucas Books

						

							
							Modern Library

						

							
							One World

						

							
							Random House

						

							
							Rodale

						

							
							Spiegel & Grau

						

							
							Ten Speed Press

						

							
							Three Rivers Press

						

							
							Waterbrook Multnomah

						

							
							Watson Guptill

						

					


					
					Random House Children’s Books

					
							
							Alfred A. Knopf Books for Young Readers

						

							
							Anne Schwartz Books

						

							
							Crown Books for Young Readers

						

							
							Delacorte Press

						

							
							Doubleday

						

							
							Dragonfly Books

						

							
							Ember

						

							
							Golden Books

						

							
							Now I’m Reading!

						

							
							The Princeton Review

						

							
							Random House Books for Young Readers

						

							
							Sylvan Learning

						

							
							Wendy Lamb Books

						

							
							Yearling Books

						

					


					
					The Knopf Doubleday Publishing Group

					
							
							Alfred A. Knopf

						

							
							Anchor Books

						

							
							Doubleday

						

							
							Everyman’s Library

						

							
							Nan A. Talese

						

							
							Pantheon Books

						

							
							Schocken Books

						

							
							Vintage Books

						

							
							Vintage Espanol

						

					


			

			Simon & Schuster

			www.simonandschuster.com

			
					
					Simon & Schuster Adult Publishing

					
							
							Adams Media

						

							
							Atria

						

							
							Avid Reader Press

						

							
							Emily Bestler Books

						

							
							Enliven

						

							
							Folger Shakespeare Library

						

							
							Free Press

						

							
							Gallery

						

							
							Howard

						

							
							Jeter Publishing

						

							
							One Signal

						

							
							Scout Press

						

							
							Scribner

						

							
							Simon & Schuster

						

							
							Threshold

						

							
							Tiller Press

						

							
							Touchstone

						

					


					
					Simon & Schuster Children’s Publishing

					
							
							Aladdin

						

							
							Atheneum

						

							
							Beach Lane Books

						

							
							Denene Millner Books

						

							
							Little Simon

						

							
							Margaret K. McElderry

						

							
							Paula Wiseman Books

						

							
							Saga Press

						

							
							Salaam Reads

						

							
							Simon & Schuster Books for Young Readers

						

							
							Simon Spotlight

						

					


					
					Simon & Schuster Audio Publishing

					
							
							Pimsleur

						

							
							Simon & Schuster Audio

						

					


					
					Simon & Schuster International

					
							
							Simon & Schuster Australia

						

							
							Simon & Schuster Canada

						

							
							Simon & Schuster India

						

							
							Simon & Schuster UK

						

					


			
 
	
		
			
				FUNDS FOR WRITERS 101

				Find Money You Didn’t Know Existed

				
					by C. Hope Clark
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			When I completed writing my novel over a decade ago, I imagined the next step was simply to find a publisher and watch the book sell. Like most writers, my goal was to earn a living doing what I loved so I could walk away from the day job. No such luck. Between rejection and newfound knowledge that a novel can take years to sell enough for a single house payment, I opened my mind to other writing avenues. I learned that there’s no one way to find funds to support your writing; instead there are many. So many, in fact, that I felt the need to share the volume of knowledge I collected, and I called it fundsforwriters.com.

			Funds are money. But obtaining those funds isn’t necessarily a linear process, or a one-dimensional path. As a serious writer, you study all options at your fingertips, entertaining financial resources that initially don’t make sense as well as the obvious.

			GRANTS

			Grants come from government agencies, nonprofits, businesses, and even generous individuals. They do not have to be repaid, as long as you use the grant as intended. No two are alike. Therefore, you must do your homework to find the right match between your grant need and the grant provider’s mission. Grantors like being successful at their mission just as you like excelling at yours. So they screen applicants, ensuring they fit the rules and show promise to follow through.

			Don’t fear grants. Sure, you’re judged by a panel, and rejection is part of the game, but you already know that as a writer. Gigi Rosenberg, author of The Artist’s Guide to Grant Writing, states, “If one funder doesn’t want to invest in your project, find another who does. And if nobody does, then begin it any way you can. Once you’ve started, that momentum will help your project find its audience and its financial support.”

			TYPES OF GRANTS

			Grants can send you to retreats, handle emergencies, provide mentors, pay for conferences, or cover travel. They also can be called awards, fellowships, residencies, or scholarships. But like any aspect of your writing journey, define how any tool, even a grant, fits into your plans. Your mission must parallel a grantor’s mission.

			The cream-of-the-crop grants have no strings attached. Winning recipients are based upon portfolios and an application that defines a work-in-progress. You don’t have to be a Pulitzer winner, but you must prove your establishment as a writer.

			You find most of these opportunities in state arts commissions. Find them at www.nasaa-arts.org or as a partner listed on the National Endowment for the Arts website, www.arts.gov. Not only does your state’s arts commission provide funding, but the players can direct you to other grant opportunities, as well as to artists who’ve gone before you. Speaking to grant winners gives you a wealth of information and a leg up in designing the best application.

			Foundations and nonprofits fund the majority of grants. Most writers’ organizations are nonprofits. Both the Mystery Writers of America (www.mysterywriters.org) and Society of Children’s Book Writers and Illustrators (www.scbwi.org) offer scholarships and grants.

			Many retreats are nonprofits. Journalist and freelancer Alexis Grant (http://alexisgrant.com/) tries to attend a retreat a year. Some ask her to pay, usually on a sliding scale based upon income, and others provide scholarships. Each time, she applies with a clear definition of what she hopes to gain from the two- to five-week trips. “It’s a great way to get away from the noise of everyday responsibilities, focus on writing well and meet other people who prioritize writing. I always return home with a new perspective.” One resource to find writing retreats is the Alliance of Artists Communities (www .artistcommunities.org/).

			Laura Lee Perkins won four artist-in-residence slots with the National Park Service (www.nps.gov). The federal agency has 43 locations throughout the United States where writers and artists live for two to four weeks. From Acadia National Park in Maine to Sleeping Bear Dunes National Lakeshore in Michigan, Perkins spoke to tourists about her goals to write a book about Native American music. “Memories of the US National Parks’ beauty and profound serenity will continue to enrich my work. Writers find unparalleled inspiration, quietude, housing, interesting staff, and a feeling of being in the root of your artistic desires.”

			Don’t forget writers’ conferences. While they may not advertise financial aid, many have funds available in times of need. Always ask as to the availability of a scholarship or work-share program that might enable your attendance.

			Grants come in all sizes. FundsforWriters posts emergency grants on its grants page (www.fundsforwriters.com) as well as new grant opportunities such as the Sustainable Arts Foundation (www.sustainableartsfoundation.org) that offers grants to writers and artists with children under the age of 18, or the Awesome Foundation (www.awesomefoundation.org), which gives $1,000 grants to creative projects.

			Novelist Joan Dempsey won an Elizabeth George Foundation grant (http://www.elizabethgeorgefoundation.org) in early 2012. “I applied to the Foundation for a research grant that included three trips to places relevant to my novel-in-progress, trips I otherwise could not have afforded. Not only does the grant provide travel funds, but it also provides validation that I’m a serious writer worthy of investment, which is great for my psyche and my résumé.”

			FISCAL SPONSORSHIP

			Nonprofits have access to an incredibly large number of grants that individuals do not, and have the ability to offer their tax-exempt status to groups and individuals involved in activities related to their mission. By allowing a nonprofit to serve as your grant overseer, you may acquire funds for your project.

			Deborah Marshall is President of the Missouri Writers Guild (www.missouriwritersguild.org) and founder of the Missouri Warrior Writers Project, with ample experience with grants in the arts. “Although grant dollars are available for individual writers, writing the grant proposal becomes difficult without significant publication credits. Partnering with a nonprofit organization, whether it is a writing group, service, community organization, or any 501(c)3, can fill in those gaps to make a grant application competitive. Partnering not only helps a writer’s name become known, but it also assists in building that all-important platform.”

			CROWD SOURCING

			Crowd sourcing is a co-op arrangement where people support artists directly, much like the agricultural co-op movement where individuals fund farming operations in exchange for fresh food. Kickstarter (www.kickstarter.com) has made this funding method successful in the arts.

			Basically, the writer proposes his project, and for a financial endorsement as low as $1, donors receive some token in return, like an autographed book, artwork, or bookmark. The higher the donation, the bigger the wow factor in the gift. Donors do not receive ownership in the project.

			Meagan Adele Lopez (www.ladywholunches.net) presented her debut self-published book Three Questions to Kickstarter readers, requesting $4,400 to take her book on tour, create a book trailer, preorder books, and redesign the cover. Eighty-eight backers pledged a total of $5,202. She was able to hire an editor and a company that designed film trailers. For every $750 she received over her plan, she added a new city to her book tour.

			Other up-and-coming crowd sourcing companies include Culture 360 (culture360.org) that serves Asia and Europe and Indiegogo (www.indiegogo.com). And nothing stops you from simply asking those you know to support your project. The concept is elementary.

			CONTESTS

			Contests offer financial opportunity, too. Of course you must win, place or show, but many writers overlook the importance that contests have on a career. These days, contests not only open doors to publishing, name recognition, and money, but listing such achievements in a query letter might make an agent or publisher take a second glance. Noting your wins on a magazine pitch might land a feature assignment. Mentioning your accolades to potential clients could clinch a freelance deal.


			I used contests as a barometer when fleshing out my first mystery novel, A Lowcountry Bribe (Bell Bridge Books). After I placed in several contests, earned a total of $750, and reached the semi-finals of the Amazon Breakthrough Novel Award, my confidence grew strong enough to pitch agents. My current agent admits that the contest wins drew her in.

			Contests can assist in sales of existing books, not only aiding sales but also enticing more deals for future books . . . or the rest of your writing profession.

			Whether writing short stories, poetry, novels, or nonfiction, contests abound. As with any call for submission, study the rules. Double checking with entities that screen, like fundsforwriters.com and winningwriters.com, will help alleviate concerns when selecting where to enter.

			FREELANCING

			A thick collection of freelancing clips can make an editor sit up and take notice. You’ve been vetted and accepted by others in the business, and possibly established a following. The more well known the publications, the brighter your aura.

			Sooner or later in your career, you’ll write an article. In the beginning, articles are a great way to gain your footing. As your career develops, you become more of an expert, and are expected to enlighten and educate about your journey and the knowledge you’ve acquired. Articles are, arguably, one of the best means to income and branding for writers.

			Trade magazines, national periodicals, literary journals, newsletters, newspapers, and blogs all offer you a chance to present yourself, earn money, and gain readers for a platform. Do not discount them as income earners.

			Linda Formichelli of Renegade Writer fame leaped into freelance magazine writing because she simply loved to write, and that love turned her into an expert. “I never loved working to line someone else’s pockets.” A full-time freelancer since 1997, with credits like Family Circle, Redbook, and Writer’s Digest, she also writes articles, books, e-courses, and e-books about her profession as a magazine writer.

			JOBS

			Part-time, full-time, temporary or permanent, writing jobs hone your skills, pad your resume, and present avenues to movers and shakers you wouldn’t necessarily meet on your own. Government and corporate managers hire writers under all sorts of guises like Social Media Specialist and Communications Specialist, as well as the expected Reporter and Copywriter.

			Alexis Grant considers her prior jobs as catapults. “Working at a newspaper (Houston Chronicle) and a news magazine (US News & World Report) for six years provided the foundation for what I’m doing now as a freelancer. Producing stories regularly on tight deadlines will always make you a better writer.”

			Joan Dempsey chose to return to full-time work and write her novel on the side, removing worries about her livelihood. “My creative writing was suffering trying to freelance. So, I have a day job that supports me now.” She still maintains her Facebook presence to continue building her platform for her pending novel.

			DIVERSIFICATION

			Most importantly, however, is learning how to collect all your funding options and incorporate them into your plan. The successful writer doesn’t perform in one arena. Instead, he thrives in more of a three-ring circus.

			Grant states it well: “For a long while I thought of myself as only a journalist, but there are so many other ways to use my skills. Today my income comes from three streams: helping small companies with social media and blogging (the biggest source), writing and selling e-guides and courses (my favorite), and taking freelance writing or editing assignments.”

			Formichelli is proud of being flexible. “When I’ve had it with magazine writing, I put more energy into my e-courses, and vice versa. Heck, I’m even a certified personal trainer, so if I get really sick of writing I can work out. But a definite side benefit to diversifying is that I’m more protected from the feast-or-famine nature of writing.”

			Sometimes pursuing the more common sense or lucrative income opportunity can open doors for the dream. When my novel didn’t sell, I began writing freelance articles. Then I established FundsforWriters, using all the grant, contest, publisher, and market research I did for myself. A decade later, once the site thrived with over 45,000 readers, I used the very research I’d gleaned for my readers to find an agent and sign a publishing contract . . . for the original novel started so long ago.

			You can fight to fund one project or study all resources and fund a career. Opportunity is there. Just don’t get so wrapped up in one angle that you miss the chance to invest more fully in your future.

			C. HOPE CLARK manages fundsforwriters.com and is the author of several books, including Lowcountry Bribe and Palmetto Poison. Learn more at http://chopeclark.com.
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				WHY EVERY WRITER NEEDS A BUSINESS PLAN

				And Why Writing One Is Easy

				
					by Sophia McDonald Bennett

				

				
					[image: ]
				

			
			When I transitioned from being a part-time to full-time writer, I was lucky enough to pick up a full roster of clients quickly. But after my first year I was seriously questioning my decision to become a freelancer. In my rush to build a business, I’d taken on every project I could find regardless of how much it paid, whether it was a good fit with my skills, or whether I really had time for it. The result? I was exhausted, uninspired, and had no time to tackle the projects I’d dreamed of doing when I quit my day job.

			One evening I sat down with a notepad and started making lists. What did I want to accomplish over the next six months? How much income did I want to report at the end of the year? What did I need to do—and stop doing—in order to meet my goals?

			Those lists eventually turned into a rudimentary business plan that guided me through the next six months. I let go of a few poorly-paying clients that weren’t helping me build my clip file. Instead of pursuing blogging jobs when I had spare time, I refocused on pitching national magazines. And when I considered new projects, I asked myself if they fit within my plan. If they didn’t, it was magically easier to say no.

			Since then I’ve engaged in business planning twice a year. It gives me a chance to reflect on what I’ve learned about myself and my profession over the preceding months, consider what opportunities are and aren’t worth pursuing, and determine if I’m on track toward meeting my professional aspirations. I also use this time to consider how I’m doing at finding that tricky work/life balance. One of the best things about this process is that it’s helped me grow my income by 25 percent annually over the last two years.

			BUSINESS PLANNING VS. A BUSINESS PLAN

			There are a few reason I refer to this process as “business planning” rather than “writing a business plan.” It’s been my experience that people start shaking in their socks as soon as you utter the words “business plan.” That seems to be true even of writers, who I would argue are uniquely positioned to succeed at this particular task.

			Why? “When you write a business plan, you’re telling your story,” says Doug Wilson, MBA, a senior instructor of marketing at the University of Oregon’s Lundquist College of Business. “What you want to do is tell it in the most compelling way possible for yourself and your potential customers.” Since most writers don’t need to apply for bank loans or approach investors to support their business, no one else ever needs to see their business plan. And since we’re natural storytellers, I find this approach heartening.

			In addition, the document that results from my planning process isn’t nearly as extensive as a traditional business plan. It’s typically a one- to two-page framework that outlines my goals and tasks for the next six months. Sometimes it’s a series of lists or charts. One year, when I was eager to dig into the adult coloring book I’d received for Christmas, I turned my business plan into an art project.

			Here, again, Wilson has some sage advice. “Don’t be intimidated by the structure or the format,” he says. “The real value in the business planning process is not in producing a document, but in having to think through all of the elements a business requires before you start making commitments or signing contracts.”

			While content matters more than form, there is some value in considering the sections typically included in a business plan. The following five subjects can be quite applicable to writers.

			MISSION, VISION, AND VALUES STATEMENTS

			Most businesses have a set of guiding principles that govern the way they work and serve their clients. Your writing practice is no different. Creating a set of simple statements can serve as a powerful framework for everything you do.

			A mission statement broadly describes what you do and what you hope to accomplish. My most recent mission statement reads: “To support myself as a writer, editor and communications consultant who specializes in writing for and about food/beverage and other lifestyle topics, sustainability, business and nonprofits.”

			A vision statement shares where you envision yourself and your practice in the future. In that sense it’s the most goal-oriented of these sections. My vision statement includes things such as writing for more national magazines, doing more work as an editor and engaging in more public speaking.

			A values statement often reflects why you do the things you do, but can also encompass the morals or standards you hold yourself to as a professional. My values include providing outstanding customer service, meeting deadlines, and working with companies whose belief systems are a good match with mine.

			If you don’t have one already, this may be a good time to develop a professional bio. Summarize your relevant experience with an eye toward what you can offer a company or publisher. Why should they hire you over someone else?

			PRODUCTS AND SERVICES

			You’re in the business of producing writing. But what kind of writing can you do? Especially if you’re just starting your career as a freelancer, it’s a good idea to write down the types of services you can provide clients. Are you a technical writer or a news writer? Do you have experience penning articles about business and financial trends or covering lifestyle topics?

			After that, think about the types of writing you want to do. Do you want to do less corporate copywriting and more long-form nonfiction or personal essays? Do you want to ditch your focus on covering the healthcare industry from a business perspective and focus on writing about the human impacts of disease and medicine?

			Clearly identifying your products and services will help you set goals for your business. To stay focused on my yearly plans, I create a list of both the subjects I want to write about and the kinds of clients I want to work with. I’ve also found it helpful to create a grid with the different types of services I offer and list my clients under each heading. It’s a quick way to assess whether my focus is falling more heavily in areas I want to pursue or those I’m trying to move away from.

			The best goals are ambitious but realistic, measureable, and time-bound. You don’t want to get your first big byline or earn six figures a year by the time you retire. Presumably you want to do it in the next year, two years or five years. You can write down the details of how you’ll reach your goals here or in the timeline section.

			FINANCIAL PLAN

			While most writers don’t need a balance sheet or profile/loss statement, doing some financial planning can be quite beneficial. If you’re new to freelancing and are trying to set your rates, consider making a spreadsheet that shows all of your expenses. From there you can determine how much you need to earn per hour to cover them. Keep in mind that you will now have to pay self-employment tax on your earnings. Also, remember that all of the time you spend on business development is unpaid and must be accounted for in your hourly rate.

			When I was considering the move to full-time freelancing, I set up an income calculator to estimate how much money I could realistically earn every month. I plugged in the amount I was earning from my existing clients (many of whom paid per piece, not by the hour) and then started playing with the numbers. If I could double the volume of blog posts I produced, would that give me a solid income? Or would I be better off picking up more regional magazines that paid about the same as the other publications I wrote for?

			My income calculator is often accompanied by a time calculator that helps me estimate how much time it takes to write certain types of content (articles vs. blog posts vs. press releases) and how many more pieces I can realistically create every month. Figuring out how much time is dedicated to certain projects—including new business development—keeps me from getting too overloaded.

			A basic budget that tracks spending on necessities such as office supplies, subscriptions, travel, conference fees, and marketing expenses can also be quite helpful. Set projections for the time period of your business plan and track actual expenses so you can make adjustments in future budgets.

			MARKETING PLAN

			If you’ve gotten this far into the planning process, you already have answers to some of the hard questions you need to address before creating a bare-bones marketing plan. Now it’s about getting down to details.

			Start by looking back at the types of writing you want to do. That will help you identify who is in your target market. The next thing you need to do is determine where to find those people. If you want to offer copywriting services to businesses, a Chamber of Commerce, professional association, or your personal network are good places to start mining contacts. If you want to write for magazines or author a nonfiction book, you’re in luck—you’re already in the best place to find people who need writers.

			Next, determine how you’ll reach out to potential clients. For copywriting, it may be a letter of introduction. For magazines, you’ll need to write query letters. For books, start learning how to create a book proposal.

			A marketing budget may be useful in years when you plan to shell out cash for promotions. Digital advertising (such as a website, LinkedIn Premium subscription, or paid ads on Google or Facebook) can be an affordable and highly targeted way to reach decision-makers depending on what your professional goals are. Before you invest in advertising, make sure you put some real time into honing your message and understanding your audience.

			TIMELINE/WORKPLAN

			Now that you have a list of goals and some ideas for marketing your services, list the steps you’ll take each month to grow or change your business. You can also place them on your calendar if that makes them easier to remember. Having a plan for how you’ll accomplish your goals will keep you moving forward. Setting deadlines will also keep you accountable (even if the only person making sure you check off each item is you).

			Once you’ve wrapped up your business planning process, don’t put the resulting document away in a drawer. Revisit it on a regular basis to remind yourself of your vision and goals and revel in your progress. That’s another reason to make the document brief, well-organized and even attractive. You’ll be much more likely to review a short and sweet pathway to your dreams than one that seems like a long and winding road.

			SOPHIA MCDONALD BENNETT is a freelance writer, editor, communications consultant, and marketing instructor in Eugene, Oregon.
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			Full confession: I’ve been using social media for a while. Like “I met my wife online back in the days of MySpace” a while. So there was a time when I would answer the question of whether writers should use social media with an authoritative, “Yes! You must use social media. It’s essential to connecting with your audience (and finding true love).”

			Don’t get me wrong: I’m still glad I used (and continue to use) social media. But time has shown me that social media is not for everyone. It has also shown me that one platform (let’s say Facebook) can work for one writer but not another, but that other writer may really connect with Instagram (or YouTube).

			SHOULD WRITERS USE SOCIAL MEDIA?

			I believe wholeheartedly that all writers should try out social media to see if it works for them. Because it’s honestly one of the easiest ways to connect with other writers, editors, agents, and readers. Maybe start off with Twitter, because you can start off just following other folks before dipping your toes into the waters of tweeting.

			Then, give Instagram or Facebook a try. There’s a chance you find value in one (or more) of these platforms and that it helps your writing goals. But if you find yourself struggling to “make social media work for you,” then maybe it’s not a good fit. And that’s okay.

			After all, social media is not all sunshine and book deals. These sites are meant to grab your attention and hold it forever. I mean, why do you think they invented infinite scrolling? This, of course, presents a danger to writers and their precious writing time.

			So yes, I endorse social media for writers. But I also endorse writers knowing when social media isn’t right for them . . . or when it’s not right for them right now. Please try the various platforms out, but be aware of whether it’s helping you write and get published—or if it’s distracting you from your goals.

			HOW WRITERS CAN USE SOCIAL MEDIA TO FIND SUCCESS

			Many writers know they should be on social media. And many others are already on social media but not exactly sure if they’re doing it right. So I’ve collected 10 tips on how writers can use social media to find more succes with their writing. I know these work, because I used them myself. And I know many writers who’ve found success employing them. So let’s get started.

			
					
					Put your writing first. It’s easy to forget while in the throes of building your personal brand that the writing should always come first. If you feel at any time that social media is blocking your writing, pull back. Thousands of followers can’t buy the book you didn’t write. Always let the writing know it’s your first love.

				

					
					Try every platform. Don’t jump on every social media platform on the same day. But get a profile on Facebook. Then, jump to Twitter. Link up with LinkedIn. Make a move on Instagram. And every so often, try a new platform. Some will appeal to you; others won’t. But the only way to know is to try them out.

				

					
					Be public. If you can’t get over the obstacle of making your social media profile public, then it’s going to be very difficult to use social media to find more success for your writing. That doesn’t mean you can’t find writing success, but social media won’t be much of a help. When you make your profile public, more people can find you . . . and that’s really the goal of using social media to expand your platform. Making your profile private encourages obscurity. That said, only share things on your public profile that you’re comfortable sharing with everyone.

				

					
					Brand yourself. Every social media platform provides writers with ways to brand themselves. Think about your avatar image. Craft a snappy bio and/or tagline that shares who you are and what you care about. Some sites give you enough room for a catchy sentence, while others afford you the ability to write a paragraph (or three). Use your creativity to differentiate yourself from every other writer on social media . . . while remaining true to your brand and your goals.

				

					
					Be consistently active. This might mean you post once a day . . . or multiple times a day . . . or a few times a week. The main thing to keep in mind is that you need to be active. Because inactive accounts look like abandoned accounts. Stalker accounts look like abandoned accounts too. And well, stalkers are kind of creepy, right?

				

					
					Find and follow good content providers. One trick to being consistently active is to find great content providers. Most social media sites make it easy to share content. So find and follow people who align with your writing goals. Also, find and follow literary agents, as well as magazines, websites, and book publishers that align with your writing niche(s). Plus, writers who write in your genre(s) are great people to find and follow too, whether they’re established or not.

				

					
					Share great content. You might’ve picked this up from reading tips five and six, but it never hurts to point out the obvious. The great thing about social media is that you don’t have to write everything yourself. You can see a great post and share it with your followers. This is called curating, and it can help you gain new followers if you do it well. Speaking of which, be sure to add your own comment when you share content. This helps personalize the content through your lens and includes you in the conversation if your “share” or “retweet” is shared or retweeted in kind.

				

					
					Share your writing. Of course, create your own posts. But also, share links to your published writing and upcoming events. And don’t be afraid to share some of your unpublished writing, whether you’re looking for feedback or to build enthusiasm for an upcoming book.

				

					
					Avoid being a used car salesperson. Let’s do a quick empathy experiment regarding social media. Ask yourself these questions: Am I joining social media to buy a bunch of stuff from other members? Do I want all my new “connections” on social media to immediately pitch me on a book or “opportunity” to send them money? If you answered yes to these questions, then please buy my books on Amazon. If you answered no to these questions, then back off the hard sales pitches when you’re on social media. My assumption is that 99.9 percent of the people on social media would answer no to these questions. You should assume that too.

				

					
					Engage with your connections. Social media is at its best when people engage each other. So if you see a great post on a topic, don’t be afraid to like that post and leave a comment. To take this a step further, craft posts that encourage feedback from your followers. This is an excellent way to build deeper connections.

				

			

			One final tip: Tailor your approach to each platform. While your writer brand should stay consistent across social media sites, savvy social media users know that how you use Facebook is different than how you use Twitter. And that Instagram requires a completely different approach. It can be a fun challenge. But always remember my first tip: Put your writing first.
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			In these days of publishing and media change, writers have to build platforms and learn how to connect to audiences if they want to improve their chances of publication and overall success. There are many methods of audience connection available to writers, but one of the most important is through blogging.

			Since I’ve spent several years successfully blogging—both personally and professionally—I figure I’ve got a few nuggets of wisdom to pass on to writers who are curious about blogging or who already are.

			Here’s my quick list of tips:

			
					
					START BLOGGING TODAY. If you don’t have a blog, use Blogger, WordPress, or some other blogging software to start your blog today. It’s free, and you can start off with your very personal “Here I am, world” post.

				

					
					 START SMALL. Blogs are essentially simple, but they can get complicated (for people who like complications). However, I advise bloggers start small and evolve over time.

				

					
					 USE YOUR NAME IN YOUR URL. This will make it easier for search engines to find you when your audience eventually starts seeking you out by name. For instance, my url is http://robertleebrewer.blogspot.com. If you try Googling “Robert Lee Brewer,” you’ll notice that My Name Is Not Bob is one of the top five search results (behind my other blog: Poetic Asides).

				

					
					 UNLESS YOU HAVE A REASON, USE YOUR NAME AS THE TITLE OF YOUR BLOG. Again, this helps with search engine results. My Poetic Asides blog includes my name in the title, and it ranks higher than My Name Is Not Bob. However, I felt the play on my name was worth the trade off.

				

					
					 FIGURE OUT YOUR BLOGGING GOALS. You should return to this step every couple months, because it’s natural for your blogging goals to evolve over time. Initially, your blogging goals may be to make a post a week about what you have written, submitted, etc. Over time, you may incorporate guests posts, contests, tips, etc.

				

					
					BE YOURSELF. I’m a big supporter of the idea that your image should match your identity. It gets too confusing trying to maintain a million personas. Know who you are and be that on your blog, whether that means you’re sincere, funny, sarcastic, etc.

				

					
					 POST AT LEAST ONCE A WEEK. This is for starters. Eventually, you may find it better to post once a day or multiple times per day. But remember: Start small and evolve over time.

				

					
					 POST RELEVANT CONTENT. This means that you post things that your readers might actually care to know.

				

					
					 USEFUL AND HELPFUL POSTS WILL ATTRACT MORE VISITORS. Talking about yourself is all fine and great. I do it myself. But if you share truly helpful advice, your readers will share it with others, and visitors will find you on search engines.

				

					
					TITLE YOUR POSTS IN A WAY THAT GETS YOU FOUND IN SEARCH ENGINES. The more specific you can get the better. For instance, the title “Blogging Tips” will most likely get lost in search results. However, the title “Blogging Tips for Writers” specifies which audience I’m targeting and increases the chances of being found on the first page of search results.

				

					
					LINK TO POSTS IN OTHER MEDIA. If you have an e-mail newsletter, link to your blog posts in your newsletter. If you have social media accounts, link to your blog posts there. If you have a helpful post, link to it in relevant forums and on message boards.

				

					
					WRITE WELL, BUT BE CONCISE. At the end of the day, you’re writing blog posts, not literary manifestos. Don’t spend a week writing each post. Try to keep it to an hour or two tops and then post. Make sure your spelling and grammar are good, but don’t stress yourself out too much.

				

					
					 FIND LIKE-MINDED BLOGGERS. Comment on their blogs regularly and link to them from yours. Eventually, they may do the same. Keep in mind that blogging is a form of social media, so the more you communicate with your peers the more you’ll get out of the process.

				

					
					 RESPOND TO COMMENTS ON YOUR BLOG. Even if it’s just a simple “Thanks,” respond to your readers if they comment on your blog. After all, you want your readers to be engaged with your blog, and you want them to know that you care they took time to comment.

				

					
					 EXPERIMENT. Start small, but don’t get complacent. Every so often, try something new. For instance, the biggest draw to my Poetic Asides blog are the poetry prompts and challenges I issue to poets. Initially, that was an experiment—one that worked very well. I’ve tried other experiments that haven’t panned out, and that’s fine. It’s all part of a process.

				

			

			SEO TIPS FOR WRITERS

			Most writers may already know what SEO is. If not, SEO stands for search engine optimization. Basically, a site or blog that practices good SEO habits should improve its rankings in search engines, such as Google and Bing. Most huge corporations have realized the importance of SEO and spend enormous sums of time, energy, and money on perfecting their SEO practices. However, writers can improve their SEO without going to those same extremes.

			In this section, I will use the terms of site pages and blog posts interchangeably. In both cases, you should be practicing the same SEO strategies (when it makes sense).

			Here are my top tips on ways to improve your SEO starting today:

			
					
					 USE APPROPRIATE KEYWORDS. Make sure that your page displays your main keyword(s) in the page title, content, URL, title tags, page header, image names, and tags (if you’re including images). All of this is easy to do, but if you feel overwhelmed, just remember to use your keyword(s) in your page title and content (especially in the first and last 50 words of your page).

				

					
					 USE KEYWORDS NATURALLY. Don’t kill your content and make yourself look like a spammer to search engines by overloading your page with your keyword(s). You don’t get SEO points for quantity but for quality. Plus, one of the main ways to improve your page rankings is when you . . .

				

					
					 DELIVER QUALITY CONTENT. The best way to improve your SEO is by providing content that readers want to share with others by linking to your pages. Some of the top results in search engines can be years old, because the content is so good that people keep coming back. So, incorporate your keywords in a smart way, but make sure it works organically with your content.

				

					
					 UPDATE CONTENT REGULARLY. If your site looks dead to visitors, then it’ll appear that way to search engines too. So update your content regularly. This should be very easy for writers who have blogs. For writers who have sites, incorporate your blog into your site. This will make it easier for visitors to find your blog to discover more about you on your site (through your site navigation tools).

				

					
					 LINK BACK TO YOUR OWN CONTENT. If I have a post on Blogging Tips for Writers, for instance, I’ll link back to it if I have a Platform Building post, because the two complement each other. This also helps clicks on my blog, which helps SEO. The one caveat is that you don’t go crazy with your linking and that you make sure your links are relevant. Otherwise, you’ll kill your traffic, which is not good for your page rankings.

				

					
					 LINK TO OTHERS YOU CONSIDER HELPFUL. Back in 2000, I remember being ordered by my boss at the time (who didn’t last too much longer afterward) to ignore any competitive or complementary websites—no matter how helpful their content—because they were our competitors. You can try basing your online strategy on these principles, but I’m nearly 100 percent confident you’ll fail. It’s helpful for other sites and your own to link to other great resources. I shine a light on others to help them out (if I find their content truly helpful) in the hopes that they’ll do the same if ever they find my content truly helpful for their audience.

				

					
					 GET SPECIFIC WITH YOUR HEADLINES. If you interview someone on your blog, don’t title your post with an interesting quotation. While that strategy may help get readers in the print world, it doesn’t help with SEO at all. Instead, title your post as “Interview With (insert name here).” If you have a way to identify the person further, include that in the title too. For instance, when I interview poets on my Poetic Asides blog, I’ll title those posts like this: Interview With Poet Erika Meitner. Erika’s name is a keyword, but so are the terms poet and interview.

				

					
					USE IMAGES. Many expert sources state that the use of images can improve SEO, because it shows search engines that the person creating the page is spending a little extra time and effort on the page than a common spammer. However, I’d caution anyone using images to make sure those images are somehow complementary to the content. Don’t just throw up a lot of images that have no relevance to anything. At the same time . . .

				

					
					OPTIMIZE IMAGES THROUGH STRATEGIC LABELING. Writers can do this by making sure the image file is labeled using your keyword(s) for the post. Using the Erika Meitner example above (which does include images), I would label the file “Erika Meitner headshot.jpg”—or whatever the image file type happens to be. Writers can also improve image SEO through the use of captions and ALT tagging. Of course, at the same time, writers should always ask themselves if it’s worth going through all that trouble for each image or not. Each writer has to answer that question for him (or her) self.

				

					
					USE YOUR SOCIAL MEDIA PLATFORM TO SPREAD THE WORD. Whenever you do something new on your site or blog, you should share that information on your other social media sites, such as Twitter, Facebook, LinkedIn, online forums, etc. This lets your social media connections know that something new is on your site/blog. If it’s relevant and/or valuable, they’ll let others know. And that’s a great way to build your SEO.

				

			

			Programmers and marketers could get even more involved in the dynamics of SEO optimization, but I think these tips will help most writers out immediately and effectively while still allowing plenty of time and energy for the actual work of writing.

			BLOG DESIGN TIPS FOR WRITERS

			Design is an important element to any blog’s success. But how can you improve your blog’s design if you’re not a designer? I’m just an editor with an English Lit degree and no formal training in design. However, I’ve worked in media for more than a decade now and can share some very fundamental and easy tricks to improve the design of your blog.

			Here are my seven blog design tips for writers:

			
					
					 USE LISTS. Whether they’re numbered or bullet points, use lists when possible. Lists break up the text and make it easy for readers to follow what you’re blogging.

				

					
					 BOLD MAIN POINTS IN LISTS. Again, this helps break up the text while also highlighting the important points of your post.

				

					
					 USE HEADINGS. If your posts are longer than 300 words and you don’t use lists, then please break up the text by using basic headings.

				

					
					 USE A READABLE FONT. Avoid using fonts that are too large or too small. Avoid using cursive or weird fonts. Times New Roman or Arial works, but if you want to get “creative,” use something similar to those.

				

					
					 LEFT ALIGN. English-speaking readers are trained to read left to right. If you want to make your blog easier to read, avoid centering or right aligning your text (unless you’re purposefully calling out the text).

				

					
					 USE SMALL PARAGRAPHS. A good rule of thumb is to try and avoid paragraphs that drone on longer than five sentences. I usually try to keep paragraphs to around three sentences myself.

				

					
					 ADD RELEVANT IMAGES. Personally, I shy away from using too many images. My reason is that I only like to use them if they’re relevant. However, images are very powerful on blogs, so please use them—just make sure they’re relevant to your blog post.

				

			

			If you’re already doing everything on my list, keep it up! If you’re not, then you might want to rethink your design strategy on your blog. Simply adding a header here and a list there can easily improve the design of a blog post.

			GUEST POSTING TIPS FOR WRITERS

			Recently, I’ve broken into guest posting as both a guest poster and as a host of guest posts (over at my Poetic Asides blog). So far, I’m pretty pleased with both sides of the guest posting process. As a writer, it gives me access to an engaged audience I may not usually reach. As a blogger, it provides me with fresh and valuable content I don’t have to create. Guest blogging is a rare win-win scenario.

			That said, writers could benefit from a few tips on the process of guest posting:

			
					
					 PITCH GUEST POSTS LIKE ONE WOULD PITCH ARTICLES TO A MAGAZINE. Include what your hook is for the post, what you plan to cover, and a little about who you are. Remember: Your post should somehow benefit the audience of the blog you’d like to guest post.

				

					
					 OFFER PROMOTIONAL COPY OF YOUR BOOK (OR OTHER GIVEAWAYS) AS PART OF YOUR GUEST POST. Having a random giveaway for people who comment on a blog post can help spur conversation and interest in your guest post, which is a great way to get the most mileage out of your guest appearance.

				

					
					 CATER POSTS TO AUDIENCE. As the editor of Writer’s Market and Poet’s Market, I have great range in the topics I can cover. However, if I’m writing a guest post for a fiction blog, I’ll write about things of interest to a novelist—not a poet.

				

					
					 MAKE IT PERSONAL, BUT PROVIDE NUGGET. Guest posts are a great opportunity for you to really show your stuff to a new audience. You could write a very helpful and impersonal post, but that won’t connect with readers the same way as if you write a very helpful and personal post that makes them want to learn more about you (and your blog, your book, your Twitter account, etc.). Speaking of which . . .

				

					
					 SHARE LINKS TO YOUR WEBSITE, BLOG, SOCIAL NETWORKS, ETC. After all, you need to make it easy for readers who enjoyed your guest post to learn more about you and your projects. Start the conversation in your guest post and keep it going on your own sites, profiles, etc. And related to that . . .

				

					
					 PROMOTE YOUR GUEST POST THROUGH YOUR NORMAL CHANNELS ONCE THE POST GOES LIVE. Your normal audience will want to know where you’ve been and what you’ve been doing. Plus, guest posts lend a little extra “street cred” to your projects. But don’t stop there . . .

				

					
					 CHECK FOR COMMENTS ON YOUR GUEST POST AND RESPOND IN A TIMELY MANNER. Sometimes the comments are the most interesting part of a guest post (no offense). This is where readers can ask more in-depth or related questions, and it’s also where you can show your expertise on the subject by being as helpful as possible. And guiding all seven of these tips is this one:

				

					
					 PUT SOME EFFORT INTO YOUR GUEST POST. Part of the benefit to guest posting is the opportunity to connect with a new audience. Make sure you bring your A-game, because you need to make a good impression if you want this exposure to actually help grow your audience. Don’t stress yourself out, but put a little thought into what you submit.

				

			

			ONE ADDITIONAL TIP: Have fun with it. Passion is what really drives the popularity of blogs. Share your passion and enthusiasm, and readers are sure to be impressed.

			ROBERT LEE BREWER is an editor with the Writer’s Digest Writing Community and author of Solving the World’s Problems (Press 53). Follow him on Twitter @robertleebrewer.

		
	
		
			
				12 AUTHORS SHARE THEIR BIGGEST SURPRISE IN THE PUBLISHING PROCESS

				
					By Robert Lee Brewer
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			The publishing process is one that requires a lot of people. Of course, there’s an author who writes a book, and a publisher who publishes the book. But for many books, there are many other people involved: agents, editors, publicists, sales reps, book buyers, booksellers, marketers, designers, and many more. In fact, there are so many people involved with the publishing process that it can often still be a bit of a mystery even to those most involved in the process.

			So I like to ask authors what they personally found to be the biggest surprise in the publishing process for their most recent titles. Some of these authors have published several titles, and others are debut authors. But all these authors found something surprising—even if it’s just the simple truth that publishing always has another trick up its sleeve.

			Equip yourself with their publishing insights, and be aware that your own book publishing process will likely produce some unexpected surprises too.

			PUBLISHING TAKES AS LONG AS IT TAKES

			“There is no substitute for hard work. It takes as long as it takes to get the manuscript in shape for a publisher. I remember asking one of my MFA writing instructors how long it took to publish her bestselling novel. ‘Nine years,’ she said. I thought to myself, ‘Well, it’s not going to take me that long!’ The joke is on me; it took me longer than that for the first novel. But I learned so much along the way about the characters that The Secret Keeper of Jaipur took just a few years and now I’m currently researching and writing the third book of the trilogy. Progress!”

			—Alka Joshi, author of The Secret Keeper of Jaipur

			RECEIVING FEEDBACK ON YOUR WRITING

			“It is such a delight to see the various responses you get in the process of publishing—first with your agent and your editor, then the art department for the cover, and later with publicity and marketing. These are your very first readers, and when they tell you things that they see and feel about your novel, it’s so wonderfully enlightening! Your ‘message in a bottle’ has been received and understood, and it gives you back a deeper sense of your own characters.”

			—Camille Aubray, author of The Godmothers

			YOUR BOOK HAS ITS OWN BIRTHDAY

			“The main lesson that I’ve learned is that your book has its own birthday, as my friend Cheryl Strayed has said; trust that. You don’t need to worry overmuch about when your book will be published (before you’re 30 or 40 or 50 or 60). Write the best book that you can and then trust that its path will unfold.

			“My book was ready to go out in late summer 2018, after six years of writing and revision, and I was frustrated when it didn’t go out to editors immediately. There were many reasons for the delay: I was slow in getting some material to my wonderful agent, then holidays came and some shifts in publishing occurred. But at the time, I was dismayed.

			“Then, in late January 2019, three months after my agent had intended to begin submitting the novel, she took it out to a single editor, the editor I’d most hoped to work with, and it sold in a day!

			“Looking back, I realize that the three-month delay was a great gift: It gave me time to focus attention on my mother, who in those same months fell ill, was hospitalized, and after six weeks, died. I was able to devote myself to her care and to spend weeks with her that I’d have missed if I’d been focused on book submissions and contracts. It gave me time to attend to what matters most. And the book sale, when it came in the midst of mourning, was a balm; it felt like a gift from my mother. So trust that your book has its own birthday.”

			—E.J. Levy, author of The Cape Doctor

			WE’RE ALL IN THIS TOGETHER

			“I’m fortunate in that all the surprises I’ve had along the way have been happy ones. Before I worked as a writer, I was a musical theater performer. Musical actors are some of the toughest survivors I know. I’ve waited early dawn hours in cattle call lines, been signed by agents only to be ignored and dropped and signed again, been insulted directly to my face in audition rooms just as often as I’ve been praised. Every actor I know has similar stories.

			“I thought it was going to be a similar road with writing. I thought if I got an agent, an editor, a publisher, I would have to fight to keep their attention. I assumed it would be a fight even to be seen in the first place. Instead, I met my agent at an arranged event through my MFA, and we clicked immediately. And when I had an interview with my editor at Orbit (the amazing Angeline Rodriguez), it was a similar feeling. Instead of fighting and competing, it’s been more a feeling that we’re all in this together, ushering this book into the world.

			“Also: I knew theoretically how important copy editors were before going through publishing, but now I’ve set up a shrine to them in my closet and worship them daily as my new god.”

			—Marissa Levien, author of The World Gives Way

			YOU ARE MORE THAN ONE BOOK

			“The most surprising part of my publishing journey came after two years of querying when I’d reached the point where I had accepted that my book was not going to find any takers. I was utterly heartbroken, but I found the courage to come up with a new story idea and write an outline. Three days after, I received an offer from my publisher. The lesson I learned was that I was so focused on selling my first book, Rea and the Blood of the Nectar, it embodied whether I considered myself a success or a failure. And in the glaring light of failure, I realized my passion was writing stories, so if one book didn’t work out, I would try with another and keep going.”

			—Payal Doshi, author of Rea and the Blood of the Nectar

			THERE ARE ALWAYS SURPRISES

			“There are always surprises and learning moments in publishing! I was writing this book when my publishing imprint folded and I was absorbed into a much bigger YA imprint. I was really nervous about the change, but it’s all worked out so well! I truly believe everything happens for a reason, and I’m excited for this fork in my journey.”

			—Sandhya Menon, author of Of Princes and Promises

			AGE DOESN’T MATTER

			“I was surprised that no one mentioned my age, even though I will be almost 80 when my first book is published! Only during the final publicity phase did my publicist prod a bit before suggesting that my experience might serve as inspiration for others who are reluctant to start writing because they think they are too old to publish a book. I also was surprised at the amount of diligence that is required to catch all the gremlins that sneak into the process.”

			—Marilyn Peterson Haus, author of Half of a Whole: My Fight for a Separate Life

			THE PUBLISHING PROCESS TAKES TIME

			“I’d heard that everything moves glacially in publishing, but The Layover moved through the submission and acquisition process relatively quickly, so I guess I expected it to come out quickly as well. When they told me that it would take sixteen months to publish, I honestly thought I’d misheard them. Who knew that in that time, the whole world would change? I feel lucky to be publishing at a time when people are gearing up for adventures again.”

			—Lacie Waldon, author of The Layover

			YOU HAVE TO ADAPT AND CHANGE

			“The surprise during this book’s publishing process? It was edited and prepared for publication during the pandemic. Thankfully, I was almost finished writing it by then. It was a comfort to be already well underway in a book I loved writing, and entering my favorite part of the process, too—editing. But the pandemic brought the Now what? moments to publishing, along with every other industry. Rapidly, my team at S&S regrouped and found new ways to do their many, many different jobs from home.

			“There was also another major shift during the publication of this book—my longtime imprint at S&S was dissolved, and the company went through a restructuring. I’m with a new imprint at S&S now, but it was really sad to see friends and colleagues of many years move on. Once again, I was reminded that the business of publishing is always adapting and changing and that you have to adapt and change along with it.”

			—Deb Caletti, author of One Great Lie

			UNDERSTANDING THE WHOLE PUBLISHING PROCESS

			“Really understanding the whole publishing process was a learning moment for me. The journey from trying to get to an agent to then hoping you get a book deal was very interesting and exciting, and I don’t think I ever truly understood how much time, effort, and teamwork goes into taking a book from being written to being published.”

			—Kate Bromley, author of Talk Bookish to Me

			FEELING THE PRESSURE TO DELIVER

			“This was the first book I sold to a publisher off of a pitch and sample chapters. I spent months crafting the pitch and creating an outline and character details before the deal was closed, but it was a new experience for me writing on a deadline and with the pressure to deliver. In the past, if a novel didn’t work I was only disappointing myself. But now, I would be letting down a publisher too. This writing experience taught me a lot about discipline and work structure and what my strengths and weaknesses as a writer are.”

			—Steven Rowley, author of The Guncle

			SO MUCH GOES INTO PUBLISHING A BOOK

			“Everything was a learning moment. From editing to the way books are bought and sold to marketing and publicity and design. Everything has been a learning experience. I really had no idea that so much went into it.

			“In the beginning, I actually thought that you write a certain number of pages, and then someone makes it into a book. I did not understand how that happened. It’s a much longer and more detailed process than I’d ever imagined. The editing process is very meticulous. I didn’t know what a ‘blurb’ was until last year.

			“Mostly I’m surprised by the number of people involved. Did you know there’s a book that comes out before the book? It’s called a galley or an ARC. I had no idea. Somebody has to work to make that.

			“I’ve met many people in the past year who are exceptionally good at their jobs. I think that, like most people, I just thought books appeared and then you read them. This is not the case. A lot of hard work goes into delivering a book into the world.”


			—Brian Broome, author of Punch Me Up to the Gods

		
	
		
			
				MAKING THE MOST OF THE MONEY YOU EARN

				
					by Sage Cohen
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			Writers who manage money well can establish a prosperous writing life that meets their short-term needs and long-term goals. This article will introduce the key financial systems, strategies, attitudes, and practices that will help you cultivate a writing life that makes the most of your resources and sustains you over time.

			DIVIDING BUSINESS AND PERSONAL EXPENSES

			If you are reporting your writing business to the IRS, it is important that you keep the money that flows from this source entirely separate from your personal finances. Here’s what you’ll need to accomplish this:

			
					
					BUSINESS CHECKING ACCOUNT: Only two types of money go into this account: money you have been paid for your writing and/or “capital investments” you make by depositing your own money to invest in the business. And only two types of payments are made from this account: business-related expenses (such as: subscriptions, marketing and advertisement, professional development, fax or phone service, postage, computer software and supplies), and “capital draws,” which you make to pay yourself.

				

					
					BUSINESS SAVINGS ACCOUNT OR MONEY MARKET ACCOUNT: This account is the holding pen where your quarterly tax payments will accumulate and earn interest. Money put aside for your retirement account(s) can also be held here.

				

					
					BUSINESS CREDIT CARD: It’s a good idea to have a credit card for your business as a means of emergency preparedness. Pay off the card responsibly every month and this will help you establish a good business credit record, which can be useful down the line should you need a loan for any reason.

				

			

			When establishing your business banking and credit, shop around for the best deals, such as highest interest rates, lowest (or no) monthly service fees, and free checking. Mint.com is a good source for researching your options.

			EXPENSE TRACKING AND RECONCILING

			Once your bank accounts are set up, it’s time to start tracking and categorizing what you earn and spend. This will ensure that you can accurately report your income and itemize your deductions when tax time rolls around every quarter. Whether you intend to prepare your taxes yourself or have an accountant help you, immaculate financial records will be the key to speed and success in filing your taxes.

			For the most effective and consistent expense tracking, I highly recommend that you use a computer program such as QuickBooks. While it may seem simpler to do accounting by hand, I assure you that it isn’t. Even a luddite such as I, who can’t comprehend the most basic principles of accounting, can use QuickBooks with great aplomb to plug in the proper categories for income and expenses, easily reconcile bank statements, and with a few clicks prepare all of the requisite reports that make it easy to prepare taxes.

			PAYING BILLS ONLINE

			While it’s certainly not imperative, you might want to check out your bank’s online bill pay option if you’re not using this already. Once you’ve set up the payee list, you can make payments in a few seconds every month or set up auto payments for expenses that are recurring. Having a digital history of bills paid can also come in handy with your accounting.

			MANAGING TAXES

			Self-employed people need to pay quarterly taxes. A quick, online search will reveal a variety of tax calculators and other online tools that can help you estimate what your payments should be. Programs such as TurboTax are popular and useful tools for automating and guiding you step-by-step through tax preparation. An accountant can also be helpful in understanding your unique tax picture, identifying and saving the right amount for taxes each quarter, and even determining SEP IRA contribution amounts (described later in this article). The more complex your finances (or antediluvian your accounting skills), the more likely that you’ll benefit from this kind of personalized expertise.

			Once you have forecasted your taxes either with the help of a specialized, tax-planning program or an accountant, you can establish a plan toward saving the right amount for quarterly payments. For example, once I figured out what my tax bracket was and the approximate percentage of income that needed to be set aside as taxes, I would immediately transfer a percentage of every deposit to my savings account, where it would sit and grow a little interest until quarterly tax time came around. When I could afford to do so, I would also set aside the appropriate percentage of SEP IRA contribution from each deposit so that I’d be ready at end-of-year to deposit as much as I possibly could for retirement.

			THE PRINCIPLE TO COMMIT TO IS THIS: Get that tax-earmarked cash out of your hot little hands (i.e., checking account) as soon as you can, and create whatever deterrents you need to leave the money in savings so you’ll have it when you need it.

			INTELLIGENT INVESTING FOR YOUR CAREER

			Your writing business will require not only the investment of your time but also the investment of money. When deciding what to spend and how, consider your values and your budget in the three, key areas in the chart below: education, marketing and promotion, and keeping the wheels turning.

			This is not an absolute formula for spending—just a snapshot of the types of expenses you may be considering and negotiating over time. My general rule would be: start small and modest with the one or two most urgent and/or inexpensive items in each list, and grow slowly over time as your income grows.

			The good news is that these legitimate business expenses may all be deducted from your income—making your net income and tax burden less. Please keep in mind that the IRS allows losses as long as you make a profit for at least three of the first five years you are in business. Otherwise, the IRS will consider your writing a nondeductible hobby.

			EDUCATION

			
					
					Subscriptions to publications in your field

				

					
					Memberships to organizations in your field

				

					
					Books: on topics you want to learn, or in genres you are cultivating

				

					
					Conferences and seminars

				

					
					Classes and workshops

				

			

			MARKETING AND PROMOTION

			
					
					URL registration and hosting for blogs and websites

				

					
					Contact database subscription (such as Constant Contact) for communicating with your audiences

				

					
					Business cards and stationery

				

					
					Print promotions (such as direct mail), giveaways and schwag

				

					
					Online or print ad placement costs

				

			

			KEEPING THE WHEELS TURNING

			
					
					Technology and application purchase, servicing and back-up

				

					
					Office supplies and furniture

				

					
					Insurance for you and/or your business

				

					
					Travel, gas, parking

				

					
					Phone, fax, and e-mail

				

			

			

			PREPARATION AND PROTECTION FOR THE FUTURE

			As a self-employed writer, in many ways your future is in your hands. Following are some of the health and financial investments that I’d recommend you consider as you build and nurture The Enterprise of You. Please understand that these are a layperson’s suggestions. I am by no means an accountant, tax advisor, or financial planning guru. I am simply a person who has educated herself on these topics for the sake of her own writing business, made the choices I am recommending, and benefited from them. I’d like you to benefit from them, too.

			SEP IRAS

			Individual Retirement Accounts (IRAs) are investment accounts designed to help individuals save for retirement. But I do recommend that you educate yourself about the Simplified Employee Pension Individual Retirement Account (SEP IRA) and consider opening one if you don’t have one already.

			A SEP IRA is a special type of IRA that is particularly beneficial to self-employed people. Whereas a Roth IRA has a contribution cap of $5,000 or $6,000, depending on your age, the contribution limit for self-employed people in 2011 is approximately 20% of adjusted earned income, with a maximum contribution of $49,000. Contributions for a SEP IRA are generally 100% tax deductible and investments grow tax deferred. Let’s say your adjusted earned income this year is $50,000. This means you’d be able to contribute $10,000 to your retirement account. I encourage you to do some research online or ask your accountant if a SEP IRA makes sense for you.

			CREATING A 9-MONTH SAVINGS BUFFER

			When you’re living month-to-month, you are extremely vulnerable to fluctuation in the economy, client budget changes, life emergencies, and every other wrench that could turn a good working groove into a frightening financial rut. The best way to prepare for the unexpected is to start (or continue) developing a savings buffer. The experts these days are suggesting that we accumulate nine months of living expenses to help us navigate transition in a way that we feel empowered rather than scared and desperate to take the next thing that comes along.

			I started creating my savings buffer by opening the highest-interest money market account I could find and setting up a modest, monthly automatic transfer from my checking account. Then, when I paid off my car after five years of monthly payments, I added my car payment amount to the monthly transfer. (I’d been paying that amount for five years, so I was pretty sure I could continue to pay it to myself.) When I paid off one of my credit cards in full, I added that monthly payment to the monthly savings transfer. Within a year, I had a hefty sum going to savings every month before I had time to think about it, all based on expenses I was accustomed to paying, with money that had never been anticipated in the monthly cash flow.

			What can you do today—and tomorrow—to put your money to work for your life, and start being as creative with your savings as you are with language?

			DISABILITY INSURANCE

			If writing is your livelihood, what happens if you become unable to write? I have writing friends who have become incapacitated and unable to work due to injuries to their brains, backs, hands, and eyes. Disability insurance is one way to protect against such emergencies and ensure that you have an income in the unlikely event that you’re not physically able to earn one yourself.

			Depending on your health, age, and budget, monthly disability insurance payments may or may not be within your means or priorities. But you won’t know until you learn more about your coverage options. I encourage you to investigate this possibility with several highly rated insurance companies to get the lay of the land for your unique, personal profile and make an informed decision.

			HEALTH INSURANCE

			Self-employed writers face tough decisions about health insurance. If you’re lucky, there’s someone in your family with health coverage also available to you. Without the benefit of group health insurance, chances are that self-costs are high and coverage is low. As in disability insurance, age and health status are significant variables in costs and availability.

			Ideally, of course, you’ll have reasonably-priced health insurance that helps make preventive care and health maintenance more accessible and protects you in case of a major medical emergency. The following are a few possibilities to check out that could reduce costs and improve access to health coverage:

			
					
					Join a group that aggregates its members for group coverage, such as a Chamber of Commerce or AARP. Ask an insurance agent in your area if there are any other group coverage options available to you.

				

					
					Consider a high-deductible health plan paired with a Health Savings Account (HSA). Because the deductible is so high, these plans are generally thought to be most useful for a major medical emergency. But an HSA paired with such a plan allows you to put aside a chunk of pre-tax change every year that can be spent on medical expenses or remain in the account where it can be invested and grow.

				

			

			Establishing effective financial systems for your writing business will take some time and energy at the front end. I suggest that you pace yourself by taking an achievable step or two each week until you have a baseline of financial management that works for you. Then, you can start moving toward some of your bigger, longer-term goals. Once it’s established, your solid financial foundation will pay you in dividends of greater efficiency, insight, and peace of mind for the rest of your writing career.

			SAGE COHEN is the author of The Productive Writer and Writing the Life Poetic, both from Writer’s Digest Books. She’s been nominated for a Pushcart Prize, won first prize in the Ghost Road Press Poetry contest, and published dozens of poems, essays, and articles on the writing life. Sage holds an MFA in creative writing from New York University and a BA from Brown University. Since 1997, she has been a freelance writer serving clients including Intuit, Blue Shield, Adobe, and Kaiser Permanente.

		
	
		
			
				HOW MUCH SHOULD I CHARGE?

				Pay Rate Chart for Freelancers

				
					By C. Hope Clark
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			Freelance writers often begin their journeys intimidated. Where do they find clients? Where do they collect those first all-important samples to show future clients? But mostly, they wonder what to charge. Charge too much, and they lose the client. Charge too little, and they jeopardize not only their livelihood but also their reputation. The question used to be “what do I charge?” Today, it’s as much how you charge and why you charge as it is how much.

			The old school method involved deciding what you wish to earn annually, add for taxes, insurance, retirement, and administrative duties, then divide it by the number of hours you work. Voila. There’s your hourly rate. While you need a good feel for a minimum hourly rate, changing times call for flexibility. Writers have more expertise, clients have more diverse needs, and writing has become more than writing a piece of copy.

			Let’s say a company needs a writer. They may call it a copywriter, copyeditor, writer/editor, SEO guru, or anything under the sun, with their needs covering the gamut of print articles, website material, blog pieces, advertising, keyword optimization, e-mail and newsletter creation, white pages, testimonials, resource guides (print or ebook), YouTube script, social media posts, management biographies, technical summations, and/or thought leader statements. Today a writer often has to think in terms of packages, tiers of fees, expertise level required, and online savvy.

			A publisher may seek a sensitivity editor in addition to a proofreader. A legal firm may not only want legal briefs, but also creative writing in the form of success story interviews for their website or blog.

			A medical news site could expect a medical writer to handle press releases, editing journal documents, and writing white papers, newsletters, blogs, and articles. A magazine editor could expect print, website, blog, even radio and TV products. A nonprofit could need print as well as online copy, a speech for the executive director, and/or a grant proposal.

			A call for a tech writer could span from computer knowledge to agriculture or cryptocurrency or medical. A website copywriter may be contracted for blog posts, website service pages, and ecommerce product descriptions. And, of course, these days so many need to broadcast a brand of some kind through it all.

			Writing is a business, writers are service providers, no two clientele are alike, and even the same client can have multiple needs. Writers should be versatile and prepared to adjust and readjust to meet that diverse need. Charging options can involve any or all of the following methods: Per hour; per project (flat rate); per word; per day; sliding scales; tier levels (different pre-set packages); retainers (a promised minimum per week or month); bonuses; commissions; percentages of budgets; advances; royalties; and/or travel and expenses.

			Some clients have an established budget. Others aren’t sure. That’s where ranges come into play, as well as a discussion of the project’s details. Nothing says a writer cannot charge one client one figure and another something entirely different. Nothing says they can’t have an array of charges, adjusting for a myriad of factors. A client could be a nonprofit that cannot afford the rate you charge a corporate client. A client can become a repeat customer, meriting a discount. Analyze the following when considering rates:

			
					
					The writer’s need for this project versus the client’s need to have it done.

				

					
					The writer’s expertise level versus the client’s need for that expertise.

				

					
					The writer’s appeal for the work.

				

					
					The writer’s reputation versus the client’s.

				

					
					The writer’s workload versus the client’s.

				

					
					The writer’s locale versus the client’s.

				

					
					The chance of future work.

				

					
					The rounds of revision required.

				

					
					The ease of dealing with the client.

				

					
					The financial depth of the client.

				

					
					The range of duties (blog, scripts, Amazon lists, SEO, etc., in addition to copy).

				

					
					The client’s return on investment (ROI) of the product written.

				

			

			Over time a writer develops an instinct for their minimum rate, when to raise it, and how firmly to stand by that rate. Hourly is a good basic start for calculations, but the client does not have to know what that is in bidding a project.

			A writer may hone a niche, drawing upon a past life, educational degrees, or interest. A chef becomes a food writer. A teacher writes curriculum. Nurses write medical blogs. Finance, IT, science, engineering, gaming, outdoors, health, wellness, real estate, even celebrity entertainment count as strong niches. Many writers learn to lead with their niche and command more lucrative prices because they bring expertise to the negotiation table.

			A nonprofit may not have the budget of a Fortune 500 company, warranting a lesser fee for similar work. They may accept a simple, lower-paying assignment just to fill a small hole in their immediate schedule, then charge a premium for a faster turnaround. A gig closer to home means less travel.

			A freelancer’s goal, of course, entails acquiring regular work with regular customers. A certain degree of relief comes from stable income. Small repetitive projects, like social media, e-commerce product descriptions, e-mails, or newsletters lend themselves to monthly rates. Contributing editor roles provide a consistent voice for the magazine and regular income for the writer.

			But writers don’t rely solely on tables like this one, or only the work in their purview. They stay on top of fees by networking with peers. Social media teems with groups of writers willing to share. Professional organizations offer knowledge, credibility, and connections. Job boards abound online.

			Freelancing is incredibly satisfying work but only if writers stretch and reach for opportunity and maintain a hunger for improvement. Confidence grows with each attempt, and especially with each success.

			The rate chart that follows is a general guide, giving readers a sense of real income as reported by real writers. Of course, there are the miracle workers out there making heavy six-figures and others that write only for fun or volunteer their time. Those writers are not configured here. There are many other types of writing jobs that may not fall into any of these categories. Movie novelizations and work for hire, for instance. Self-published authors and traditional novelists travel a range so far and wide that the numbers are too unwieldy to generalize.

			This data here, however, gained from surveying hundreds of freelancers and organizations, studies of actual calls for submissions, and interviews of specific successful freelancers, gives a freelance writer a reasonable place to start.

			
				PARTICIPATING GROUPS

				Many individuals and groups helped participate in compiling the information for the pay rate chart below. Here are a few of the groups:

				
						
						Academia to Affluence—https://www.academiatoaffluence.com

					

						
						American Literary Translators Association—https://literarytranslators.org

					

						
						American Medical Writers Association—https://www.amwa.org

					

						
						American Society for Indexing—https://www.asindexing.org

					

						
						American Society of Journalists & Authors—https://asja.org

					

						
						American Translators Association—https://www.atanet.org

					

						
						American Writers & Artists Institute—https://www.awai.com

					

						
						Association of Independents of Radio—https://airmedia.org

					

						
						Austin Copywriter—https://austin-copywriter.com

					

						
						Aviary Editing—https://aviaryediting.com/index.html

					

						
						The Balance—https://www.thebalancesmb.com

					

						
						Black Forest Basilisks—https://www.blackforestbasilisks.com

					

						
						Book Deviant—https://bookdeviant.wordpress.com

					

						
						Bookishness and Tea—https://bookishnessandtea.wordpress.com

					

						
						Bookwyrms Guide to the Galaxy—https://bookwyrmsgalaxy.wordpress.com

					

						
						Chron—https://work.chron.com

					

						
						ClearVoice—https://www.clearvoice.com

					

						
						Clippings.me—https://www.clippings.me

					

						
						Counter Craft—https://countercraft.substack.com

					

						
						Dot and Dash LLC—https://www.dotanddashllc.com

					

						
						Editorial Freelancers Association—https://www.the-efa.org

					

						
						Espirian—https://espirian.co.uk

					

						
						FlexJobs—https://www.flexjobs.com

					

						
						Freelance Success—https://www.freelancesuccess.com

					

						
						Freelancer FAQs—https://www.freelancerfaqs.com

					

						
						The Freelancer’s Year—https://thefreelancersyear.com

					

						
						FundsforWriters—https://www.fundsforwriters.com

					

						
						Glassdoor—https://www.glassdoor.com

					

						
						GTS Translation—https://www.gts-translation.com

					

						
						Indeed—https://www.indeed.com

					

						
						Inkwell Editorial—https://inkwelleditorial.com

					

						
						Investigative Reporters & Editors—https://www.ire.org

					

						
						Job Shadow—https://jobshadow.com

					

						
						Linkedin—https://www.linkedin.com

					

						
						London Freelance—http://www.londonfreelance.org

					

						
						Make a Living Writing—https://www.makealivingwriting.com

					

						
						Medical Journal Editors—http://www.medicaljournaleditors.com

					

						
						National Association of Science Writers—https://www.nasw.org

					

						
						National Writers Union—https://nwu.org

					

						
						NJ Creatives Network—https://www.njcreatives.org

					

						
						Payscale—https://www.payscale.com

					

						
						Reading Asian America—https://readingasiam.blog/sensitivity-reader-services

					

						
						Reedsy—https://reedsy.com

					

						
						Salary.com—https://www.salary.com

					

						
						Sensitivity Reader—https://www.sensitivityreader.com

					

						
						The Shrinkette—http://www.theshrinkette.wordpress.com

					

						
						Simply Hired—https://www.simplyhired.com

					

						
						Smart Blogger—https://smartblogger.com

					

						
						Society of Professional Journalists—https://www.spj.org

					

						
						So Create—https://www.socreate.it/en

					

						
						The Society of Authors—https://www2.societyofauthors.org

					

						
						Strategy Beam—https://www.strategybeam.com

					

						
						Upwork—https://www.upwork.com

					

						
						Women in Film—https://womeninfilm.org

					

						
						Wordminds—https://wordminds.com

					

						
						Write Jobs PLUS+—https://www.patreon.com/writejobsplus

					

						
						Writer’s Guild of America East—https://www.wgaeast.org

					

						
						Writer’s Guild of America West—https://www.wga.org

					

						
						Writing Cooperative—https://writingcooperative.com

					

						
						Zip Recruiter—https://www.ziprecruiter.com

					

				

			
			C. HOPE CLARK is founder of FundsforWriters (www.fundsforwriters.com), frequently chosen by Writer’s Digest for its annual 101 Best Websites for Writers. She is also author of three award-winning mystery series (www.chopeclark.com). Unable to leave that scrumptious feeling of freelancing, she still hustles a few gigs in between, to include Writer’s Market.

		
	
		
			ADVERTISING & BUSINESS

			Advertising/business copywriting/editing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$100

						 	
							$68

						 
  	
							PER PROJECT

						 	
							$100

						 	
							$15,000

						 	
							$1,900

						 
  	
							OTHER

						 	
							2¢/word, $1,200/month, $536/day, $16/page, $75/ad

						 	
							$1.50/word, $5,000/month, $705/day, $1,250/page, $350/ad

						 	
							50¢/word, $2,500/month, $620/day, $400/page, $212/ad

						 
 
			

			Annual reports

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$18

						 	
							$175

						 	
							$76

						 
  	
							PER PROJECT

						 	
							$250

						 	
							$10,000

						 	
							$4,240

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Business/corporate histories

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$40

						 	
							$165

						 	
							$83

						 
  	
							PER PROJECT

						 	
							$300

						 	
							$5,000

						 	
							$1,950

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							$310/page

						 
 
			

			Business letters/e-mails/newsletters

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$12

						 	
							$200

						 	
							$59

						 
  	
							PER PROJECT

						 	
							$30

						 	
							$4,000

						 	
							$1,080

						 
  	
							OTHER

						 	
							10¢/word, $100/month, $240/day

						 	
							$2.50/word, $3,000/month, $2,400/day

						 	
							72¢/word, $1,830/month, $1,340/day

						 
 
			

			Business plans

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$30

						 	
							$160

						 	
							$81

						 
  	
							PER PROJECT

						 	
							$250

						 	
							$4,000

						 	
							$1,990

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Product Reviews

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							n/a

						 	
							n/a

						 	
							$25

						 
  	
							PER PROJECT

						 	
							$75

						 	
							$500

						 	
							$245

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							35¢/word

						 
 
			

			Business profiles

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$25

						 	
							$125

						 	
							$81

						 
  	
							PER PROJECT

						 	
							$50

						 	
							$2,000

						 	
							$654

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Business scriptwriting

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$9

						 	
							$125

						 	
							$41

						 
  	
							PER PROJECT

						 	
							$200

						 	
							$3,000

						 	
							$1,320

						 
  	
							OTHER

						 	
							1¢/word, $200/month

						 	
							14¢/word, $800/month

						 	
							8¢/word, $500/month, $100/minute

						 
 
			

			Business seminars

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$20

						 	
							$300

						 	
							$110

						 
  	
							PER PROJECT

						 	
							$500

						 	
							$5,000

						 	
							$2,750

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Ghostwriting/thought leader writing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$25

						 	
							$200

						 	
							$74

						 
  	
							PER PROJECT

						 	
							$80

						 	
							$5,000

						 	
							$1,220

						 
  	
							OTHER

						 	
							15¢/word, $1,000/month

						 	
							50¢/word, $1,500/month

						 	
							34¢/word, $1,167/month

						 
 
			

			Press releases/kits

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$20

						 	
							$200

						 	
							$85

						 
  	
							PER PROJECT

						 	
							$50

						 	
							$5,677

						 	
							$638

						 
  	
							OTHER

						 	
							35¢/word

						 	
							71¢/word

						 	
							50¢/word, $250/page

						 
 
			

			Resume writing/job descriptions

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$100

						 	
							$45

						 
  	
							PER PROJECT

						 	
							$10

						 	
							$500

						 	
							$200

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Business speechwriting

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$17

						 	
							$350

						 	
							$82

						 
  	
							PER PROJECT

						 	
							$3,000

						 	
							$15,000

						 	
							$6,500

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Whitepapers

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$200

						 	
							$86

						 
  	
							PER PROJECT

						 	
							$100

						 	
							$12,000

						 	
							$3,005

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							25¢/word, $310/page

						 
 
			

			BOOK PUBLISHING

			Book production

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$20

						 	
							$125

						 	
							$54

						 
  	
							PER PROJECT

						 	
							$300

						 	
							$25,000

						 	
							$4,535

						 
  	
							OTHER

						 	
							5¢/word

						 	
							10¢/word

						 	
							8¢/word, $1/page

						 
 
			

			Book queries/proposals

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$158

						 	
							$250

						 	
							$67

						 
  	
							PER PROJECT

						 	
							$50

						 	
							$7,000

						 	
							$1,242

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							7¢/word, 3% royalties first 90 days

						 
 
			

		 
			Copyediting

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$200

						 	
							$51

						 
  	
							PER PROJECT

						 	
							$100

						 	
							$3,500

						 	
							$1,303

						 
  	
							OTHER

						 	
							12¢/word

						 	
							14¢/word

						 	
							12¢/word, $1/page + royalties

						 
 
			

			Developmental editing (fiction)

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$200

						 	
							$47

						 
  	
							PER PROJECT

						 	
							$250

						 	
							$10,000

						 	
							$2,428

						 
  	
							OTHER

						 	
							3¢/word, $7/page

						 	
							10¢/word, $25/page

						 	
							5¢/word, $14/page

						 
 
			

			Developmental editing (nonfiction/technical)

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$200

						 	
							$50

						 
  	
							PER PROJECT

						 	
							$100

						 	
							$10,000

						 	
							$2,368

						 
  	
							OTHER

						 	
							3¢/word, $1/page

						 	
							12¢/word, $50/page

						 	
							6¢/word, $13/page

						 
 
			

			Ghostwriting

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$19

						 	
							$500

						 	
							$84

						 
  	
							PER PROJECT

						 	
							$2,500

						 	
							$160,000

						 	
							$21,960

						 
  	
							OTHER

						 	
							$4/page

						 	
							$100/page

						 	
							$51/page, 50% royalties

						 
 
			

			Guidebooks/ebooks

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$200

						 	
							$52

						 
  	
							PER PROJECT

						 	
							$200

						 	
							$90,000

						 	
							$19,884

						 
  	
							OTHER

						 	
							5¢/word

						 	
							$2/word

						 	
							60¢/word

						 
 
			

			Indexing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$250

						 	
							$59

						 
  	
							PER PROJECT

						 	
							$100

						 	
							$1,000

						 	
							$596

						 
  	
							OTHER

						 	
							1¢/word, $2/page

						 	
							13¢/word, $10/page

						 	
							5¢/word, $5.21/page

						 
 
			

			Personal/family histories

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$20

						 	
							$200

						 	
							$65

						 
  	
							PER PROJECT

						 	
							$250

						 	
							$5,500

						 	
							$1,801

						 
  	
							OTHER

						 	
							20¢/word

						 	
							$2/word

						 	
							$1.10/word

						 
 
			

		 
			Proofreading

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$200

						 	
							$38

						 
  	
							PER PROJECT

						 	
							$150

						 	
							$1,000

						 	
							$523

						 
  	
							OTHER

						 	
							5¢/word, $1/page

						 	
							18¢/word, $4/page

						 	
							6¢/word, $2.25/page

						 
 
			

			Sensitivity reading

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
  	
							PER PROJECT

						 	
							$100

						 	
							$1,500

						 	
							$323

						 
  	
							OTHER

						 	
							1¢/word, $50/scene/short

						 	
							2¢/word, $125/scene/short

						 	
							1¢/word, $65/scene/short

						 
 
			

			Translations

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$40

						 	
							$100

						 	
							$61

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
  	
							OTHER

						 	
							8¢/word

						 	
							28¢/word

						 	
							18¢/word, $100/page

						 
 
			

			EDUCATION/LITERARY SERVICES

			Adult writing classes

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$200

						 	
							$44

						 
  	
							PER PROJECT

						 	
							$100

						 	
							$1,000

						 	
							$368

						 
  	
							OTHER

						 	
							$10/student

						 	
							$90/student

						 	
							$47/student

						 
 
			

			Curriculum writing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$100

						 	
							$44

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							$44

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Educational webinars

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$150

						 	
							$56

						 
  	
							PER PROJECT

						 	
							$50

						 	
							$4,000

						 	
							$1,225

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

		 
			Grant writing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$200

						 	
							$58

						 
  	
							PER PROJECT

						 	
							$150

						 	
							$400

						 	
							$211

						 
  	
							OTHER

						 	
							$4,000/month

						 	
							$6,000/month

						 	
							$5,000/month

						 
 
			

			Poetry critique

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$20

						 	
							$100

						 	
							$59

						 
  	
							PER PROJECT

						 	
							$15

						 	
							$400

						 	
							$211

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							$10/page, $60/poem

						 
 
			

			Prose critique

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$200

						 	
							$60

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							$200

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Private writing instruction

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$150

						 	
							$60

						 
  	
							PER PROJECT

						 	
							$90

						 	
							$2,000

						 	
							$500

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							17¢/word, $800/month

						 
 
			

			Thesis/dissertation review

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$20

						 	
							$75

						 	
							$45

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			FILM/TV/RADIO/STAGE/PODCASTS

			Audiovisual work

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$24

						 	
							$150

						 	
							$71

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							$300

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							$400/day

						 
 
			

			Comedy

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$25

						 	
							$150

						 	
							$67

						 
  	
							PER PROJECT

						 	
							$150

						 	
							$2,000

						 	
							$1,075

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Commercials

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$28

						 	
							$100

						 	
							$58

						 
  	
							PER PROJECT

						 	
							$500

						 	
							$30,000

						 	
							$6,411

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Playwriting

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$17

						 	
							$51

						 	
							$30

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							AVG: 10¢/word

						 
 
			

			Screenwriting

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$12

						 	
							$41

						 	
							$22

						 
  	
							PER PROJECT

						 	
							$25,000

						 	
							$100,000

						 	
							$57,167

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Scriptwriting (business, education, training)

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$9

						 	
							$125

						 	
							$46

						 
  	
							PER PROJECT

						 	
							$200

						 	
							$3,000

						 	
							$1,255

						 
  	
							OTHER

						 	
							14¢/word, $200/month, $50/minute

						 	
							17¢/word, $800/month, $250/minute

						 	
							16¢/word, $500/month, $150/minute

						 
 
			

			Shows, interviews (radio, podcasts)

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$16

						 	
							$250

						 	
							$72

						 
  	
							PER PROJECT

						 	
							$1,000

						 	
							$5,000

						 	
							$1,034

						 
  	
							OTHER

						 	
							$189/day, $1.83/minute

						 	
							$1,500/day, $67.60/minute

						 	
							$772/day, $27.60/minute

						 
 
			

			TV scripts

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$14

						 	
							$85

						 	
							$36

						 
  	
							PER PROJECT

						 	
							$150

						 	
							$40,000

						 	
							$10,611

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							

			 
 
			

			MAGAZINE/JOURNALS (INCLUDES WEBSITES)

			Article critique

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$35

						 	
							$100

						 	
							$62

						 
  	
							PER PROJECT

						 	
							$100

						 	
							$1,200

						 	
							$403

						 
  	
							OTHER

						 	
							10¢/word

						 	
							50¢/word

						 	
							30¢/word

						 
 
			

			Book/music/product reviews

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$30

						 	
							$90

						 	
							$50

						 
  	
							PER PROJECT

						 	
							$20

						 	
							$2,000

						 	
							$254

						 
  	
							OTHER

						 	
							10¢/word

						 	
							50¢/word

						 	
							25¢/word

						 
 
			

			Comics

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							n/a

						 	
							n/a

						 	
							$100

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
  	
							OTHER

						 	
							1¢/word, $74/page

						 	
							50¢/word, $300/page

						 	
							30¢/word, $168/page

						 
 
			

		 
			Content editing/copyediting

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$14

						 	
							$200

						 	
							$43

						 
  	
							PER PROJECT

						 	
							$50

						 	
							$2,000

						 	
							$546

						 
  	
							OTHER

						 	
							5¢/word

						 	
							20¢/word

						 	
							12¢/word, $2,820/mag issue

						 
 
			

			Factchecking

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$50

						 	
							$37

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							$500

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Ghostwritten articles

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$19

						 	
							$200

						 	
							$61

						 
  	
							PER PROJECT

						 	
							$200

						 	
							$3,500

						 	
							$1,155

						 
  	
							OTHER

						 	
							18¢/word

						 	
							$1.25/word

						 	
							57¢/word

						 
 
			

			Magazine articles

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$20

						 	
							$300

						 	
							$68

						 
  	
							PER PROJECT

						 	
							$25

						 	
							$1,200

						 	
							$332

						 
  	
							OTHER

						 	
							7¢/word

						 	
							$1/word

						 	
							28¢/word, $400/week, $40/chapter

						 
 
			

			Magazine features

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$194

						 	
							$61

						 
  	
							PER PROJECT

						 	
							$25

						 	
							$8,000

						 	
							$627

						 
  	
							OTHER

						 	
							10¢/word

						 	
							$3/word

						 	
							83¢/word

						 
 
			

		 
			Proofreading

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$75

						 	
							$37

						 
  	
							PER PROJECT

						 	
							$300

						 	
							$500

						 	
							$400

						 
  	
							OTHER

						 	
							2¢/word

						 	
							8¢/word

						 	
							4¢/word

						 
 
			

			NEWSPAPER/NEWS OUTLETS

			Copyediting

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$50

						 	
							$32

						 
  	
							PER PROJECT

						 	
							$140

						 	
							$300

						 	
							$220

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							$3,100/month

						 
 
			

			Features

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$13

						 	
							$51

						 	
							$30

						 
  	
							PER PROJECT

						 	
							$20

						 	
							$2,000

						 	
							$374

						 
  	
							OTHER

						 	
							17¢/word

						 	
							$2/word

						 	
							65¢/word, $4,500/month, $1/inch

						 
 
			

			Proofing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$75

						 	
							$34

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							$350

						 
  	
							OTHER

						 	
							3¢/word

						 	
							18¢/word

						 	
							8¢/word

						 
 
			

			Stringing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$8

						 	
							$50

						 	
							$25

						 
  	
							PER PROJECT

						 	
							$25

						 	
							$300

						 	
							$101

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							$250/day, $1/inch

						 
 
			

			Syndicated column (self)

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
  	
							OTHER

						 	
							$10/week/paper

						 	
							$20/week/paper

						 	
							$15/week/paper

						 
 
			

			NONPROFIT/GOVERNMENT/POLITICS

		 
			Grant writing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$200

						 	
							$58

						 
  	
							PER PROJECT

						 	
							$85

						 	
							$5,000

						 	
							$1,348

						 
  	
							OTHER

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
 
			

			Speech writing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$14

						 	
							$100

						 	
							$65

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
  	
							OTHER

						 	
							14¢/word

						 	
							19¢/word

						 	
							17¢/word

						 
 
			

			Writing/editing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$18

						 	
							$160

						 	
							$50

						 
  	
							PER PROJECT

						 	
							$125

						 	
							$6,000

						 	
							$1,033

						 
  	
							OTHER

						 	
							10¢/word

						 	
							$2/word

						 	
							94¢/word, $800/month

						 
 
			

			ONLINE GENERAL

			Blogging

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$14

						 	
							$200

						 	
							$59

						 
  	
							PER PROJECT

						 	
							$25

						 	
							$800

						 	
							$219

						 
  	
							OTHER

						 	
							3¢/word, $720/month

						 	
							$2/word, $4,800/month

						 	
							36¢/word, $2,005/month, $2,800/negotiated package

						 
 
			

			Closed captioning

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$14

						 	
							$200

						 	
							$59

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
  	
							OTHER

						 	
							10¢/word

						 	
							16¢/word

						 	
							13¢/word

						 
 
			

			Game writing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$9

						 	
							$25

						 	
							$17

						 
  	
							PER PROJECT

						 	
							$4,000

						 	
							$6,000

						 	
							$5,000

						 
  	
							OTHER

						 	
							$1,500/month

						 	
							$2,500/month

						 	
							$2,000/month, 20¢/word + royalties

						 
 
			

			SEO/keywords

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$200

						 	
							$65

						 
  	
							PER PROJECT

						 	
							$5

						 	
							$3,000

						 	
							$989

						 
  	
							OTHER

						 	
							$100/page

						 	
							$250/page

						 	
							$175/page, 20¢/word

						 
 
			

			Social media management

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$300

						 	
							$57

						 
  	
							PER PROJECT

						 	
							$100

						 	
							$3,000

						 	
							$932

						 
  	
							OTHER

						 	
							$347/month, $30/post

						 	
							$3,000/month, $75/post

						 	
							$1,141/month, $50/post

						 
 
			

			Video script (i.e., YouTube)

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$175

						 	
							$77

						 
  	
							PER PROJECT

						 	
							$250

						 	
							$2,000

						 	
							$1,083

						 
  	
							OTHER

						 	
							$75/day

						 	
							$800/day

						 	
							$352/day

						 
 
			

			Web writing/editing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$10

						 	
							$200

						 	
							$48

						 
  	
							PER PROJECT

						 	
							$25

						 	
							$7,000

						 	
							$1,000

						 
  	
							OTHER

						 	
							2¢/word, $1,000/month, $100/page

						 	
							90¢/word, $2,400/month, $250/page

						 	
							28¢/word, $1,730/month, $175/page

						 
 
			

			Tech editing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$100

						 	
							$47

						 
  	
							PER PROJECT

						 	
							$40

						 	
							$2,800

						 	
							$771

						 
  	
							OTHER

						 	
							3¢/word, $800/month

						 	
							60¢/word, $5,600/month

						 	
							20¢/word, $3,373/month

						 
 
			

			Tech proofing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$75

						 	
							$46

						 
  	
							PER PROJECT

						 	
							n/a

						 	
							n/a

						 	
							n/a

						 
  	
							OTHER

						 	
							2¢/word

						 	
							18¢/word

						 	
							8¢/word

						 
 
			

			Tech writing

			
				        	 	
							LOW

						 	
							HIGH

						 	
							AVG

						 
    	
							PER HOUR

						 	
							$15

						 	
							$200

						 	
							$50

						 
  	
							PER PROJECT

						 	
							$40

						 	
							$1,000

						 	
							$423

						 
  	
							OTHER

						 	
							10¢/word, $800/month, $425/day, $22/webpage

						 	
							$1/word, $5,600/month, $1,056/day, $300/webpage

						 	
							32¢/word, $3,092/month, $624/day, $122/webpage
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				LITERARY AGENTS

				
					[image: ]
				

			
			The literary agencies listed in this section are open to new clients and are members of the Association of Authors’ Representatives (AAR), which means they do not charge for reading, critiquing, or editing. Some agents in this section may charge clients for office expenses such as photocopying, foreign postage, long-distance phone calls, or express mail services. Make sure you have a clear understanding of what these expenses are before signing any agency agreement.

			FOR MORE . . .

			The 30th edition of Guide to Literary Agents (Writer’s Digest Books) offers more than 600 literary agents, as well as information on writers’ conferences. It also provides a wealth of information on the author/agent relationship and other related topics.

			SUBHEADS

			Each listing is broken down into subheads to make locating specific information easier. In the first section, you’ll find contact information for each agency. Further information is provided which indicates an agency’s size, its willingness to work with a new or previously unpublished writer, and its general areas of interest.

			Note: While we make every attempt to provide the most up-to-date information in our directories, you should always check an agency’s website for current submission needs and preferences.

		
	
		
			A+B WORKS

			E-mail: query@aplusbworks.com. Website: http://aplusbworks.com. Contact: Amy Jameson, Brandon Jameson. Estab. 2004.

			[image: comment from editor] Amy began her publishing career with esteemed literary agency Janklow & Nesbit Associates, where she launched Shannon Hale’s career.

			MEMBER AGENTS Amy Jameson (picture books, middle grade and young adult).

			REPRESENTS Novels, juvenile books. Considers these fiction areas: middle grade, picture books, young adult.

			[image: tip] Does not want women’s fiction, or any other books for adults.

			HOW TO CONTACT Query via online submission form. “Due to the high volume of queries we receive, we can’t guarantee a response.” Accepts simultaneous submissions.

			DOMINICK ABEL LITERARY AGENCY, INC.

			146 W. 82nd St., #1A, New York NY 10024. (212)877-0710. Fax: (212)595-3133. E-mail: agency@dalainc.com. E-mail: agency@dalainc.com. Website:  www.dalainc.com. Contact: Dominick Abel. Estab. 1975. Member of AAR. Represents 50 clients.

			REPRESENTS Fiction, novels. Considers these nonfiction areas: business, true crime. Considers these fiction areas: action, adventure, crime, detective, mystery, police.

			HOW TO CONTACT Query via e-mail. No attachments. “If you wish to submit fiction, describe what you have written and what market you are targeting (you may find it useful to compare your work to that of an established author). Include a synopsis of the novel and the first two or three chapters. If you wish to submit nonfiction, you should, in addition, detail your qualifications for writing this particular book. Identify the audience for your book and explain how your book will be different from and better than already published works aimed at the same market.” Accepts simultaneous submissions. Responds in 2-3 weeks.

			ADAMS LITERARY

			7845 Colony Rd., C4 #215, Charlotte NC 28226. (704)542-1440. Fax: (704)542-1450. E-mail: info@adamsliterary.com. Website: www.adamsliterary.com. Contact: Tracey Adams, Josh Adams. Estab. 2004. Member of AAR. Other memberships include SCBWI and WNBA.

			MEMBER AGENTS Tracey Adams, Josh Adams.

			REPRESENTS Considers these fiction areas: middle grade, picture books, young adult.

			[image: tip] Represents “the finest children’s book and young adult authors and artists.”

			HOW TO CONTACT Submit through online form on website only. Send e-mail if that is not operating correctly. All submissions and queries should first be made through the online form on website. Will not review—and will promptly recycle—any unsolicited submissions or queries received by mail. Before submitting work for consideration, review complete guidelines online, as the agency sometimes shuts off to new submissions. Accepts simultaneous submissions. Responds in 6 weeks if interested. “While we have an established client list, we do seek new talent—and we accept submissions from both published and aspiring authors and artists.”

			TERMS Agent receives 15% commission on domestic sales; 20% on foreign sales. Offers written contract.

			TIPS “Guidelines are posted (and frequently updated) on our website.”

			AEVITAS CREATIVE MANAGEMENT

			19 W. 21st St., Suite 501, New York NY 10010. (212)765-6900. Website: aevitascreative.com. Member of AAR. Signatory of WGA.

			MEMBER AGENTS Esmond Harmsworth, managing partner; David Kuhn, managing partner; Todd Shuster, managing partner; Jennifer Gates, senior partner; Laura Nolan, senior partner; Janet Silver, senior partner; Bridget Wagner Matzie, partner; Rick Richter, partner; Jane von Mehren, partner; Lauren Sharp, senior agent; Rob Arnold, agent; Sarah Bowlin, agent; Michelle Brower, agent; Lori Galvin, agent; David Granger, agent; Sarah Lazin, agent; Sarah Levitt, agent; Will Lippincott, agent; Jen Marshall, agent; Penny Moore, agent; Jon Michael Darga, agent; Maggie Cooper, agent; Chelsey Heller, agent; Georgia Francis King, agent; Karen Brailsford, agent; Chris Bacci, agent; Danya Kukafka, agent; Micahel Signorelli, agent; Lauren Sharp, agent; Becky Sweren, agent; Erica Bauman, agent; Justin Brouckaert, agent; Catharine Strong, associate agent; Daniella Cohen, associate agent; Nate Muscato, agent.

			REPRESENTS Nonfiction, fiction.

			HOW TO CONTACT Find specific agents on the Aevitas website to see their specific interests and guidelines. Accepts simultaneous submissions.

			THE AHEARN AGENCY, INC.

			3436 Magazine St., #615, New Orleans LA 70115. (504)589-4200. Fax: (504)589-4200. E-mail: pahearn@aol.com. Website: www.ahearnagency.com. Contact: Pamela G. Ahearn. Estab. 1992. Other memberships include MWA, RWA, ITW. Represents 25 clients.

			[image: comment from editor] Prior to opening her agency, Ms. Ahearn was an agent for 8 years and an editor with Bantam Books.

			REPRESENTS novels. Considers these fiction areas: crime, detective, romance, suspense, thriller, women’s.

			[image: tip] Handles general adult fiction, specializing in women’s fiction and suspense. Does not deal with any nonfiction, poetry, juvenile material or science fiction.

			HOW TO CONTACT Query with SASE or via e-mail. Please send a one-page query letter stating the type of book you’re writing, word length, where you feel your book fits into the current market, and any writing credentials you may possess. Please do not send ms pages or synopses if they haven’t been previously requested. If you’re querying via e-mail, send no attachments unless requested. Accepts simultaneous submissions. Responds in 2-3 months on submissions, 3-4 months on queries. Obtains most new clients through recommendations from others, solicitations, conferences.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign and dramatic sales. Offers written contract, binding for 1 year; renewable by mutual consent.

			WRITERS CONFERENCES Romance Writers of America, Thrillerfest, Bouchercon.

			TIPS “Be professional! Always send in exactly what an agent/editor asks for—no more, no less. Keep query letters brief and to the point, giving your writing credentials and a very brief summary of your book. If 1 agent rejects you, keep trying—there are a lot of us out there!”

			BETSY AMSTER LITERARY ENTERPRISES

			607 Foothill Blvd. #1061, La Cañada Flintridge CA 91012. E-mail: b.amster.assistant@gmail.com (for adult titles); b.amster.kidsbooks@gmail.com        (for children’s and young adult). Website: www.amsterlit.com; www.cummingskidlit.com. Contact: Betsy Amster (adult); Mary Cummings (children’s and young adult). Estab. 1992. Member of AAR. PEN America (Amster); Society of Children’s Books Writers and Illustrators (Cummings). Represents more than 75 clients.

			[image: comment from editor] Prior to opening her agency, Ms. Amster was an editor at Pantheon and Vintage for 10 years and served as editorial director for the Globe Pequot Press for 2 years. She frequently speaks at the Los Angeles Times Festival of Books and evaluates manuscripts for UCLA Extension’s Master Classes in Novel Writing. Prior to joining the agency, Mary Cummings served as education director at the Loft Literary Center in Minneapolis for 14 years, overseeing classes, workshops, and conferences. She curated the annual Festival of Children’s Literature and selected judges for the McKnight Award in Children’s Literature.

			REPRESENTS Nonfiction, novels, juvenile books. Considers these nonfiction areas: autobiography, biography, business, child guidance, cooking, creative nonfiction, cultural interests, decorating, design, foods, gardening, health, history, horticulture, how-to, interior design, investigative, medicine, memoirs, money, multicultural, parenting, popular culture, psychology, science, self-help, sociology, travel, women’s issues, young adult. Considers these fiction areas: crime, detective, family saga, juvenile, literary, middle grade, multicultural, mystery, picture books, police, suspense, thriller, women’s, young adult.

			[image: tip] “Betsy Amster is actively seeking strong narrative nonfiction, particularly by journalists; outstanding literary fiction; witty, intelligent commercial women’s fiction; character-driven mysteries and thrillers that open new worlds to us; high-profile self-help, psychology, and health, preferably research-based; and cookbooks and food narratives by West Coast–based chefs and food writers with an original viewpoint and national exposure. Does not want to receive poetry, romances, western, science fiction, action/adventure, screenplays, fantasy, techno-thrillers, spy capers, apocalyptic scenarios, or political or religious arguments. Mary Cummings is actively seeking great read-aloud picture books and middle-grade novels with strong story arcs, a spunky central character, and warmth, humor, or quirky charm as well as picture-book biographies and lyrically written children’s nonfiction on science, nature, mindfulness, and social awareness.”

			HOW TO CONTACT “For adult fiction or memoirs, please embed the first 3 pages in the body of your e-mail. For nonfiction, please embed the overview of your proposal. For children’s picture books, please embed the entire text in the body of your e-mail. For longer middle-grade and YA fiction and nonfiction, please embed the first 3 pages.” Accepts simultaneous submissions. Responds in 1 month to queries; 2 months to mss. Obtains most new clients through recommendations from others, solicitations, and conferences.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. Offers written contract, binding for 1 year; three-month notice must be given to terminate contract. Charges for photocopying, postage, messengers, galleys/books used in submissions to foreign and film agents and to magazines for first serial rights. (Please note that it is rare to incur much in the way of expenses now that most submissions are made by e-mail.)

			WRITERS CONFERENCES Writing by Writers Boot Camps (Amster); Minnesota Writing Workshop and regional SCBWI (Cummings).

			THE AXELROD AGENCY

			55 Main St., P.O. Box 357, Chatham NY 12037. (518)392-2100. E-mail: steve@axelrodagency.com. Website: www.axelrodagency.com. Contact: Steven Axelrod. Member of AAR. Represents 15-20 clients.

			[image: comment from editor] Prior to becoming an agent, Mr. Axelrod was a book club editor.

			MEMBER AGENTS Steven Axelrod, representation; Lori Antonson, subsidiary rights.

			REPRESENTS novels. Considers these fiction areas: crime, mystery, new adult, romance, women’s.

			[image: tip] This agency specializes in women’s fiction and romance.

			HOW TO CONTACT Query via e-mail. Accepts simultaneous submissions. Obtains most new clients through recommendations from others.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. No written contract.

			WRITERS CONFERENCES RWA National Conference.

			BARONE LITERARY AGENCY

			385 North St., Batavia OH 45103. (513)293-7864. Fax: (513)586-0795. E-mail: baronelit@outlook.com. Website: www.denisegwen.com/BaroneLiteraryAgency/. Contact: Denise Barone. Estab. 2010. Member of AAR. Signatory of WGA. Member of RWA. Represents 16 clients.

			REPRESENTS Fiction, novels. Considers these nonfiction areas: memoirs, theater, young adult. Considers these fiction areas: action, adventure, cartoon, comic books, commercial, confession, contemporary issues, crime, detective, erotica, ethnic, experimental, family saga, fantasy, feminist, frontier, gay, glitz, hi-lo, historical, horror, humor, inspirational, juvenile, lesbian, literary, mainstream, metaphysical, military, multicultural, multimedia, mystery, new adult, New Age, occult, paranormal, plays, police, psychic, regional, religious, romance, satire, science fiction, spiritual, sports, supernatural, suspense, thriller, translation, urban fantasy, war, westerns, women’s, young adult. Considers these script areas: action, adventure, comedy, contemporary issues.

			[image: tip] Actively seeking adult contemporary romance. Does not want textbooks.

			HOW TO CONTACT Due to the massive number of submissions that I receive, I can no longer respond to queries. You will not hear back from me unless I am interested in your work. Please do not send anything through the mail. I accept only email queries. If I like your query letter, I will ask for the first 3 chapters and a synopsis as attachments. Accepts simultaneous submissions. I no longer provide a response. Obtains new clients by queries/submissions via e-mail only.

			TERMS Agency receives 15% commission on domestic sales; 20% on foreign sales. Offers written contract.

			WRITERS CONFERENCES The Sell More Books Show, Chicago, Illinois, 2018; Annual Conference of Romance Writers of America, Orlando, Florida, 2017; Lori Foster’s Readers and Authors’ Get-Together, West Chester, Ohio; A Weekend with the Authors, Nashville, Tennessee; Willamette Writers’ Conference, Portland, Oregon.

			TIPS “The best writing advice I ever got came from a fellow writer, who wrote, ‘Learn how to edit yourself,’ when signing her book to me.”

			THE BENT AGENCY

			145 Lyme Road Suite 206, Hanover NH 03755. E-mail: info@thebentagency.com. E-mail: Please see website. Website: www.thebentagency.com. Contact: Jenny Bent. Estab. 2009. Member of AAR.

			MEMBER AGENTS Jenny Bent (adult fiction, including women’s fiction, romance, and crime/suspense; she particularly likes novels with magical or fantasy elements that fall outside of genre fiction; young adult and middle-grade fiction; memoir; humor); Molly Ker Hawn (young adult and middle-grade fiction and nonfiction); Nicola Barr (literary and commercial fiction for adults and children, and nonfiction in the areas of sports, popular science, popular culture, and social and cultural history); Victoria Cappello (commercial and literary adult fiction as well as narrative nonfiction); Gemma Cooper (all ages of children’s and young adult books, including picture books); Claire Draper (graphic novels for all ages, middle-grade and young adult fiction, feminist memoir and essay collections); Louise Fury (picture books, literary middle-grade, and all young adult; adult fiction: speculative fiction, suspense/thriller, commercial fiction, and all subgenres of romance; nonfiction: cookbooks and pop culture); Sarah Hornsley (commercial and accessible literary adult fiction and nonfiction in the area of memoir, lifestyle, and narrative nonfiction); James Mustelier (literary and commercial adult, young adult, and middle-grade fiction); Zoë Plant (adult fiction (sci-fi/fantasy, horror) as well as middle-grade and young adult fiction); John Silbersack (adult fiction (mystery/thriller, literary fiction, sci-fi/fantasy), adult nonfiction (history, current events, politics, biography, memoir, science and pop culture) as well as some young adult and middle-grade); Laurel Symonds (children’s fiction and nonfiction, from picture books to young adult); Desiree Wilson (commercial and literary fiction for middle grade, young adult, and adults, graphic novels for all ages, and memoir).

			REPRESENTS Nonfiction, fiction, novels, short story collections, juvenile books. Considers these nonfiction areas: animals, cooking, creative nonfiction, foods, juvenile nonfiction, popular culture, women’s issues, young adult. Considers these fiction areas: adventure, commercial, crime, erotica, fantasy, feminist, historical, horror, humor, juvenile, literary, mainstream, middle grade, multicultural, mystery, new adult, picture books, romance, short story collections, suspense, thriller, women’s, young adult.

			HOW TO CONTACT “Tell us briefly who you are, what your book is, and why you’re the one to write it. Then include the first 10 pages of your material in the body of your e-mail. We respond to all queries; please resend your query if you haven’t had a response within 4 weeks.” Please check agency website to see which agents are accepting submissions. Accepts simultaneous submissions.

			VICKY BIJUR LITERARY AGENCY

			27 W. 20th St., Suite 1003, New York NY 10011. E-mail: queries@vickybijuragency.com. Website: www.vickybijuragency.com. Estab. 1988. Member of AAR.

			[image: comment from editor] Vicky Bijur worked at Oxford University Press and with the Charlotte Sheedy Literary Agency. Books she represents have appeared on the New York Times Bestseller List, in the New York Times Notable Books of the Year, Los Angeles Times Best Fiction of the Year, Washington Post Book World Rave Reviews of the Year.

			MEMBER AGENTS Vicky Bijur; Alexandra Franklin.

			REPRESENTS Nonfiction, novels. Considers these nonfiction areas: memoirs. Considers these fiction areas: commercial, literary, mystery, new adult, thriller, women’s, young adult, campus novels, coming-of-age.

			[image: tip] “We are not the right agency for screenplays, picture books, poetry, self-help, science fiction, fantasy, horror, or romance.”

			HOW TO CONTACT “Please send a query letter of no more than 3 paragraphs on what makes your book special and unique, a very brief synopsis, its length and genre, and your biographical information, along with the first 10 pages of your manuscript. Please let us know in your query letter if it is a multiple submission, and kindly keep us informed of other agents’ interest and offers of representation. If sending electronically, paste the pages in an e-mail as we don’t open attachments from unfamiliar senders. If sending by hard copy, please include an SASE for our response. If you want your material returned, include an SASE large enough to contain pages and enough postage to send back to you.” Accepts simultaneous submissions. “We generally respond to all queries within 8 weeks of receipt.”

			DAVID BLACK LITERARY AGENCY

			335 Adams St., Suite 2707, Brooklyn NY 11201. (718)-852-5500. Fax: (718)852-5539. Website: www.davidblackagency.com. Contact: David Black, owner. Estab. 1989. Member of AAR. Represents 150 clients.

			MEMBER AGENTS David Black; Jenny Herrera; Gary Morris; Joy E. Tutela (narrative nonfiction, memoir, history, politics, self-help, investment, business, science, women’s issues, GLBT issues, parenting, health and fitness, humor, craft, cooking and wine, lifestyle and entertainment, commercial fiction, literary fiction, MG, YA); Susan Raihofer (commercial fiction and nonfiction, memoir, pop culture, music, inspirational, thrillers, literary fiction); Sarah Smith (memoir, biography, food, music, narrative history, social studies, literary fiction); Rica Allanic; Ayla Zuraw-Friedland.

			REPRESENTS Nonfiction, novels. Considers these nonfiction areas: biography, business, cooking, crafts, gay/lesbian, health, history, humor, inspirational, memoirs, music, parenting, popular culture, politics, science, self-help, sociology, sports, women’s issues. Considers these fiction areas: commercial, literary, middle grade, thriller, young adult.

			HOW TO CONTACT “To query an individual agent, please follow the specific query guidelines outlined in the agent’s profile on our website. Not all agents are currently accepting unsolicited queries. To query the agency, please send a 1-2 page query letter describing your book, and include information about any previously published works, your audience, and your platform.” Do not e-mail your query unless an agent specifically asks for an e-mail. Accepts simultaneous submissions. Responds in 2 months to queries.

			BOOK CENTS LITERARY AGENCY, LLC

			121 Black Rock Turnpike, Suite #499, Redding Ridge CT 06876. Website: www.bookcentsliteraryagency.com. Contact: Christine Witthohn. Estab. 2005. Member of AAR. RWA, MWA, SinC, KOD.

			REPRESENTS novels. Considers these nonfiction areas: cooking, gardening, travel, women’s issues. Considers these fiction areas: commercial, mainstream, multicultural, mystery, paranormal, romance, suspense, thriller, women’s, young adult.

			[image: tip] Actively seeking upmarket fiction, commercial fiction (particularly if it has crossover appeal), women’s fiction (emotional and layered), romance (single title or category), mainstream mystery/suspense, thrillers (particularly psychological), and young adult. For a detailed list of what this agency is currently searching for, visit the website. Does not want to receive third party submissions, previously published titles, short stories/novellas, erotica, inspirational, historical, science fiction/fantasy, horror/pulp/slasher thrillers, middle-grade, children’s picture books, poetry, or screenplays. Does not want stories with priests/nuns, religion, abuse of children/animals/elderly, rape, or serial killers.

			HOW TO CONTACT Submit via agency website. Does not accept mail or e-mail submissions.

			TIPS Sponsors the International Women’s Fiction Festival in Matera, Italy. See www.womensfictionfestival.com for more information. Ms. Witthohn is also the U.S. rights and licensing agent for leading French publisher Bragelonne, German publisher Egmont, and Spanish publisher Edebe.

			THE BOOK GROUP

			20 W. 20th St., Suite 601, New York NY 10011. (212)803-3360. E-mail: submissions@thebookgroup.com. Website: www.thebookgroup.com. Estab. 2015. Member of AAR. Signatory of WGA.

			MEMBER AGENTS Julie Barer; Faye Bender; Brettne Bloom (fiction: literary and commercial fiction, select young adult; nonfiction, including cookbooks, lifestyle, investigative journalism, history, biography, memoir, and psychology); Elisabeth Weed (upmarket fiction, especially plot-driven novels with a sense of place); Dana Murphy (story-driven fiction with a strong sense of place, narrative nonfiction/essays with a pop-culture lean, and YA with an honest voice); Brenda Bowen; Jamie Carr; Nicole Cunningham; DJ Kim.

			REPRESENTS Considers these nonfiction areas: biography, cooking, history, investigative, memoirs, psychology. Considers these fiction areas: commercial, literary, mainstream, women’s, young adult.

			[image: tip] Please do not send poetry or screenplays.

			HOW TO CONTACT Send a query letter and 10 sample pages to submissions@thebookgroup.com, with the first and last name of the agent you are querying in the subject line. All material must be in the body of the e-mail, as the agents do not open attachments. “If we are interested in reading more, we will get in touch with you as soon as possible.” Accepts simultaneous submissions.

			BOOKENDS LITERARY AGENCY

			Website: www.bookendsliterary.com. Contact: Jessica Faust, Kim Lionetti, Jessica Alvarez, Moe Ferrara, Tracy Marchini, Rachel Brooks, Naomi Davis, Amanda Jain, James McGowan, Emily Forney. Estab. 1999. Member of AAR. MWA, SCBWI, SFWA, ITW Represents 50+ clients.

			MEMBER AGENTS Jessica Faust (women’s fiction, upmarket, literary, mysteries, thrillers, suspense); Kim Lionetti (romance, women’s fiction, young adult, cozy mystery, suspense); Jessica Alvarez (romance, women’s fiction, mystery, nonfiction); Moe Ferrara (picture book, middle-grade, young adult, adult: graphic novels, LGBT-centric, contemporary, romance/romantic comedy, light horror, magical realism, re-tellings, light science fiction, fantasy, humorous (picture book)); Tracy Marchini (picture book, middle-grade, children’s illustration, and young adult: fiction and nonfiction); Rachel Brooks (adult romance, young adult, upmarket and commercial women’s fiction, mysteries); Naomi Davis (science fiction, fantasy, young adult, romance, middle grade, picture book); Amanda Jain (nonfiction and adult: mystery, romance, women’s fiction, upmarket, historical fiction); James McGowan (picture book fiction and nonfiction, upmarket, mystery, suspense, thriller, crime, illustrators); Emily Forney (picture book, middle-grade, young adult, historical fiction, adult romance).

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: art, business, creative nonfiction, current affairs, economics, ethnic, how-to, inspirational, juvenile nonfiction, money, self-help, true crime, women’s issues, young adult, picture book, middle grade. Considers these fiction areas: adventure, comic books, commercial, crime, detective, erotica, family saga, fantasy, feminist, gay, historical, horror, humor, juvenile, lesbian, literary, mainstream, middle grade, multicultural, mystery, paranormal, picture books, police, romance, science fiction, supernatural, suspense, thriller, urban fantasy, women’s, young adult.

			[image: tip] “BookEnds is currently accepting queries from published and unpublished writers in the areas of romance, mystery, suspense, science fiction and fantasy, horror, women’s fiction, picture books, middle-grade, and young adult. In nonfiction we represent titles in the following areas: current affairs, reference, business and career, parenting, pop culture, coloring books, general nonfiction, and nonfiction for children and teens.” BookEnds does not represent short fiction, poetry, screenplays, or techno-thrillers.

			HOW TO CONTACT Visit website for the most up-to-date guidelines and current preferences. BookEnds agents accept all submissions through their personal Query Manager forms. These forms are accessible on the agency website under Submissions. Accepts simultaneous submissions. “Our response time goals are 6 weeks for queries and 12 weeks on requested partials and fulls.”

			BRADFORD LITERARY AGENCY

			5694 Mission Center Rd., #347, San Diego CA 92108. (619)521-1201. E-mail: queries@bradfordlit.com. Website: www.bradfordlit.com. Contact: Laura Bradford, Natalie Lakosil, Sarah LaPolla, Kari Sutherland, Jennifer Chen Tran. Estab. 2001. Member of AAR. RWA, SCBWI, ALA Represents 130 clients.

			MEMBER AGENTS Laura Bradford (romance [historical, romantic suspense, paranormal, category, contemporary, erotic], mystery, women’s fiction, thrillers/suspense, middle grade & YA); Kari Sutherland (children’s literature, middle grade, YA, upmarket women’s fiction, magical realism, historical dramas, light-hearted contemporary fiction, biography, humor, and parenting); Jennifer Chen Tran (women’s fiction, YA, middle grade, graphic novels, narrative nonfiction, parenting, culinary, lifestyle, business, memoir, parenting, psychology); Katherine Wessbecher.

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: biography, cooking, creative nonfiction, cultural interests, foods, history, humor, juvenile nonfiction, memoirs, parenting, popular culture, politics, psychology, self-help, women’s issues, women’s studies, young adult. Considers these fiction areas: commercial, crime, ethnic, gay, historical, juvenile, lesbian, literary, mainstream, middle grade, multicultural, mystery, new adult, paranormal, picture books, romance, science fiction, thriller, women’s, young adult.

			[image: tip] Laura Bradford does not want to receive poetry, screenplays, short stories, westerns, horror, new age, religion, crafts, cookbooks, gift books. Natalie Lakosil does not want to receive inspirational novels, memoir, romantic suspense, adult thrillers, poetry, screenplays. Sarah LaPolla does not want to receive nonfiction, picture books, inspirational/spiritual novels, romance, or erotica. Kari Sutherland does not want to receive horror, romance, erotica, memoir, adult sci-fi/fantasy, thrillers, cookbooks, business, spiritual/religious, poetry, or screenplays. Jennifer Chen Tran does not want to receive picture books, sci-fi/fantasy, urban fantasy, westerns, erotica, poetry, or screenplays.

			HOW TO CONTACT Accepts e-mail queries only; For submissions to Laura Bradford, send to queries@bradfordlit.com. For submissions to Natalie Lakosil, use the form listed on the website under the “How to Submit” page. For submissions to Sarah LaPolla, send to sarah@bradfordlit.com. For submissions to Kari Sutherland, send to kari@bradfordlit.com. For submissions to Jennifer Chen Tran, send to jen@bradfordlit.com. The entire submission must appear in the body of the e-mail and not as an attachment. The subject line should begin as follows: “QUERY: (the title of the ms or any short message that is important should follow).” For fiction: e-mail a query letter along with the first chapter of ms and a synopsis. Include the genre and word count in your query letter. Nonfiction: e-mail full nonfiction proposal including a query letter and a sample chapter. Accepts simultaneous submissions. Responds in 4 weeks to queries; 10 weeks to mss. Obtains most new clients through queries.

			TERMS Agent receives 15% commission on domestic sales; 25% commission on foreign sales. Offers written contract. Charges for extra copies of books for foreign submissions.

			WRITERS CONFERENCES RWA National Conference, Romantic Times Booklovers Convention.

			BRANDT & HOCHMAN LITERARY AGENTS, INC.

			1501 Broadway, Suite 2605, New York NY 10036. (212)840-5760. Fax: (212)840-5776. Website: brandthochman.com. Contact: Gail Hochman or individual agent best suited for the submission. Estab. over a century ago. Member of AAR. Represents 200 clients.

			MEMBER AGENTS Gail Hochman (works of literary fiction, idea-driven nonfiction, literary memoir and children’s books); Marianne Merola (fiction, nonfiction and children’s books with strong and unique narrative voices); Bill Contardi (voice-driven young adult and middle grade fiction, commercial thrillers, psychological suspense, quirky mysteries, high fantasy, commercial fiction and memoir); Emily Forland (voice-driven literary fiction and nonfiction, memoir, narrative nonfiction, history, biography, food writing, cultural criticism, graphic novels, and young adult fiction); Emma Patterson (fiction from dark, literary novels to upmarket women’s and historical fiction; narrative nonfiction that includes memoir, investigative journalism, and popular history; young adult fiction); Jody Kahn (literary and upmarket fiction; narrative nonfiction, particularly books related to sports, food, history, science and pop culture—including cookbooks, and literary memoir and journalism); Henry Thayer (nonfiction on a wide variety of subjects and fiction that inclines toward the literary). The e-mail addresses and specific likes of each of these agents is listed on the agency website.

			REPRESENTS Nonfiction, novels. Considers these nonfiction areas: biography, cooking, current affairs, foods, health, history, memoirs, music, popular culture, science, sports, narrative nonfiction, journalism. Considers these fiction areas: fantasy, historical, literary, middle grade, mystery, suspense, thriller, women’s, young adult.

			[image: tip] No screenplays or textbooks.

			HOW TO CONTACT “We accept queries by e-mail and regular mail; however, we cannot guarantee a response to e-mailed queries. For queries via regular mail, be sure to include a SASE for our reply. Query letters should be no more than 2 pages and should include a convincing overview of the book project and information about the author and his or her writing credits. Address queries to the specific Brandt & Hochman agent whom you would like to consider your work. Agent e-mail addresses and query preferences may be found at the end of each agent profile on the ‘Agents’ page of our website.” Accepts simultaneous submissions. Obtains most new clients through recommendations from others.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales.

			TIPS “Write a letter which will give the agent a sense of you as a professional writer—your long-term interests as well as a short description of the work at hand.”

			THE BRATTLE AGENCY

			P.O. Box 380537, Cambridge MA 02238. E-mail: christopher.vyce@thebrattleagency.com. E-mail: submissions@thebrattleagency.com. Website: thebrattleagency.com. Contact: Christopher Vyce. Member of AAR. Signatory of WGA.

			[image: comment from editor] Prior to being an agent, Mr. Vyce worked for the Beacon Press in Boston as an acquisitions editor.

			REPRESENTS Nonfiction, fiction, scholarly books. Considers these nonfiction areas: art, biography, creative nonfiction, cultural interests, current affairs, environment, film, history, literature, metaphysics, music, philosophy, popular culture, politics, regional, sports, war, race studies, American studies. Considers these fiction areas: literary.

			HOW TO CONTACT Query by e-mail. Include cover letter, brief synopsis, brief CV. Accepts simultaneous submissions. Responds to queries in 72 hours. Responds to approved submissions in 6-8 weeks.

			CURTIS BROWN, LTD.

			228 East 45th St., New York NY 10017. (212)473-5400. Website: www.curtisbrown.com. Estab. 1914. Member of AAR. Signatory of WGA.

			MEMBER AGENTS Ginger Clark (science fiction, fantasy, paranormal romance, literary horror, and young adult and middle grade fiction); Kerry D’Agostino (literary and commercial fiction, as well as narrative nonfiction and memoir); Katherine Fausset (literary fiction, upmarket commercial fiction, journalism, memoir, popular science, and narrative nonfiction); Sarah Gerton (fiction and nonfiction for middle grade and young adult in all genres); Holly Frederick; Peter Ginsberg, president; Elizabeth Harding, vice president (represents authors and illustrators of juvenile, middle-grade and young adult fiction); Ginger Knowlton, executive vice president (authors and illustrators of children’s books in all genres—picture book, middle grade, young adult fiction and nonfiction); Timothy Knowlton, CEO; Jonathan Lyons (biographies, history, science, pop culture, sports, general narrative nonfiction, mysteries, thrillers, science fiction and fantasy, and young adult fiction); Laura Blake Peterson, vice president (memoir and biography, natural history, literary fiction, mystery, suspense, women’s fiction, health and fitness, young adult, faith issues and popular culture); Steven Salpeter (literary fiction, fantasy, graphic novels, historical fiction, mysteries, thrillers, young adult, narrative nonfiction, gift books, history, humor, and popular science).

			REPRESENTS Nonfiction, fiction, novels, short story collections, juvenile books. Considers these nonfiction areas: animals, biography, business, computers, cooking, creative nonfiction, current affairs, ethnic, gardening, health, history, humor, juvenile nonfiction, memoirs, money, popular culture, psychology, religious, science, self-help, spirituality, sports, young adult. Considers these fiction areas: contemporary issues, ethnic, fantasy, feminist, gay, historical, horror, humor, juvenile, lesbian, literary, mainstream, middle grade, mystery, paranormal, picture books, religious, romance, spiritual, sports, suspense, thriller, urban fantasy, women’s, young adult.

			HOW TO CONTACT Please refer to the “Agents” page on the website for each agent’s submission guidelines. Accepts simultaneous submissions. Responds in 4-8 weeks to queries; 8 weeks to mss. (but do see Agent page on website for more information) Obtains most new clients through recommendations from others, solicitations, conferences.

			TERMS Agent receives 15% commission on domestic sales; 20% on foreign sales. Offers written contract. 75-day notice must be given to terminate contract. Charges for some postage (overseas, etc.).

			RECENT SALES This agency prefers not to share information on specific sales.

			ANDREA BROWN LITERARY AGENCY, INC.

			E-mail: andrea@andreabrownlit.com; caryn@andreabrownlit.com; lauraqueries@gmail.com; jennifer@andreabrownlit.com; kelly@andreabrownlit.com; jennL@andreabrownlit.com; jamie@andreabrownlit.com; jmatt@andreabrownlit.com; kathleen@andreabrownlit.com; lara@andreabrownlit.com; soloway@andreabrownlit.com; jemiscoe@andreabrownlit.com; saritza@andreabrownlit.com; paige@andreabrownlit.com. Website: www.andreabrownlit.com. Estab. 1981. Member of AAR.

			[image: comment from editor] Prior to opening her agency, Ms. Brown served as an editorial assistant at Random House and Dell Publishing and as an editor with Knopf.

			MEMBER AGENTS Andrea Brown (president); Laura Rennert (executive agent); Caryn Wiseman (senior agent); Jennifer Laughran (senior agent); Jennifer Rofé (senior agent); Kelly Sonnack (senior agent); Jamie Weiss Chilton (senior agent); Jennifer Mattson (agent); Kathleen Rushall (agent); Lara Perkins (agent); Saritza Hernandez (agent); Jennifer March Soloway (associate agent); Jemiscoe Chambers-Black (associate agent); Paige Terlip (associate agent).

			REPRESENTS juvenile books. Considers these nonfiction areas: juvenile nonfiction, popular culture, young adult, narrative. Considers these fiction areas: crime, fantasy, feminist, gay, horror, juvenile, middle grade, multicultural, picture books, romance, science fiction, suspense, thriller, women’s, young adult, middle-grade, all juvenile genres.

			[image: tip] Specializes in all kinds of children’s books—illustrators and authors. 98% juvenile books. Considers: nonfiction, fiction, picture books, young adult.

			HOW TO CONTACT Writers should review the large agent bios on the agency website to determine which agent to contact. Please choose only one agent to query. The agents share queries, so a no from one agent at Andrea Brown Literary Agency is a no from all. (Note that Jennifer Laughran and Kelly Sonnack only receive queries by querymanager—please visit the agency’s website for information.) For picture books, submit a query letter and complete ms in the body of the e-mail. For fiction, submit a query letter and the first 10 pages in the body of the e-mail. For nonfiction, submit proposal, first 10 pages in the body of the e-mail. Illustrators: submit a query letter and 2-3 illustration samples (in jpeg format), link to online portfolio, and text of picture book, if applicable. “We only accept queries via e-mail. No attachments, with the exception of jpeg illustrations from illustrators.” Visit the agents’ bios on our website and choose only one agent to whom you will submit your e-query. Send a short e-mail query letter to that agent with “QUERY” in the subject field. Accepts simultaneous submissions. If we are interested in your work, we will certainly follow up by e-mail or by phone. However, if you haven’t heard from us within 12-16 weeks, please assume that we are passing on your project. Obtains most new clients through queries and referrals from editors, clients and agents. Check website for guidelines and information.

			TERMS Agent receives 15% commission on domestic sales; 25% commission on foreign sales. Offers written contract. No fees.

			WRITERS CONFERENCES SCBWI, Asilomar; Maui Writers’ Conference, Southwest Writers’ Conference, San Diego State University Writers’ Conference, Big Sur Children’s Writing Workshop, William Saroyan Writers’ Conference, Columbus Writers’ Conference, Willamette Writers’ Conference, La Jolla Writers’ Conference, San Francisco Writers’ Conference, Hilton Head Writers’ Conference, Pacific Northwest Conference, Pikes Peak Conference.

			BROWNE & MILLER LITERARY ASSOCIATES

			52 Village Place, Hinsdale IL 60521. (312)922-3063. E-mail: mail@browneandmiller.com. Website: www.browneandmiller.com. Contact: Danielle Egan-Miller, president. Estab. 1971. Member of AAR. RWA, MWA, Authors Guild.

			[image: comment from editor]Prior to joining the agency as Jane Jordan Browne’s partner, Danielle Egan-Miller worked as an editor.

			REPRESENTS Nonfiction, fiction.

			[image: tip] Browne & Miller is most interested in literary and commercial fiction, women’s fiction, women’s historical fiction, literary-leaning crime fiction, dark suspense/domestic suspense,romance, and Christian/inspirational fiction by established authors, and a wide range of platform-driven nonfiction by nationally-recognized author-experts. “We do not represent children’s books of any kind or Young Adult; no adult Memoirs; we do not represent horror, science fiction or fantasy, short stories, poetry, original screenplays, or articles.”

			HOW TO CONTACT Query via e-mail only; no attachments. Do not send unsolicited mss. Accepts simultaneous submissions.

			SHEREE BYKOFSKY ASSOCIATES, INC.

			P.O. Box 706, Brigantine NJ 08203. E-mail: shereebee@aol.com. Website: www.shereebee.com. Contact: Sheree Bykofsky. Estab. 1991. Member of AAR. Represents 1,000+ clients.

			REPRESENTS Nonfiction. Considers these nonfiction areas: anthropology, child guidance, history. Considers these script areas: , Dramatic rights represented by Joel Gotler.

			[image: tip] Does not want to receive poetry, children’s, screenplays, westerns, science fiction, or horror.

			HOW TO CONTACT Query via e-mail to shereebee@aol.com. “We only accept e-queries. We respond only to those queries in which we are interested. No attachments, snail mail, or phone calls, please. We do not open attachments.” Responds in 1 month to requested mss. Obtains most new clients through referrals.

			TERMS Agent receives 15% commission on domestic sales. Agent receives 15% commission on foreign sales, plus international co-agent receives another 10%. Offers written contract, binding for 1 year. Charges for international postage.

			WRITERS CONFERENCES Truckee Meadow Community College Keynote, Southwest Florida Writers Conference, Philadelphia Writer’s Conference, Push to Publish, Lewes Writers Conference, Pennwriters, League of Vermont Writers, Asilomar, Florida Suncoast Writers’ Conference, Whidbey Island Writers’ Conference, Florida First Coast Writers’ Festival, Agents and Editors Conference, Columbus Writers’ Conference, Southwest Writers’ Conference, Willamette Writers’ Conference, Dorothy Canfield Fisher Conference, Pacific Northwest Writers’ Conference, IWWG.

			KIMBERLEY CAMERON & ASSOCIATES

			1550 Tiburon Blvd., #704, Tiburon CA 94920. (415)789-9191. Website: www.kimberleycameron.com. Contact: Kimberley Cameron. Member of AAR. Signatory of WGA.

			[image: comment from editor] Kimberley Cameron & Associates (formerly The Reece Halsey Agency) has had an illustrious client list of established writers, including Aldous Huxley, Upton Sinclair, William Faulkner, and Henry Miller.

			MEMBER AGENTS Kimberley Cameron; Elizabeth Kracht (nonfiction: memoir, self-help, spiritual, investigative, creative / fiction: women’s, literary, historical, mysteries, thrillers); Amy Cloughley (literary and upmarket fiction, women’s, historical, narrative nonfiction, travel or adventure memoir); Mary C. Moore (fantasy, science fiction, upmarket “book club,” genre romance, thrillers with female protagonists, and stories from marginalized voices); Lisa Abellera (currently closed to unsolicited submissions); Dorian Maffei (only open to submissions requested through Twitter pitch parties, conferences, or #MSWL).

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: animals, creative nonfiction, cultural interests, current affairs, environment, ethnic, gay/lesbian, health, history, how-to, humor, investigative, literature, memoirs, metaphysics, psychology, science, self-help, sex, spirituality, travel, true crime, women’s issues, women’s studies, narrative nonfiction. Considers these fiction areas: action, adventure, commercial, confession, crime, detective, gay, historical, literary, mainstream, military, mystery, police, romance, science fiction, spiritual, thriller, women’s, young adult, LGBTQ.

			[image: tip] “We are looking for a unique and heartfelt voice that conveys a universal truth.”

			HOW TO CONTACT Prefers queries via site. Only query one agent at a time. For fiction, fill out the correct submissions form for the individual agent and attach the first 50 pages and a synopsis (if requested) as a Word doc or PDF. For nonfiction, fill out the correct submission form of the individual agent and attach a full book proposal and sample chapters (includes the first chapter and no more than 50 pages) as a Word doc or PDF. Accepts simultaneous submissions. Obtains new clients through recommendations from others, solicitations.

			CYNTHIA CANNELL LITERARY AGENCY

			54 W. 40th St., New York NY 10018. (212)396-9595. E-mail: info@cannellagency.com. Website: www.cannellagency.com. Contact: Cynthia Cannell. Estab. 1997. Member of AAR. Women’s Media Group and the Authors Guild

			[image: comment from editor] Prior to forming the Cynthia Cannell Literary Agency, Ms. Cannell was the vice president of Janklow & Nesbit Associates for 12 years.

			REPRESENTS Nonfiction, fiction. Considers these nonfiction areas: biography, current affairs, memoirs, self-help, spirituality.

			[image: tip] Does not represent screenplays, children’s books, illustrated books, cookbooks, romance, category mystery, or science fiction.

			HOW TO CONTACT “Please query us with an e-mail or letter. If querying by e-mail, send a brief description of your project with relevant biographical information including publishing credits (if any) to info@cannellagency.com. Do not send attachments. If querying by conventional mail, enclose an SASE.” Responds if interested. Accepts simultaneous submissions.

			RECENT SALES Check the website for an updated list of authors and sales.

			CAPITAL TALENT AGENCY

			419 S. Washington St., Alexandria VA 22314. (703)349-1649. E-mail: literary.submissions@capitaltalentagency.com. Website: capitaltalentagency.com/html/literary.shtml. Contact: Cynthia Kane. Estab. 2014. Member of AAR. Signatory of WGA.

			[image: comment from editor] Prior to joining CTA, Ms. Kane was involved in the publishing industry for more than 10 years. She has worked as a development editor for different publishing houses and individual authors and has seen more than 100 titles to market.

			REPRESENTS Nonfiction, fiction, movie scripts, stage plays.

			HOW TO CONTACT “We accept submissions only by e-mail. We do not accept queries via postal mail or fax. For fiction and nonfiction submissions, send a query letter in the body of your e-mail. Please note that while we consider each query seriously, we are unable to respond to all of them. We endeavor to respond within 6 weeks to projects that interest us.” Accepts simultaneous submissions.

			CHALBERG & SUSSMAN

			115 W. 29th St., Third Floor, New York NY 10001. (917)261-7550. Website: www.chalbergsussman.com. Member of AAR. Signatory of WGA.

			[image: comment from editor] Prior to her current position, Ms. Chalberg held a variety of editorial positions, and was an agent with The Susan Golomb Literary Agency. Ms. Sussman was an agent with Zachary Shuster Harmsworth.

			MEMBER AGENTS Terra Chalberg; Rachel Sussman (narrative journalism, memoir, psychology, history, humor, pop culture, literary fiction).

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: history, humor, memoirs, popular culture, psychology, self-help, narrative journalism. Considers these fiction areas: erotica, fantasy, horror, literary, middle grade, romance, science fiction, suspense, young adult, contemporary realism, speculative fiction.

			HOW TO CONTACT To query by e-mail, please contact one of the following: terra@chalbergsussman.com, rachel@chalbergsussman.com. Accepts simultaneous submissions.

			CHASE LITERARY AGENCY

			11 Broadway, Suite 1010, New York NY 10004. (212)477-5100. E-mail: farley@chaseliterary.com. Website: www.chaseliterary.com. Contact: Farley Chase. Member of AAR.

			MEMBER AGENTS Farley Chase.

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: agriculture, Americana, animals, anthropology, archeology, architecture, autobiography, biography, business, creative nonfiction, cultural interests, current affairs, design, education, environment, ethnic, film, foods, gay/lesbian, health, history, how-to, humor, inspirational, investigative, juvenile nonfiction, language, law, literature, medicine, memoirs, metaphysics, military, money, multicultural, music, philosophy, popular culture, politics, recreation, regional, satire, science, sex, sociology, sports, technology, translation, travel, true crime, war, women’s issues, women’s studies. Considers these fiction areas: commercial, historical, literary, mystery.

			[image: tip] No romance, science fiction, or young adult.

			HOW TO CONTACT E-query farley@chaseliterary.com. If submitting fiction, please include the first few pages of the ms with the query. “I do not respond to queries not addressed to me by name. I’m keenly interested in both fiction and nonfiction. In fiction, I’m looking for both literary or commercial projects in either contemporary or historical settings. I’m open to anything with a strong sense of place, voice, and, especially plot. I don’t handle science fiction, romance, supernatural or young adult. In nonfiction, I’m especially interested in narratives in history, memoir, journalism, natural science, military history, sports, pop culture, and humor. Whether by first-time writers or long time journalists, I’m excited by original ideas, strong points of view, detailed research, and access to subjects which give readers fresh perspectives on things they think they know. I’m also interested in visually-driven and illustrated books. Whether they involve photography, comics, illustrations, or art I’m taken by creative storytelling with visual elements, four color or black and white.” Accepts simultaneous submissions.

			WM CLARK ASSOCIATES

			54 W. 21st St., Suite 809, New York NY 10010. (212)675-2784. E-mail: general@wmclark.com. Website: www.wmclark.com. Contact: William Clark. Estab. 1997. Member of AAR. Member, Board of Directors, Association of American Literary Agents; Director, Literary Agents of Change

			REPRESENTS Nonfiction, novels. Considers these nonfiction areas: architecture, art, autobiography, biography, creative nonfiction, cultural interests, current affairs, dance, design, economics, ethnic, film, foods, history, inspirational, interior design, literature, memoirs, music, popular culture, politics, religious, science, sociology, technology, theater, translation, travel. Considers these fiction areas: historical, literary.

			[image: tip] Agency does not represent screenplays or respond to screenplay pitches.

			HOW TO CONTACT Accepts queries via online query form only. “We will endeavor to respond as soon as possible as to whether or not we’d like to see a proposal or sample chapters from your manuscript.” Responds in 1-2 months to queries.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. Offers written contract.

			WRITERS CONFERENCES London Book Fair, Frankfurt Book Fair.

			FRANCES COLLIN, LITERARY AGENT

			Sarah Yake, Literary Agent, P.O. Box 33, Wayne PA 19087-0033. E-mail: queries@francescollin.com. Website: www.francescollin.com. Estab. 1948. Member of AAR. Represents 50 clients.

			REPRESENTS Nonfiction, fiction, novels, short story collections. Considers these nonfiction areas: architecture, art, autobiography, biography, creative nonfiction, cultural interests, dance, environment, history, literature, memoirs, popular culture, science, sociology, travel, women’s issues, women’s studies. Considers these fiction areas: adventure, commercial, experimental, feminist, gay, historical, juvenile, literary, middle grade, multicultural, science fiction, short story collections, women’s, young adult.

			[image: tip] Actively seeking authors who are invested in their unique visions and who want to set trends not chase them. “I’d like to think that my authors are unplagiarizable by virtue of their distinct voices and styles.” Does not want previously self-published work. Query with new mss only, please.

			HOW TO CONTACT “We periodically close to queries, so please check our Publishers Marketplace account or other social media accounts before querying. When we are open to queries, we ask that writers send a traditional query e-mail describing the project and copy and paste the first 5 pages of the manuscript into the body of the e-mail. We look forward to hearing from you at queries@francescollin.com. Please send queries to that e-mail address. Any queries sent to another e-mail address within the agency will be deleted unread.” Accepts simultaneous submissions. Responds in 1-4 weeks for initial queries, longer for full mss.

			DON CONGDON ASSOCIATES INC.

			110 William St., Suite 2202, New York NY 10038. (212)645-1229. Fax: (212)727-2688. E-mail: dca@doncongdon.com. Website: doncongdon.com. Estab. 1983. Member of AAR.

			MEMBER AGENTS Cristina Concepcion (crime fiction, narrative nonfiction, political science, journalism, history, books on cities, classical music, biography, science for a popular audience, philosophy, food and wine, iconoclastic books on health and human relationships, essays, and arts criticism); Michael Congdon (commercial and literary fiction, suspense, mystery, thriller, history, military history, biography, memoir, current affairs, and narrative nonfiction [adventure, medicine, science, and nature]); Katie Grimm (literary fiction, historical, women’s fiction, short story collections, graphic novels, mysteries, young adult, middle-grade, memoir, science, academic); Katie Kotchman (business [all areas], narrative nonfiction [particularly popular science and social/cultural issues], self-help, success, motivation, psychology, pop culture, women’s fiction, realistic young adult, literary fiction, and psychological thrillers); Maura Kye-Casella (narrative nonfiction, cookbooks, women’s fiction, young adult, self-help, and parenting); Susan Ramer (literary fiction, upmarket commercial fiction [contemporary and historical], narrative nonfiction, social history, cultural history, smart pop culture [music, film, food, art], women’s issues, psychology and mental health, and memoir).

			REPRESENTS Nonfiction, novels, short story collections. Considers these nonfiction areas: art, biography, business, cooking, creative nonfiction, cultural interests, current affairs, film, foods, history, humor, literature, medicine, memoirs, military, multicultural, music, parenting, philosophy, popular culture, politics, psychology, science, self-help, sociology, sports, women’s issues, young adult. Considers these fiction areas: crime, hi-lo, historical, literary, middle grade, mystery, short story collections, suspense, thriller, women’s, young adult.

			[image: tip] Susan Ramer: “Not looking for romance, science fiction, fantasy, espionage, mysteries, politics, health/diet/fitness, self-help, or sports.” Katie Kotchman: “Please do not send her screenplays or poetry.”

			HOW TO CONTACT “We are currently accepting queries from new and established authors via email only. A query letter consists of a one-page description or synopsis of your work and your relevant background information. We ask that you paste the first chapter into the body of your email following your query letter. We do not accept unsolicited manuscripts. Due to the volume of queries we receive, we regret that we are unable to reply to each one. We will only respond if we are requesting additional material. You must include the word “Query” and the agent’s full name in your subject heading. Please include your query, sample chapter, your full name, and complete email address in the body of the email, as we do not open unsolicited attachments for security reasons. Please query only one agent within the agency at a time. For a listing of specific agent interests, please see our Agents section.” Accepts simultaneous submissions.

			CREATIVE MEDIA AGENCY, INC.

			(212)812-1494. E-mail: paige@cmalit.com. Website: www.cmalit.com. Contact: Paige Wheeler. Estab. 1997. Member of AAR. WMG, RWA, MWA, Authors Guild, AALA, Agents Roundtable Represents about 30 clients.

			[image: comment from editor] After starting out as an editor for Harlequin Books in NY and Euromoney Publications in London, Paige repped writers, producers, and celebrities as an agent with Artists Agency, until she formed Creative Media Agency in 1997. In 2006 she co-created Folio Literary Management and grew that company for 8 years into a successful mid-sized agency. In 2014 she decided to once again pursue a boutique approach, and she relaunched CMA.

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: biography, business, child guidance, creative nonfiction, decorating, diet/nutrition, health, inspirational, interior design, memoirs, money, parenting, popular culture, self-help, travel, women’s issues, young adult, prescriptive nonfiction, narrative nonfiction, some memoir. Considers these fiction areas: commercial, crime, detective, ethnic, historical, inspirational, juvenile, literary, mainstream, middle grade, mystery, new adult, New Age, romance, suspense, thriller, women’s, young adult, general fiction.

			[image: tip] Fiction: All commercial and upscale (think book club) fiction, as well as women’s fiction, romance (all types), mystery, thrillers, inspirational/Christian and psychological suspense. I enjoy both historical fiction as well as contemporary fiction, so do keep that in mind. I seem to be especially drawn to a story if it has a high concept and a fresh, unique voice. Nonfiction: I’m looking for both narrative nonfiction and prescriptive nonfiction. I’m looking for books where the author has a huge platform and something new to say in a particular area. Some of the areas that I like are lifestyle, relationship, parenting, business/entrepreneurship, food-subsistence-homesteading topics, wish fulfillment memoir, popular/trendy reference projects and women’s issues. I’d like books that could be a Hello Sunshine Bookclub pick. Does not want to receive children’s picture books, science fiction, fantasy, poetry or academic nonfiction.

			HOW TO CONTACT E-query. Write “query” in your e-mail subject line. For fiction, paste in the first 5 pages of the ms after the query. For nonfiction, paste in an extended author bio as well as the marketing section of your book proposal after the query. Accepts simultaneous submissions. Responds in 4-6 weeks.

			LAURA DAIL LITERARY AGENCY, INC.

			121 W. 27th St., Suite 1201, New York NY 10001. (212)239-7477. Website: www.ldlainc.com. Member of AAR.

			MEMBER AGENTS Laura Dail; Carrie Pestritto; Elana Roth Parker.

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: biography, cooking, creative nonfiction, current affairs, government, history, investigative, juvenile nonfiction, memoirs, multicultural, popular culture, politics, psychology, sociology, true crime, war, women’s studies, young adult. Considers these fiction areas: commercial, contemporary issues, crime, detective, ethnic, fantasy, feminist, gay, historical, juvenile, lesbian, mainstream, middle grade, multicultural, mystery, picture books, thriller, women’s, young adult.

			[image: tip] Specializes in women’s fiction, literary fiction, young adult fiction, as well as both practical and idea-driven nonfiction. “Due to the volume of queries and mss received, we apologize for not answering every e-mail and letter. None of us handles children’s picture books or chapter books. No New Age. We do not handle screenplays or poetry.”

			HOW TO CONTACT Accepts queries via Query Manager only. Check site for individual links. Accepts simultaneous submissions. Responds in 2-4 weeks.

			DARHANSOFF & VERRILL LITERARY AGENTS

			529 11th Street, Third Floor, Brooklyn NY 11215 US. (917) 305-1300. E-mail: submissions@dvagency.com. Website: www.dvagency.com. Member of AAR.

			MEMBER AGENTS Liz Darhansoff; Chuck Verrill; Michele Mortimer; Eric Amling.

			REPRESENTS Nonfiction, fiction, novels, short story collections. Considers these nonfiction areas: current affairs, gay/lesbian, history, investigative, juvenile nonfiction, literature, memoirs, money, multicultural, science, true crime. Considers these fiction areas: crime, literary, thriller.

			[image: tip] We are readers of literary fiction, narrative nonfiction, memoir, contemporary young adult, graphic novels, and all manner of crime and mystery. Our nonfiction interests range from art and design to food and cooking to yoga and mindfulness to animal welfare and environmental causes to feminism and progressive causes. While we lean into dystopian and speculative fiction, we rarely match up to fantasy, science fiction, or paranormal work.

			HOW TO CONTACT We are readers of literary fiction, narrative nonfiction, memoir, contemporary young adult, graphic novels, and sophisticated crime and mystery. Please see our website for submission guidelines. Accepts simultaneous submissions. If we are interested in reading your work, we will be in touch. If you have not heard from us within 6-8 weeks, it is safe to assume that we have passed on the opportunity. We are currently pursuing new talent to add to our roster.

			LIZA DAWSON ASSOCIATES

			121 W. 27th St., Suite 1201, New York NY 10001. (212)465-9071. Website: www.lizadawsonassociates.com. Contact: Caitie Flum. Member of AAR. MWA, Women’s Media Group. Represents 50+ clients.

			[image: comment from editor] Prior to becoming an agent, Ms. Dawson was an editor for 20 years, spending 11 years at William Morrow as vice president and 2 years at Putnam as executive editor. Ms. Blasdell was a senior editor at HarperCollins and Avon. Ms. Johnson-Blalock was an assistant at Trident Media Group. Ms. Flum was the coordinator for the Children’s Book of the Month club.

			MEMBER AGENTS Liza Dawson, queryliza@lizadawsonassociates.com (plot-driven literary and popular fiction, historical, thrillers, suspense, history, psychology [both popular and clinical], politics, narrative nonfiction, and memoirs); Caitlin Blasdell, querycaitlin@lizadawsonassociates.com (science fiction, fantasy [both adult and young adult], parenting, business, thrillers, and women’s fiction); Hannah Bowman, queryhannah@lizadawsonassociates.com (commercial fiction [especially science fiction and fantasy, young adult] and nonfiction in the areas of mathematics, science, and spirituality); Caitie Flum, querycaitie@lizadawsonassociates.com (commercial fiction, especially historical, women’s fiction, mysteries, crossover fantasy, young adult, and middle-grade; nonfiction in the areas of theater, current affairs, and pop culture); Rachel Beck, queryrachel@lizadawson.com; Tom Miller, querytom@lizadawson.com.

			REPRESENTS Nonfiction, novels. Considers these nonfiction areas: agriculture, Americana, animals, anthropology, archeology, architecture, art, autobiography, biography, business, computers, cooking, creative nonfiction, cultural interests, current affairs, environment, ethnic, film, gardening, gay/lesbian, history, humor, investigative, juvenile nonfiction, memoirs, multicultural, parenting, popular culture, politics, psychology, religious, science, sex, sociology, spirituality, theater, travel, true crime, women’s issues, women’s studies, young adult. Considers these fiction areas: action, adventure, commercial, contemporary issues, crime, detective, ethnic, family saga, fantasy, feminist, gay, historical, horror, humor, juvenile, lesbian, mainstream, middle grade, multicultural, mystery, new adult, police, romance, science fiction, supernatural, suspense, thriller, urban fantasy, women’s, young adult.

			[image: tip] This agency specializes in readable literary fiction, thrillers, mainstream historicals, women’s fiction, young adult, middle-grade, academics, historians, journalists, and psychology.

			HOW TO CONTACT Query by e-mail only. No phone calls. Each of these agents has their own specific submission requirements, which you can find online at the agency’s website. Obtains most new clients through recommendations from others, conferences, and queries.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. Offers written contract.

			THE JENNIFER DE CHIARA LITERARY AGENCY

			245 Park Ave., 39th Floor, New York NY 10167. (212) 372-8989. E-mail: jenndec@aol.com. Website: www.jdlit.com. Contact: Jennifer De Chiara. Estab. 2001.

			MEMBER AGENTS Jennifer De Chiara, Stephen Fraser, Marie Lamba, Roseanne Wells, Savannah Brooks, Erin Clyburn, Megan Barnard, Marlo Berliner, Zabe Ellor, Tara Gilbert, Amy Giuffrida, Stefanie Molina, Tori Sharp.

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: art, autobiography, biography, child guidance, cooking, creative nonfiction, cultural interests, current affairs, dance, decorating, diet/nutrition, education, environment, film, foods, gay/lesbian, government, health, history, humor, investigative, juvenile nonfiction, literature, memoirs, multicultural, music, parenting, philosophy, popular culture, politics, psychology, religious, science, self-help, sex, spirituality, sports, technology, theater, travel, true crime, war, women’s issues, women’s studies, young adult. Considers these fiction areas: commercial, contemporary issues, crime, ethnic, family saga, fantasy, feminist, gay, historical, horror, humor, inspirational, juvenile, lesbian, literary, mainstream, middle grade, multicultural, mystery, new adult, New Age, paranormal, picture books, science fiction, suspense, thriller, urban fantasy, women’s, young adult.

			HOW TO CONTACT Each agent has their own e-mail submission address and submission instructions; check the website for the current updates, as policies do change. Only query one agent at a time. Accepts simultaneous submissions. Obtains most new clients through recommendations from others, conferences, query letters.

			TERMS Agent receives 15% commission on domestic sales. Offers written contract.

			DEFIORE & COMPANY

			47 E. 19th St., 3rd Floor, New York NY 10003. (212)925-7744. Fax: (212)925-9803. E-mail: info@defliterary.com, submissions@defliterary.com. Website: www.defliterary.com. Member of AAR. Signatory of WGA.

			MEMBER AGENTS Brian DeFiore (popular nonfiction, business, pop culture, parenting, commercial fiction); Laurie Abkemeier (memoir, parenting, business, how-to/self-help, popular science); Matthew Elblonk (young adult, popular culture, narrative nonfiction); Caryn Karmatz-Rudy (popular fiction, self-help, narrative nonfiction); Adam Schear (commercial fiction, humor, young adult, smart thrillers, historical fiction, quirky debut literary novels, popular science, politics, popular culture, current events); Meredith Kaffel Simonoff (smart upmarket women’s fiction, literary fiction [especially debut], literary thrillers, narrative nonfiction, nonfiction about science and tech, sophisticated pop culture/humor books); Rebecca Strauss (literary and commercial fiction, women’s fiction, urban fantasy, romance, mystery, young adult, memoir, pop culture, select nonfiction); Lisa Gallagher (fiction and nonfiction); Miriam Altshuler (adult literary and commercial fiction, narrative nonfiction, middle-grade, young adult, memoir, narrative nonfiction, self-help, family sagas, historical novels); Reiko Davis (adult literary and upmarket fiction, narrative nonfiction, young adult, middle-grade, memoir); Linda Kaplan; Chris Park; Tanusri Prasanna; Parik Kostan; Emma Haviland-Blunk.

			REPRESENTS Nonfiction, novels, short story collections, juvenile books, poetry books. Considers these nonfiction areas: autobiography, biography, business, child guidance, cooking, economics, foods, gay/lesbian, how-to, inspirational, money, multicultural, parenting, photography, popular culture, politics, psychology, religious, science, self-help, sex, sports, technology, travel, women’s issues, young adult. Considers these fiction areas: comic books, commercial, ethnic, feminist, gay, lesbian, literary, mainstream, middle grade, mystery, paranormal, picture books, poetry, romance, short story collections, suspense, thriller, urban fantasy, women’s, young adult.

			[image: tip] “Please be advised that we are not considering dramatic projects at this time.”

			HOW TO CONTACT Query with SASE or e-mail to submissions@defliterary.com. “Please include the word ‘query’ in the subject line. All attachments will be deleted; please insert all text in the body of the e-mail. For more information about our agents, their individual interests, and their query guidelines, please visit our ‘About Us’ page on our website.” Accepts simultaneous submissions. Obtains most new clients through recommendations from others.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. Offers written contract; 10-day notice must be given to terminate contract. Charges clients for photocopying and overnight delivery (deducted only after a sale is made).

			JOELLE DELBOURGO ASSOCIATES, INC.

			101 Park St., Montclair NJ 07042. (973)773-0836. E-mail: joelle@delbourgo.com. E-mail: submissions@delbourgo.com. Website: www.delbourgo.com. Contact: Joelle Delbourgo. Estab. 1999. Member of AAR. Represents more than 500 clients.

			[image: comment from editor] Prior to becoming an agent, Ms. Delbourgo was an editor and senior publishing executive at HarperCollins and Random House. She began her editorial career at Bantam Books where she discovered the Choose Your Own Adventure series. Joelle Delbourgo brings more than three decades of experience as an editor and agent. Prior to joining the agency, Jacqueline Flynn was Executive Editor at Amacom for more than 15 years.

			MEMBER AGENTS Joelle Delbourgo; Jacqueline Flynn.

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: Americana, animals, anthropology, archeology, autobiography, biography, business, child guidance, cooking, creative nonfiction, current affairs, dance, decorating, diet/nutrition, design, economics, education, environment, film, gardening, gay/lesbian, government, health, history, how-to, humor, inspirational, interior design, investigative, juvenile nonfiction, literature, medicine, memoirs, military, money, multicultural, music, parenting, philosophy, popular culture, politics, psychology, science, self-help, sex, sociology, spirituality, sports, translation, travel, true crime, war, women’s issues, women’s studies, young adult. Considers these fiction areas: adventure, commercial, contemporary issues, crime, detective, fantasy, feminist, juvenile, literary, mainstream, middle grade, military, mystery, new adult, New Age, romance, science fiction, thriller, urban fantasy, women’s, young adult.

			[image: tip] “We are former publishers and editors with deep knowledge and an insider perspective. We have a reputation for individualized attention to clients, strategic management of authors’ careers, and creating strong partnerships with publishers for our clients.” We are looking for strong narrative and prescriptive nonfiction including science, history, health and medicine, business and finance, sociology, parenting, women’s issues. We prefer books by credentialed experts and seasoned journalists, especially ones that are research-based. We are taking on very few memoir projects. In fiction, you can send mystery and thriller, commercial women’s fiction, book club fiction and literary fiction. Do not send scripts, picture books, poetry.

			HOW TO CONTACT E-mail queries only are accepted. Query one agent directly, not multiple agents at our agency. No attachments. Put the word “Query” in the subject line. If you have not received a response in 60 days you may consider that a pass. Do not send us copies of self-published books. For nonfiction, send your query only once you have a completed proposal. For fiction and memoir, embed the first 10 pages of ms into the e-mail after your query letter. Please no attachments. If we like your first pages, we may ask to see your synopsis and more manuscript. Accepts simultaneous submissions. Our clients come via referral, and occasionally over the transom.

			TERMS Agent receives 15% commission on domestic sales and 20% commission on foreign sales as well as television/film adaptation when a co-agent is involved. Offers written contract. Standard industry commissions. Charges clients for postage and photocopying.

			WRITERS CONFERENCES Jewish Writer’s Conference (sponsored by the Jewish Book Council).

			TIPS “Do your homework. Do not cold call. Read and follow submission guidelines before contacting us. Do not call to find out if we received your material. No e-mail queries. Treat agents with respect, as you would any other professional, such as a doctor, lawyer or financial advisor.”

			SANDRA DIJKSTRA LITERARY AGENCY

			1155 Camino del Mar, PMB 515, Del Mar CA 92014. E-mail: queries@dijkstraagency.com. Website: www.dijkstraagency.com. Member of AAR. Authors Guild, Organization of American Historians, RWA. Represents 200+ clients.

			MEMBER AGENTS President: Sandra Dijkstra (adult only). Acquiring Associate agents: Elise Capron (adult only); Jill Marr (adult only); Thao Le (adult and YA); Jessica Watterson (subgenres of adult romance, and women’s fiction); Suzy Evans (adult and YA); Jennifer Kim (adult and YA).

			REPRESENTS Nonfiction, fiction, novels, short story collections, juvenile books, scholarly books. Considers these nonfiction areas: Americana, animals, anthropology, art, biography, business, creative nonfiction, cultural interests, current affairs, design, economics, environment, ethnic, gardening, government, health, history, juvenile nonfiction, literature, memoirs, multicultural, parenting, popular culture, politics, psychology, science, self-help, sports, true crime, women’s issues, women’s studies, young adult, narrative. Considers these fiction areas: commercial, contemporary issues, detective, family saga, fantasy, feminist, historical, horror, juvenile, literary, mainstream, middle grade, multicultural, mystery, new adult, romance, science fiction, short story collections, sports, suspense, thriller, urban fantasy, women’s, young adult.

			HOW TO CONTACT “Please see guidelines on our website, www.dijkstraagency.com. Please note that we only accept e-mail submissions. Due to the large number of unsolicited submissions we receive, we are only able to respond those submissions in which we are interested.” Accepts simultaneous submissions. Responds to queries of interest within 6 weeks.

			TERMS Works in conjunction with foreign and film agents. Agent receives 15% commission on domestic sales and 20% commission on foreign sales. Offers written contract. No reading fee.

			TIPS “Remember that publishing is a business. Do your research and present your project in as professional a way as possible. Only submit your work when you are confident that it is polished and ready for prime-time. Make yourself a part of the active writing community by getting stories and articles published, networking with other writers, and getting a good sense of where your work fits in the market.”

			DUNHAM LITERARY, INC.

			487 Hardscrabble Road, North Salem NY 10560. E-mail: query@dunhamlit.com. Website: www.dunhamlit.com. Contact: Jennie Dunham. Estab. 2000. Member of AAR. SCBWI Represents 50 clients.

			[image: comment from editor] Prior to opening her agency, Ms. Dunham worked as a literary agent for Russell & Volkening. The Rhoda Weyr Agency is now a division of Dunham Literary, Inc.

			MEMBER AGENTS Jennie Dunham, Leslie Zampetti.

			REPRESENTS Nonfiction, fiction, novels, short story collections, juvenile books. Considers these nonfiction areas: anthropology, art, biography, creative nonfiction, cultural interests, environment, gay/lesbian, health, history, language, literature, medicine, memoirs, multicultural, parenting, popular culture, politics, psychology, science, sociology, technology, women’s issues, women’s studies, young adult. Considers these fiction areas: family saga, fantasy, feminist, gay, historical, humor, juvenile, lesbian, literary, mainstream, middle grade, multicultural, mystery, picture books, science fiction, short story collections, sports, urban fantasy, women’s, young adult.

			[image: tip] “We are not looking for Westerns, genre romance, poetry, or individual short stories.”

			HOW TO CONTACT “We accept queries by e-mail only.”

			Please include a brief description of the project, brief author bio, and the first 5 pages with the query.” Attachments will not be opened. Paper queries not accepted. Accepts simultaneous submissions. Responds in 4 weeks to queries; 3 months to mss. Obtains most new clients through recommendations from others.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales.

			DUNOW, CARLSON, & LERNER AGENCY

			27 W. 20th St., Suite 1107, New York NY 10011. (212)645-7606. E-mail: mail@dclagency.com. Website: www.dclagency.com. Member of AAR.

			MEMBER AGENTS Jennifer Carlson (narrative nonfiction writers and journalists covering current events and ideas and cultural history, as well as literary and upmarket commercial novelists); Henry Dunow (quality fiction—literary, historical, strongly written commercial—and with voice-driven nonfiction across a range of areas—narrative history, biography, memoir, current affairs, cultural trends and criticism, science, sports); Betsy Lerner (nonfiction writers in the areas of psychology, history, cultural studies, biography, current events, business; fiction: literary, dark, funny, voice driven); Yishai Seidman (broad range of fiction: literary, postmodern, and thrillers; nonfiction: sports, music, and pop culture); Amy Hughes (nonfiction in the areas of history, cultural studies, memoir, current events, wellness, health, food, pop culture, and biography; also literary fiction); Eleanor Jackson (literary, commercial, memoir, art, food, science and history); Julia Kenny (fiction—adult, middle grade and YA—and is especially interested in dark, literary thrillers and suspense); Edward Necarsulmer IV (strong new voices in teen & middle grade as well as picture books); Stacia Decker; Rachel Vogel (nonfiction, including photography, humor, pop culture, history, memoir, investigative journalism, current events, science, and more); Arielle Datz (fiction—adult, YA, or middle-grade—literary and commercial, nonfiction—essays, unconventional memoir, pop culture, and sociology); Nick Richesin; Chris Rogers.

			REPRESENTS Nonfiction, fiction, novels, short story collections. Considers these nonfiction areas: art, biography, creative nonfiction, cultural interests, current affairs, foods, health, history, memoirs, music, popular culture, psychology, science, sociology, sports. Considers these fiction areas: commercial, literary, mainstream, middle grade, mystery, picture books, thriller, young adult.

			HOW TO CONTACT Query via snail mail with SASE, or by e-mail. E-mail preferred, paste 10 sample pages below query letter. No attachments. Will respond only if interested. Accepts simultaneous submissions. Responds in 4-6 weeks if interested.

			DYSTEL, GODERICH & BOURRET LLC

			1 Union Square W., Suite 904, New York NY 10003. (212)627-9100. Fax: (212)627-9313. Website: www.dystel.com. Estab. 1994. Member of AAR. Other membership includes SCBWI. Represents 600+ clients.

			MEMBER AGENTS Jane Dystel; Miriam Goderich, miriam@dystel.com (literary and commercial fiction as well as some genre fiction, narrative nonfiction, pop culture, psychology, history, science, art, business books, and biography/memoir); Stacey Glick, sglick@dystel.com (adult narrative nonfiction including memoir, parenting, cooking and food, psychology, science, health and wellness, lifestyle, current events, pop culture, YA, middle grade, children’s nonfiction, and select adult contemporary fiction); Michael Bourret, mbourret@dystel.com (middle grade and young adult fiction, commercial adult fiction, and all sorts of nonfiction, from practical to narrative; he’s especially interested in food and cocktail related books, memoir, popular history, politics, religion (though not spirituality), popular science, and current events); Jim McCarthy, jmccarthy@dystel.com (literary women’s fiction, underrepresented voices, mysteries, romance, paranormal fiction, narrative nonfiction, memoir, and paranormal nonfiction); Jessica Papin, jpapin@dystel.com (plot-driven literary and smart commercial fiction, and narrative nonfiction across a range of subjects, including history, medicine, science, economics and women’s issues); Lauren Abramo, labramo@dystel.com (humorous middle grade and contemporary YA on the children’s side, and upmarket commercial fiction and well-paced literary fiction on the adult side; adult narrative nonfiction, especially pop culture, psychology, pop science, reportage, media, and contemporary culture; in nonfiction, has a strong preference for interdisciplinary approaches, and in all categories she’s especially interested in underrepresented voices); John Rudolph, jrudolph@dystel.com (picture book author/illustrators, middle grade, YA, select commercial fiction, and narrative nonfiction—especially in music, sports, history, popular science, “big think,” performing arts, health, business, memoir, military history, and humor); Sharon Pelletier, spelletier@dystel.com (smart commercial fiction, from upmarket women’s fiction to domestic suspense to literary thrillers, and strong contemporary romance novels; compelling nonfiction projects, especially feminism and religion); Amy Bishop, abishop@dystel.com        (commercial and literary women’s fiction, fiction from diverse authors, historical fiction, YA, personal narratives, and biographies); Michaela Whatnall, mwhatnall@dystel.com; Cat Hosch, chosch@dystel.com; Andrew Dugan, adugan@dystel.com; Melissa Melo, mmelo@dystel.com.

			REPRESENTS Considers these nonfiction areas: animals, art, autobiography, biography, business, cooking, cultural interests, current affairs, ethnic, foods, gay/lesbian, health, history, humor, inspirational, investigative, medicine, memoirs, metaphysics, military, New Age, parenting, popular culture, politics, psychology, religious, science, sports, women’s issues, women’s studies. Considers these fiction areas: commercial, ethnic, gay, lesbian, literary, mainstream, middle grade, mystery, paranormal, romance, suspense, thriller, women’s, young adult.

			[image: tip] “We are actively seeking fiction for all ages, in all genres.” No plays, screenplays, or poetry.

			HOW TO CONTACT Query via e-mail and put “Query” in the subject line. “Synopses, outlines or sample chapters (say, one chapter or the first 25 pages of your manuscript) should either be included below the cover letter or attached as a separate document. We won’t open attachments if they come with a blank e-mail.” Accepts simultaneous submissions. Responds in 6 to 8 weeks to queries; within 8 weeks to mss. Obtains most new clients through recommendations from others, solicitations, conferences.

			TERMS Agent receives 15% commission on domestic sales; 19% commission on foreign sales. Offers written contract.

			WRITERS CONFERENCES Backspace Writers’ Conference, Pacific Northwest Writers’ Association, Pike’s Peak Writers’ Conference, Writers League of Texas, Love Is Murder, Surrey International Writers Conference, Society of Children’s Book Writers and Illustrators, International Thriller Writers, Willamette Writers Conference, The South Carolina Writers Workshop Conference, Las Vegas Writers Conference, Writer’s Digest, Seton Hill Popular Fiction, Romance Writers of America, Geneva Writers Conference.

			TIPS “DGLM prides itself on being a full-service agency. We’re involved in every stage of the publishing process, from offering substantial editing on mss and proposals, to coming up with book ideas for authors looking for their next project, negotiating contracts and collecting monies for our clients. We follow a book from its inception through its sale to a publisher, its publication, and beyond. Our commitment to our writers does not, by any means, end when we have collected our commission. This is one of the many things that makes us unique in a very competitive business.”

			EDEN STREET LITERARY

			P.O. Box 30, Billings NY 12510. E-mail: info@edenstreetlit.com. E-mail: submissions@edenstreetlit.com. Website: www.edenstreetlit.com. Contact: Liza Voges. Member of AAR. Signatory of WGA. Represents over 40 clients.

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these fiction areas: juvenile, middle grade, picture books, young adult.

			HOW TO CONTACT E-mail a picture book ms or dummy; a synopsis and 3 chapters of a MG or YA novel; a proposal and 3 sample chapters for nonfiction. Accepts simultaneous submissions. Responds only to submissions of interest.

			EINSTEIN LITERARY MANAGEMENT

			27 W. 20th St., No. 1003, New York NY 10011. (212)221-8797. E-mail: info@einsteinliterary.com. E-mail: submissions@einsteinliterary.com. Website: http://einsteinliterary.com. Contact: Susanna Einstein. Estab. 2015. Member of AAR. Signatory of WGA.

			[image: comment from editor] Prior to her current position, Ms. Einstein was with LJK Literary Management and the Einstein Thompson Agency.

			MEMBER AGENTS Susanna Einstein, Susan Graham, Paloma Hernando.

			REPRESENTS Nonfiction, fiction, novels, short story collections, juvenile books. Considers these nonfiction areas: cooking, creative nonfiction, memoirs, blog-to-book projects. Considers these fiction areas: comic books, commercial, crime, fantasy, historical, juvenile, literary, middle grade, mystery, picture books, romance, science fiction, suspense, thriller, women’s, young adult.

			[image: tip] “As an agency we represent a broad range of literary and commercial fiction, including upmarket women’s fiction, crime fiction, historical fiction, romance, and books for middle-grade children and young adults, including picture books and graphic novels. We also handle nonfiction including cookbooks, memoir and narrative, and blog-to-book projects. Please see agent bios on the website for specific information about what each of ELM’s agents represents.” Does not want poetry, textbooks, or screenplays.

			HOW TO CONTACT Please submit a query letter and the first 10 double-spaced pages of your manuscript in the body of the e-mail (no attachments). Does not respond to mail queries or telephone queries or queries that are not specifically addressed to this agency. Accepts simultaneous submissions. Responds in 6 weeks if interested.

			THE LISA EKUS GROUP, LLC

			57 North St., Hatfield MA 01038. (413)247-9325. Fax: (413)247-9873. E-mail: info@lisaekus.com. Website: www.lisaekus.com. Contact: Sally Ekus. Estab. 1982. Member of AAR.

			MEMBER AGENTS Lisa Ekus; Sally Ekus.

			REPRESENTS Nonfiction. Considers these nonfiction areas: cooking, diet/nutrition, foods, health, how-to, humor, women’s issues, occasionally health/well-being and women’s issues; humor; lifestyle.

			[image: tip] “Please note that we do not handle fiction, poetry, or children’s books. If we receive a query for titles in these categories, please understand that we do not have the time or resources to respond.”

			HOW TO CONTACT “For more information about our literary services, visit http://lisaekus.com/services/literary-agency. Submit a query via e-mail or through our contact form on the website. You can also submit complete hard copy proposal with title page, proposal contents, concept, bio, marketing, TOC, etc. Include SASE for the return of materials.” Accepts simultaneous submissions. Responds in 4-6 weeks.

			TIPS “Please do not call. No phone queries.”

			EMPIRE LITERARY

			115 W. 29th St., 3rd Floor, New York NY 10001. (917)213-7082. E-mail: abarzvi@empireliterary.com. E-mail: queries@empireliterary.com. Website:  www.empireliterary.com. Estab. 2013. Member of AAR. Signatory of WGA.

			MEMBER AGENTS Andrea Barzvi.

			REPRESENTS Nonfiction, novels. Considers these nonfiction areas: diet/nutrition, health, memoirs, popular culture. Considers these fiction areas: literary, middle grade, women’s, young adult.

			HOW TO CONTACT Please only query one agent at a time. “If we are interested in reading more we will get in touch with you as soon as possible.” Accepts simultaneous submissions.

			FINEPRINT LITERARY MANAGEMENT

			207 W. 106th St., Suite 1D, New York NY 10025. (212)279-1412. E-mail: info@fineprintlit.com. Website: www.fineprintlit.com. Contact: Peter Rubie. Estab. 2007. Member of AAR; Authors Guild.

			[image: comment from editor] Peter Rubie was a journalist in Fleet Street, London, and for BBC Radio News and ITN television news. In America he was the editor in chief of a local newspaper in Manhattan, before becoming a freelance editor and book doctor, and then an in-house editor at Walker & Co., for 6 years. He became an agent in the mid 1990s and became the CEO of FinePrint in 2007. He considers himself an editorially inclined agent. He is also a published novelist and author of a number of nonfiction books and articles.

			MEMBER AGENTS To submit to FinePrint agents send a query and sample material to submissions@fineprintlit.com, and address the email to the particular agent you are hoping to get your material to. Peter Rubie, CEO, (nonfiction interests include narrative nonfiction, popular science, spirituality, history, biography, pop culture, business, technology, parenting, health, self help, music, and food; fiction interests include literate thrillers, crime fiction, science fiction and fantasy, military fiction and literary fiction, middle grade and boy-oriented YA fiction); Laura Wood, (serious nonfiction, especially in the areas of science and nature, along with substantial titles in business, history, religion, and other areas by academics, experienced professionals, and journalists; select genre fiction only (no poetry, literary fiction or memoir) in the categories of science fiction & fantasy and mystery); Lauren Bieker, (Lauren is looking for commercial and upmarket women’s fiction and some well-crafted and differentiated YA novels. She is also open to select science fiction, as well as high concept and literary fiction works. She appreciates great storytelling and is a “sucker” for outstanding writing and convincing characters. While primarily interested in fiction, she will consider nonfiction proposals. She is looking for #ownvoices stories, Feminist lit/#MeToo stories, and LGBTQIA+ authors in both fiction and nonfiction. Her goals is to “hold the mic” for authors to tell their stories and be a helpful support system.); Bobby O’Neil (Bobby is looking for middle grade and young adult fiction across the board ranging from the grounded to the fantastic. In adult fiction, he is primarily interested in fantasy and speculative fiction that push the conventions of the genre, and character-driven commercial fiction. For nonfiction, he loves a strong narrative and is especially partial to memoir and historical. He is drawn to powerful voices and unique points of view that tell the stories from underrepresented communities, and LGBTQIA+ authors in both fiction and nonfiction).

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: biography, business, cooking, cultural interests, current affairs, diet/nutrition, environment, foods, health, history, how-to, humor, inspirational, investigative, juvenile nonfiction, medicine, memoirs, multicultural, music, parenting, philosophy, popular culture, psychology, science, self-help, spirituality, technology, travel, true crime, women’s issues, women’s studies, young adult, fitness, lifestyle. Considers these fiction areas: action, adventure, commercial, crime, detective, fantasy, feminist, frontier, historical, literary, mainstream, middle grade, military, multicultural, multimedia, mystery, police, romance, science fiction, suspense, thriller, translation, urban fantasy, war, women’s, young adult. Considers these script areas: mystery, police, science fiction.

			HOW TO CONTACT E-query. For fiction, send a query, synopsis, bio, and 30 pages. For nonfiction, send a query only; proposal requested later if the agent is interested. Send to submissions@fineprintlit.com        and address the email to the appropriate FP agent. Accepts simultaneous submissions. We aim to get back to authors within 12 weeks, but Covid has made that a tough bar to clear sometimes. Obtains most new clients through recommendations from others, solicitations.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales.

			FLETCHER & COMPANY

			78 Fifth Ave., 3rd Floor, New York NY 10011. E-mail: info@fletcherandco.com. Website: www.fletcherandco.com. Contact: Christy Fletcher. Estab. 2003. Member of AAR.

			MEMBER AGENTS Christy Fletcher (referrals only); Melissa Chinchillo (select list of her own authors); Rebecca Gradinger (literary fiction, up-market commercial fiction, narrative nonfiction, self-help, memoir, Women’s studies, humor, and pop culture); Gráinne Fox (literary fiction and quality commercial authors, award-winning journalists and food writers, American voices, international, literary crime, upmarket fiction, narrative nonfiction); Lisa Grubka (fiction—literary, upmarket women’s, and young adult; and nonfiction—narrative, food, science, and more); Eric Lupfer; Sarah Fuentes; Veronica Goldstein; Eve MacSweeney; Peter Steinberg.

			REPRESENTS Nonfiction, novels. Considers these nonfiction areas: biography, business, creative nonfiction, current affairs, foods, history, humor, investigative, memoirs, popular culture, politics, science, self-help, sports, women’s studies. Considers these fiction areas: commercial, crime, literary, women’s, young adult.

			HOW TO CONTACT Send queries to info@fletcherandco.com. Please do not include e-mail attachments with your initial query, as they will be deleted. Address your query to a specific agent. No snail mail queries. Accepts simultaneous submissions.

			FOLIO LITERARY MANAGEMENT, LLC

			The Film Center Building, 630 Ninth Ave., Suite 1101, New York NY 10036. (212)400-1494. Fax: (212)967-0977. Website: www.foliolit.com. Member of AAR. Represents 100+ clients.

			[image: comment from editor] Prior to creating Folio Literary Management, Mr. Hoffman worked for several years at another agency; Mr. Kleinman was an agent at Graybill & English.

			MEMBER AGENTS Claudia Cross (romance novels, commercial women’s fiction, cooking and food writing, serious nonfiction on religious and spiritual topics); Jeff Kleinman (bookclub fiction (not genre commercial, like mysteries or romances), literary fiction, thrillers and suspense novels, narrative nonfiction, memoir); Dado Derviskadic (nonfiction: cultural history, biography, memoir, pop science, motivational self-help, health/nutrition, pop culture, cookbooks; fiction that’s gritty, introspective, or serious); Frank Weimann (biography, business/investing/finance, history, religious, mind/body/spirit, health, lifestyle, cookbooks, sports, African-American, science, memoir, special forces/CIA/FBI/mafia, military, prescriptive nonfiction, humor, celebrity; adult and children’s fiction); Michael Harriot (commercial nonfiction (both narrative and prescriptive) and fantasy/science fiction); Erin Harris (book club, historical fiction, literary, narrative nonfiction, psychological suspense, young adult); Katherine Latshaw (blogs-to-books, food/cooking, middle grade, narrative and prescriptive nonfiction); Erin Niumata (fiction: commercial women’s fiction, romance, historical fiction, mysteries, psychological thrillers, suspense, humor; nonfiction: self-help, women’s issues, pop culture and humor, pet care/pets, memoirs, and anything blogger); Marcy Posner (adult: commercial women’s fiction, historical fiction, mystery, biography, history, health, and lifestyle, commercial novels, thrillers, narrative nonfiction; children’s: contemporary YA and MG, mystery series for boys, select historical fiction and fantasy); Steve Troha; Emily van Beek (YA, MG, picture books), Melissa White (general nonfiction, literary and commercial fiction, MG, YA); John Cusick (middle grade, picture books, YA); Jamie Chambliss; Roger Freet; Jan Baumer; Sonali Chanchani; Rachel Ekstrom; Karen Gormandy; Will Murphy; Katherine Odom-Tomehin; Adriann Ranta Zurhellen; Margaret Sutherland Brown.

			REPRESENTS Nonfiction, novels. Considers these nonfiction areas: animals, art, biography, business, cooking, creative nonfiction, economics, environment, foods, health, history, how-to, humor, inspirational, memoirs, military, parenting, popular culture, politics, psychology, religious, satire, science, self-help, technology, war, women’s issues, women’s studies. Considers these fiction areas: commercial, fantasy, horror, literary, middle grade, mystery, picture books, religious, romance, thriller, women’s, young adult.

			[image: tip] No poetry, stage plays, or screenplays.

			HOW TO CONTACT Query via e-mail only (no attachments). Read agent bios online for specific submission guidelines and e-mail addresses, and to check if someone is closed to queries. “All agents respond to queries as soon as possible, whether interested or not. If you haven’t heard back from the individual agent within the time period that they specify on their bio page, it’s possible that something has gone wrong, and your query has been lost—in that case, please e-mail a follow-up.”

			TIPS “Please do not submit simultaneously to more than one agent at Folio. If you’re not sure which of us is exactly right for your book, don’t worry. We work closely as a team, and if one of our agents gets a query that might be more appropriate for someone else, we’ll always pass it along. It’s important that you check each agent’s bio page for clear directions as to how to submit, as well as when to expect feedback.”

			JEANNE FREDERICKS LITERARY AGENCY, INC.

			221 Benedict Hill Rd., New Canaan CT 06840. (203)972-3011. Fax: (203)972-3011. E-mail: jeanne.fredericks@gmail.com. Website: www.jeannefredericks.com. Contact: Jeanne Fredericks. Estab. 1997. Member of AAR. Other memberships include Authors Guild. Represents 100+ clients.

			[image: comment from editor] Prior to opening her agency in 1997, Ms. Fredericks was an agent and acting director with the Susan P. Urstadt, Inc. Agency. Previously she was the editorial director of Ziff-Davis Books and managing editor and acquisitions editor at Macmillan Publishing Company.

			REPRESENTS Nonfiction. Considers these nonfiction areas: Americana, animals, autobiography, biography, child guidance, cooking, decorating, diet/nutrition, environment, foods, gardening, health, history, how-to, interior design, medicine, parenting, photography, psychology, self-help, women’s issues.

			[image: tip] This agency specializes in quality adult nonfiction by authorities in their fields. “We do not handle: fiction, true crime, juvenile, textbooks, poetry, essays, screenplays, short stories, science fiction, pop culture, guides to computers and software, politics, horror, pornography, books on overly depressing or violent topics, romance, teacher’s manuals, or memoirs.”

			HOW TO CONTACT The Agency is currently considering submissions from existing clients only. Query first by e-mail, then send outline/proposal, 1-2 sample chapters, if requested and after you have consulted the submission guidelines on the agency website. If you do send requested submission materials, include the word “Requested” in the subject line. Accepts simultaneous submissions. Responds in 3-5 weeks to queries; 2-4 months to mss. Obtains most new clients through recommendations from others, solicitations, conferences.

			TERMS Agent receives 15% commission on domestic sales; 25% commission on foreign sales with co-agent. Offers written contract, binding for 9 months; 2-month notice must be given to terminate contract. Charges client for photocopying of whole proposals and mss, overseas postage, expedited mail services. Almost all submissions are made electronically so these charges rarely apply.

			WRITERS CONFERENCES Harvard Medical School CME Course in Publishing, Connecticut Authors and Publishers Association-University Conference, ASJA Writers’ Conference, BookExpo America, Garden Writers’ Association Annual Symposium.

			TIPS “Be sure to research competition for your work and be able to justify why there’s a need for your book. I enjoy building an author’s career, particularly if he/she is professional, hardworking, and courteous, and actively involved in establishing a marketing platform. Aside from 25 years of agenting experience, I’ve had 10 years of editorial experience in adult trade book publishing that enable me to help an author polish a proposal so that it’s more appealing to prospective editors. My MBA in marketing also distinguishes me from other agents.”

			REBECCA FRIEDMAN LITERARY AGENCY

			E-mail: queries@rfliterary.com. Website: www.rfliterary.com. Estab. 2013. Member of AAR. Signatory of WGA.

			[image: comment from editor] Prior to opening her own agency in 2013, Ms. Friedman was with Sterling Lord Literistic from 2006 to 2011, then with Hill Nadell Agency.

			MEMBER AGENTS Rebecca Friedman (commercial and literary fiction with a focus on literary novels of suspense, women’s fiction, contemporary romance, and young adult, as well as journalistic nonfiction and memoir); Susan Finesman, susan@rfliterary.com (fiction, cookbooks, and lifestyle); Abby Schulman, abby@rfliterary.com (YA and nonfiction related to health, wellness, and personal development).

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: cooking, crafts, creative nonfiction, cultural interests, decorating, foods, health, humor, interior design, investigative, memoirs, parenting, women’s issues, young adult, journalistic nonfiction. Considers these fiction areas: commercial, family saga, fantasy, feminist, gay, historical, juvenile, lesbian, literary, mystery, science fiction, suspense, thriller, women’s, young adult.

			HOW TO CONTACT Please submit your brief query letter and first chapter (no more than 15 pages, double-spaced). No attachments. Accepts simultaneous submissions. Tries to respond in 6-8 weeks.

			THE FRIEDRICH AGENCY

			New York NY. (212)317-8810. E-mail: mfriedrich@friedrichagency.com; lcarson@friedrichagency.com; hcarr@friedrichagency.com; hbrattesani@friedrichagency.com. Website: www.friedrichagency.com. Contact: Molly Friedrich; Lucy Carson; Heather Carr; Hannah Brattesani. Estab. 2006. Member of AAR. Represents 50+ clients.

			[image: comment from editor] Prior to her current position, Ms. Friedrich was an agent at the Aaron Priest Literary Agency.

			MEMBER AGENTS Molly Friedrich, founder and agent (open to queries); Lucy Carson, TV/film rights director and agent (open to queries); Hannah Brattesani, foreign rights director and agent (open to queries); Heather Carr, contracts director and agent (open to queries).

			REPRESENTS Nonfiction, fiction, novels, short story collections. Considers these nonfiction areas: autobiography, biography, creative nonfiction, memoirs, multicultural, true crime, women’s issues, young adult. Considers these fiction areas: commercial, detective, family saga, feminist, gay, horror, lesbian, literary, multicultural, mystery, science fiction, short story collections, suspense, thriller, women’s, young adult.

			HOW TO CONTACT Query by e-mail only. Please query only 1 agent at this agency. Accepts simultaneous submissions. Responds in 2-4 weeks.

			FULL CIRCLE LITERARY, LLC

			3268 Governor Dr. #323, San Diego CA 92122. E-mail: Submissions by Query Manager only please see links on website fullcircleliterary.com. Website: www.fullcircleliterary.com. Contact: Stefanie Von Borstel. Estab. 2005. Member of AAR. Society of Children’s Books Writers & Illustrators, Authors Guild. Represents 100+ clients.

			MEMBER AGENTS Stefanie Sanchez Von Borstel; Adriana Dominguez; Taylor Martindale Kean; Lilly Ghahremani, Nicole Geiger.

			REPRESENTS Considers these nonfiction areas: how-to, multicultural. Considers these fiction areas: multicultural.

			[image: tip] Actively seeking nonfiction and fiction projects that offer new and diverse viewpoints, and literature with a global or multicultural perspective. “We are particularly interested in books with a Latino or Middle Eastern angle.”

			HOW TO CONTACT Online submissions only via Query Manager (links on website fullcircleliterary.com). Please note agency wishlists and areas of representation. Illustrators please include link to your online Portfolio or website. Accepts simultaneous submissions. “Due to the high volume of submissions, please keep in mind we are no longer able to personally respond to every submission. However, we read every submission with care and often share for a second read within the office. If we are interested, we will contact you by email to request additional materials (such as a complete manuscript or additional manuscripts). Please keep us updated if there is a change in the status of your project, such as an offer of representation or book contract.”

			TERMS Agent receives 15% commission on domestic sales; 25% commission on foreign sales. Offers written contract which outlines responsibilities of the author and the agent.

			GELFMAN SCHNEIDER/ICM PARTNERS

			850 7th Ave., Suite 903, New York NY 10019. E-mail: mail@gelfmanschneider.com. Website: www.gelfmanschneider.com. Contact: Jane Gelfman, Deborah Schneider. Member of AAR. Represents 300+ clients.

			MEMBER AGENTS Deborah Schneider (all categories of literary and commercial fiction and nonfiction); Jane Gelfman; Heather Mitchell (particularly interested in narrative nonfiction, historical fiction and young debut authors with strong voices); Penelope Burns, penelope.gsliterary@gmail.com (literary and commercial fiction and nonfiction, as well as a variety of young adult and middle grade).

			REPRESENTS Nonfiction, fiction, juvenile books. Considers these nonfiction areas: creative nonfiction, popular culture. Considers these fiction areas: commercial, fantasy, historical, literary, mainstream, middle grade, mystery, science fiction, suspense, women’s, young adult.

			[image: tip] “Among our diverse list of clients are novelists, journalists, playwrights, scientists, activists & humorists writing narrative nonfiction, memoir, political & current affairs, popular science and popular culture nonfiction, as well as literary & commercial fiction, women’s fiction, and historical fiction.” Does not currently accept screenplays or scripts, poetry, or picture book queries.

			HOW TO CONTACT Query. Check Submissions page of website to see which agents are open to queries and further instructions. Accepts simultaneous submissions.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales; 15% commission on film sales. Offers written contract. Charges clients for photocopying and messengers/couriers.

			GHOSH LITERARY

			P.O. Box 765, 2000 Allston Way, Berkeley CA 94704-9998. E-mail: annaghosh@ghoshliterary.com. E-mail: submissions@ghoshliterary.com. Website: www.ghoshliterary.com. Contact: Anna Ghosh. Member of AAR. Signatory of WGA.

			[image: comment from editor] Prior to opening her own agency, Ms. Ghosh was previously a partner at Scovil Galen Ghosh.

			REPRESENTS Nonfiction, fiction, novels, short story collections, novellas, juvenile books.

			[image: tip] “Anna’s literary interests are wide and eclectic and she is known for discovering and developing writers. She is particularly interested in literary narratives and books that illuminate some aspect of human endeavor or the natural world. Anna does not typically represent genre fiction but is drawn to compelling storytelling in most guises.”

			HOW TO CONTACT E-query. Please send an e-mail briefly introducing yourself and your work. Although no specific format is required, it is helpful to know the following: your qualifications for writing your book, including any publications and recognition for your work; who you expect to buy and read your book; similar books and authors. Accepts simultaneous submissions.

			GLASS LITERARY MANAGEMENT

			138 W. 25th St., 10th Floor, New York NY 10001. (646)237-4881. E-mail: alex@glassliterary.com. Website: www.glassliterary.com. Contact: Alex Glass or Rick Pascocello. Estab. 2014. Member of AAR. Signatory of WGA.

			REPRESENTS Nonfiction, novels.

			[image: tip] Represents general fiction, mystery, suspense/thriller, juvenile fiction, biography, history, mind/body/spirit, health, lifestyle, cookbooks, sports, literary fiction, memoir, narrative nonfiction, pop culture. “We do not represent picture books for children.”

			HOW TO CONTACT “Please send your query letter in the body of an e-mail and if we are interested, we will respond and ask for the complete manuscript or proposal. No attachments.” Accepts simultaneous submissions.

			BARRY GOLDBLATT LITERARY LLC

			c/o Industrious - Brooklyn, 594 Dean St., 2nd Floor, Brooklyn NY 11238. Website: www.bgliterary.com. Contact: Barry Goldblatt. Estab. 2000. Member of AAR. Signatory of WGA.

			REPRESENTS Fiction. Considers these fiction areas: fantasy, middle grade, mystery, romance, science fiction, thriller, young adult.

			HOW TO CONTACT Query via online submission form. Accepts simultaneous submissions. Obtains clients through referrals, queries, and conferences.

			TERMS Agent receives 15% commission on domestic sales; 20% on foreign and dramatic sales. Offers written contract. 60 days notice must be given to terminate contract.

			TIPS “We’re a hands-on agency, focused on building an author’s career, not just making an initial sale. We don’t care about trends or what’s hot; we just want to sign great writers.”

			FRANCES GOLDIN LITERARY AGENCY, INC.

			214 W. 29th St., Suite 410, New York NY 10001. (212)777-0047. Fax: (212)228-1660. Website: www.goldinlit.com. Estab. 1977. Member of AAR.

			MEMBER AGENTS Ellen Geiger, vice president/principal (nonfiction: history, biography, progressive politics, photography, science and medicine, women, religion and serious investigative journalism; fiction: literary thriller, and novels in general that provoke and challenge the status quo, as well as historical and multicultural works. Please no New Age, romance, how-to or right-wing politics); Matt McGowan, agent/rights director, mm@goldinlit.com, (literary fiction, essays, history, memoir, journalism, biography, music, popular culture & science, sports [particularly soccer], narrative nonfiction, cultural studies, as well as literary travel, crime, food, suspense and sci-fi); Sam Stoloff, vice president/principal, (literary fiction, memoir, history, accessible sociology and philosophy, cultural studies, serious journalism, narrative and topical nonfiction with a progressive orientation); Ria Julien, agent/counsel; Caroline Eisenmann, associate agent; Roz Foster; Jade Wong-Baxter; Sulamita Garbuz.

			REPRESENTS Nonfiction, novels. Considers these nonfiction areas: biography, creative nonfiction, cultural interests, foods, history, investigative, medicine, memoirs, music, philosophy, photography, popular culture, politics, science, sociology, sports, travel, women’s issues, crime. Considers these fiction areas: historical, literary, mainstream, multicultural, suspense, thriller.

			[image: tip] “We are hands on and we work intensively with clients on proposal and manuscript development. Please note that we do not handle screenplays, romances or most other genre fiction, and hardly any poetry. We do not handle work that is racist, sexist, ageist, homophobic, or pornographic.”

			HOW TO CONTACT There is an online submission process you can find online. Responds in 4-6 weeks to queries.

			IRENE GOODMAN LITERARY AGENCY

			27 W. 24th St., Suite 804, New York NY 10010. E-mail: miriam.queries@irenegoodman.com, barbara.queries@irenegoodman.com, kim.queries@irenegoodman.com, victoria.queries@irenegoodman.com, irene.queries@irenegoodman.com, whitney.queries@irenegoodman.com, pam.queries@irenegoodman.com, maggie.queries@irenegoodman.com, margaret.queries@irenegoodman.com, lee.queries@irenegoodman.com. E-mail: submissions@irenegoodman.com. Website: www.irenegoodman.com. Contact: Maggie Kane. Estab. 1978. Member of AAR. Represents 150 clients.

			MEMBER AGENTS Irene Goodman, Miriam Kriss, Barbara Poelle, Kim Perel, Victoria Marini, Whitney Ross, Pam Gruber, Maggie Kane, Margaret Danko, Lee O’Brien, Natalie Lakosil, Danny Baror, Heather Baror Shapiro.

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: animals, autobiography, cooking, creative nonfiction, cultural interests, current affairs, decorating, diet/nutrition, design, foods, health, history, how-to, humor, interior design, juvenile nonfiction, memoirs, parenting, politics, science, self-help, women’s issues, young adult, parenting, social issues, francophilia, anglophilia, Judaica, lifestyles, cooking, memoir. Considers these fiction areas: action, crime, detective, family saga, fantasy, feminist, historical, horror, middle grade, mystery, romance, science fiction, suspense, thriller, urban fantasy, women’s, young adult.

			[image: tip] Commercial and literary fiction and nonfiction. No screenplays, poetry, or inspirational fiction.

			HOW TO CONTACT Query. Submit synopsis, first 10 pages pasted into the body of the email. E-mail queries only! See the website submission page. No e-mail attachments. Query 1 agent only. Accepts simultaneous submissions. Responds in 2 months to queries. Consult website for each agent’s submission guidelines.

			TERMS 15% commission.

			TIPS “We are receiving an unprecedented amount of e-mail queries. If you find that the mailbox is full, please try again in two weeks. E-mail queries to our personal addresses will not be answered. E-mails to our personal inboxes will be deleted.”

			DOUG GRAD LITERARY AGENCY, INC.

			156 Prospect Park West, #3L, Brooklyn NY 11215. E-mail: query@dgliterary.com. Website: www.dgliterary.com. Contact: Doug Grad. Estab. 2008. Represents 50+ clients.

			MEMBER AGENTS Doug Grad (narrative nonfiction, military, sports, celebrity memoir, thrillers, mysteries, cozies, historical fiction, music, style, business, home improvement, food, science and theater).

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: Americana, autobiography, biography, business, cooking, creative nonfiction, current affairs, diet/nutrition, design, film, government, history, humor, investigative, language, military, music, popular culture, politics, science, sports, technology, theater, travel, true crime, war. Considers these fiction areas: action, adventure, commercial, crime, detective, historical, horror, literary, mainstream, military, mystery, police, romance, science fiction, suspense, thriller, war, young adult.

			[image: tip] Does not want fantasy, young adult, or children’s picture books.

			HOW TO CONTACT Query by e-mail first. No sample material unless requested; no printed submissions by mail. Accepts simultaneous submissions. Due to the volume of queries, it’s impossible to give a response time.

			SANFORD J. GREENBURGER ASSOCIATES, INC.

			55 Fifth Ave., New York NY 10003. (212)206-5600. Fax: (212)463-8718. Website: www.greenburger.com. Member of AAR. Represents 500 clients.

			MEMBER AGENTS Matt Bialer, querymb@sjga.com (fantasy, science fiction, thrillers, and mysteries as well as a select group of literary writers, and also loves smart narrative nonfiction including books about current events, popular culture, biography, history, music, race, and sports); Faith Hamlin, fhamlin@sjga.com (receives submissions by referral); Heide Lange, queryhl@sjga.com        (receives submissions by referral); Daniel Mandel, querydm@sjga.com (literary and commercial fiction, as well as memoirs and nonfiction about business, art, history, politics, sports, and popular culture); Rachael Dillon Fried, rfried@sjga.com (both fiction and nonfiction authors, with a keen interest in unique literary voices, women’s fiction, narrative nonfiction, memoir, and comedy); Stephanie Delman, sdelman@sjga.com (literary/upmarket contemporary fiction, psychological thrillers/suspense, and atmospheric, near-historical fiction); Ed Maxwell, emaxwell@sjga.com (expert and narrative nonfiction authors, novelists and graphic novelists, as well as children’s book authors and illustrators); Wendi Gu, wgu@sjga.com; Sarah Phair, sphair@sjga.com; Abigail Frank, afrank@sjga.com; Iwalani Kim, ikim@sjga.com; Bailey Tamayo, btamayo@sjga.com.

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: art, biography, business, creative nonfiction, current affairs, ethnic, history, humor, memoirs, music, popular culture, politics, sports. Considers these fiction areas: commercial, crime, family saga, fantasy, feminist, historical, literary, middle grade, multicultural, mystery, picture books, romance, science fiction, thriller, women’s, young adult.

			HOW TO CONTACT E-query. “Please look at each agent’s profile page for current information about what each agent is looking for and for the correct email address to use for queries to that agent. Please be sure to use the correct query e-mail address for each agent.” Agents may not respond to all queries; will respond within 6-8 weeks if interested. Obtains most new clients through recommendations from others.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. Charges for photocopying and books for foreign and subsidiary rights submissions.

			THE GREENHOUSE LITERARY AGENCY

			E-mail: submissions@greenhouseliterary.com. Website: www.greenhouseliterary.com. Contact: Sarah Davies. Estab. 2008. Member of AAR. Other memberships include SCBWI. Represents 70 clients.

			[image: comment from editor] Before launching Greenhouse, Sarah Davies had an editorial and management career in children’s publishing spanning 25 years; for 5 years prior to launching the Greenhouse she was Publishing Director of Macmillan Children’s Books in London, and published leading authors from both sides of the Atlantic.

			MEMBER AGENTS Sarah Davies, vice president (fiction and nonfiction by North American authors, chapter books through to middle grade and young adult); Chelsea Eberly; Kristin Ostby.

			REPRESENTS juvenile books. Considers these nonfiction areas: juvenile nonfiction, young adult. Considers these fiction areas: juvenile, young adult.

			[image: tip] “We represent authors writing fiction and nonfiction for children and teens. The agency has offices in both the US and UK, and the agency’s commission structure reflects this—taking 15% for sales to both US and UK, thus treating both as ‘domestic’ market.” All genres of children’s and YA fiction. Occasionally, a nonfiction proposal will be considered. Does not want to receive picture books texts (ie, written by writers who aren’t also illustrators) or short stories, educational or religious/inspirational work, pre-school/novelty material, screenplays. Represents novels and some nonfiction.Considers these fiction areas: juvenile, chapter book series, middle grade, young adult. Does not want to receive poetry, picture book texts (unless by author/illustrators) or work aimed at adults; short stories, educational or religious/inspirational work, pre-school/novelty material, or screenplays.

			HOW TO CONTACT Query 1 agent only. Put the target agent’s name in the subject line. Paste the first 5 pages of your story after the query. Please see our website for up-to-date information as occasionally we close to queries for short periods of time. Accepts simultaneous submissions.

			TERMS Agent receives 15% commission on domestic sales; 25% commission on foreign sales. Offers written contract. This agency occasionally charges for submission copies to film agents or foreign publishers.

			WRITERS CONFERENCES Bologna Children’s Book Fair, ALA and SCBWI conferences, BookExpo America.

			TIPS “Before submitting material, authors should visit the Greenhouse Literary Agency website and carefully read all submission guidelines.”

			GREYHAUS LITERARY

			3021 20th St., Pl. SW, Puyallup WA 98373. E-mail: scott@greyhausagency.com. E-mail: submissions@greyhausagency.com. Website:  www.greyhausagency.com. Contact: Scott Eagan, member RWA. Estab. 2003. Member of AAR. Signatory of WGA.

			REPRESENTS novels. Considers these fiction areas: new adult, romance, women’s.

			[image: tip] Greyhaus only focuses on romance and women’s fiction. Please review submission information found on the website to know exactly what Greyhaus is looking for. Stories should be 75,000-120,000 words in length or meet the word count requirements for Harlequin found on its website. Greyhaus does not deviate from these genres. Does not want fantasy, single title inspirational, young adult or middle grade, picture books, memoirs, biographies, erotica, urban fantasy, science fiction, screenplays, poetry, authors interested in only e-publishing or self-publishing.

			HOW TO CONTACT Submissions to Greyhaus can be done in one of three ways: 1) A standard query letter via e-mail. If using this method, do not attach documents or send anything else other than a query letter. 2) Use the Submission Form found on the website on the Contact page. Or 3) send a query, the first 3 pages and a synopsis of no more than 3-5 pages (and a SASE), using a snail mail submission. Do not submit anything more than asked. Please also understand Greyhaus does not consider queries through social media sites. Accepts simultaneous submissions. Responds in up to 3 months.

			TERMS 15% commission.

			WRITERS CONFERENCES Scott Eagan is available to assist writing chapters and organizations through conference attendance, teaching workshops, guest blogging, judging contest final rounds, online workshops and certainly listening to pitches. The agency does not make it a practice of just showing up. If you want the Scott to help out, please reach out to the agency.

			JILL GRINBERG LITERARY MANAGEMENT, LLC

			392 Vanderbilt Ave., Brooklyn NY 11238. (212)620-5883. E-mail: info@jillgrinbergliterary.com. Website: www.jillgrinbergliterary.com. Estab. 2007. Member of AAR.

			[image: comment from editor] Prior to her current position, Ms. Grinberg was a partner at Anderson Grinberg Literary Management.

			MEMBER AGENTS Jill Grinberg; Katelyn Detweiler; Sophia Seidner; Sam Farkas; Larissa Melo Pienkowski; Jessica Saint Jean.

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: biography, creative nonfiction, current affairs, history, language, literature, memoirs, parenting, popular culture, politics, science, sociology, spirituality, travel, women’s issues, young adult. Considers these fiction areas: fantasy, feminist, historical, juvenile, literary, mainstream, middle grade, multicultural, picture books, romance, science fiction, women’s, young adult.

			[image: tip] “We do not accept unsolicited queries for screenplays.”

			HOW TO CONTACT Please send your query to info@jillgrinbergliterary.com. Your email subject line should follow this general format: QUERY: Title of Project by Your Name / Your Book’s Age Category and Genre / ATTN: Name of Agent. Paste your query letter in the body of the e-mail, addressed to the agent of your choice, and attach your materials as a docx file. Do not attach zip folders, Pages files, links to Google Docs, or links to download materials from file sharing sites. You will receive an auto-response confirming your submission was received. For fiction submissions, please send a query letter and the first 50 pages of your ms. If we are interested in reading more, we will reach out to request the full manuscript. For nonfiction submissions, please send a query letter and proposal. Your nonfiction proposal should include a project overview or outline, proposed chapter summaries, comparable titles, a sample chapter, your biography, and a bibliography of any additional works. Picture book submissions should include the full text, which can either be attached as a docx. file or pasted in the body of the email below your query. If you are an author-illustrator, please provide a sketch dummy (as a lo-res PDF). We no longer accept or consider mailed hard copy submissions, and any materials received will be discarded unread. Accepts simultaneous submissions.

			TIPS Please refer to our website, www.jillgrinbergliterary.com, for the most up-to-date agency information and submission guidelines.

			THE JOY HARRIS LITERARY AGENCY, INC.

			1501 Broadway, Suite 2605, New York NY 10036. (212)924-6269. Fax: (212)540-5776. E-mail: contact@joyharrisliterary.com. Website: joyharrisliterary.com. Contact: Joy Harris. Estab. 1990. Member of AAR. Represents 100+ clients.

			MEMBER AGENTS Joy Harris (literary fiction, strongly-written commercial fiction, narrative nonfiction across a broad range of topics, memoir and biography); Adam Reed (literary fiction, science and technology, and pop culture); Alice Fugate.

			REPRESENTS Nonfiction, fiction. Considers these nonfiction areas: art, biography, creative nonfiction, memoirs, popular culture, science, technology. Considers these fiction areas: commercial, literary.

			[image: tip] “We are not accepting poetry, screenplays, genre fiction, or self-help submissions at this time.”

			HOW TO CONTACT Please e-mail all submissions, comprised of a query letter, outline or sample chapter, to submissions@joyharrisliterary.com. Accepts simultaneous submissions. Obtains most new clients through recommendations from clients and editors.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. Charges clients for some office expenses.

			JOHN HAWKINS & ASSOCIATES, INC.

			80 Maiden Ln., Suite 1503, New York NY 10038. (212)807-7040. E-mail: jha@jhalit.com. Website: www.jhalit.com. Contact: Moses Cardona (rights and translations); Anne Hawkins (permissions); Warren Frazier, literary agent; Anne Hawkins, literary agent; William Reiss, literary agent. Estab. 1893. Member of AAR. The Author Guild Represents 100+ clients.

			MEMBER AGENTS Moses Cardona, moses@jhalit.com (commercial fiction, suspense, business, science, and multicultural fiction); Warren Frazier, frazier@jhalit.com        (fiction; nonfiction, specifically technology, history, world affairs and foreign policy); Anne Hawkins, ahawkins@jhalit.com (thrillers to literary fiction to serious nonfiction; interested in science, history, public policy, medicine and women’s issues).

			REPRESENTS Nonfiction, fiction, novels, short story collections, novellas, juvenile books. Considers these nonfiction areas: biography, business, history, medicine, politics, science, technology, women’s issues. Considers these fiction areas: commercial, historical, literary, multicultural, mystery, suspense, thriller, women’s, young adult.

			HOW TO CONTACT Query. Include the word “Query” in the subject line. For fiction, include 1-3 chapters of your book as a single Word attachment. For nonfiction, include your proposal as a single attachment. E-mail a particular agent directly if you are targeting one. Accepts simultaneous submissions. Responds in 1 month to queries. Obtains most new clients through recommendations from others.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. Charges clients for photocopying.

			HOLLOWAY LITERARY

			P.O. Box 771, Cary NC 27512. E-mail: submissions@hollowayliteraryagency.com. Website: hollowayliteraryagency.com. Contact: Nikki Terpilowski. Estab. 2011. Member of AAR. Signatory of WGA. International Thriller Writers and Romance Writers of America Represents 26 clients.

			MEMBER AGENTS Nikki Terpilowski (romance, women’s fiction, Southern fiction, historical fiction, cozy mysteries, lifestyle nonfiction (minimalism, homesteading, southern, etc.) commercial, upmarket/book club fiction, African-American fiction of all types, literary).

			REPRESENTS Nonfiction, fiction, movie scripts, feature film. Considers these nonfiction areas: Americana, environment, humor, narrative nonfiction, New Journalism, essays. Considers these fiction areas: action, adventure, commercial, contemporary issues, crime, detective, ethnic, family saga, fantasy, glitz, historical, inspirational, literary, mainstream, metaphysical, middle grade, military, multicultural, mystery, new adult, New Age, regional, romance, short story collections, spiritual, suspense, thriller, urban fantasy, war, women’s, young adult. Considers these script areas: action, adventure, biography, contemporary issues, ethnic, romantic comedy, romantic drama, teen, thriller, TV movie of the week.

			[image: tip] “Note to self-published authors: While we are happy to receive submissions from authors who have previously self-published novels, we do not represent self-published works. Send us your unpublished manuscripts only.” Nikki is open to submissions and is selectively reviewing queries for cozy mysteries with culinary, historical or book/publishing industry themes written in the vein of Jaclyn Brady, Laura Childs, Julie Hyzy and Lucy Arlington; women’s fiction with strong magical realism similar to Meena van Praag’s The Dress Shop of Dreams, Sarah Addison Allen’s Garden Spells, Season of the Dragonflies by Sarah Creech and Mary Robinette Kowal’s Glamourist Series. She would love to find a wine-themed mystery series similar to Nadia Gordon’s Sunny McCoskey series or Ellen Crosby’s Wine County Mysteries that combine culinary themes with lots of great Southern history. Nikki is also interested in seeing contemporary romance set in the southern US or any wine county or featuring a culinary theme, dark, edgy historical romance, gritty military romance or romantic suspense with sexy Alpha heroes and lots of technical detail. She is also interested in acquiring historical fiction written in the vein of Alice Hoffman, Lalita Tademy and Isabel Allende. Nikki is also interested in espionage, military, political and AI thrillers similar to Tom Clancy, Robert Ludlum, Steve Berry, Vince Flynn, Brad Thor and Daniel Silva. Nikki has a special interest in nonfiction subjects related to governance, politics, military strategy and foreign relations; food and beverage, mindfulness, southern living and lifestyle. Does not want horror, true crime or novellas.

			HOW TO CONTACT Send query and first 15 pages of ms pasted into the body of e-mail to submissions@hollowayliteraryagency.com. In the subject header write: (Insert Agent’s Name)/Title/Genre. Holloway Literary does accept submissions via mail (query letter and first 50 pages). Expect a response time of at least 3 months. Include e-mail address, phone number, social media accounts, and mailing address on your query letter. Accepts simultaneous submissions. Responds in 6-8 weeks. If the agent is interested, he/she’ll respond with a request for more material.

			RECENT SALES A list of recent sales are listed on the agency website’s “news” page.

			HARVEY KLINGER, INC.

			300 W. 55th St., Suite 11V, New York NY 10019. (212)581-7068. E-mail: queries@harveyklinger.com. Website: www.harveyklinger.com. Contact: Harvey Klinger. Estab. 1977. Member of AAR. PEN Represents 100 clients.

			MEMBER AGENTS Harvey Klinger, harvey@harveyklinger.com; David Dunton, david@harveyklinger.com (popular culture, music-related books, literary fiction, young adult, fiction, and memoirs); Andrea Somberg, andrea@harveyklinger.com (literary fiction, commercial fiction, romance, sci-fi/fantasy, mysteries/thrillers, young adult, middle grade, quality narrative nonfiction, popular culture, how-to, self-help, humor, interior design, cookbooks, health/fitness); Wendy Silbert Levinson, wendy@harveyklinger.com (literary and commercial fiction, occasional children’s YA or MG, wide variety of nonfiction); Rachel Ridout, rachel@harveyklinger.com (children’s MG and YA), Cate Hart, cate@harveyklinger.com        (women’s fiction, historicals, MG and YA), Analieze Cervantes, analieze@harveyklinger.com (primarily MG and YA in all categories), Jennifer Herrington, jennifer@harveyklinger.com        (MG and YA in all categories, adult women’s fiction).

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: anthropology, autobiography, biography, business, child guidance, cooking, crafts, creative nonfiction, cultural interests, current affairs, diet/nutrition, foods, gay/lesbian, health, history, how-to, investigative, juvenile nonfiction, literature, medicine, memoirs, money, music, popular culture, psychology, science, self-help, sociology, spirituality, sports, technology, true crime, women’s issues, women’s studies, young adult. Considers these fiction areas: action, adventure, commercial, contemporary issues, crime, detective, erotica, family saga, fantasy, gay, glitz, historical, horror, juvenile, lesbian, literary, mainstream, middle grade, mystery, new adult, police, romance, suspense, thriller, women’s, young adult.

			[image: tip] This agency specializes in big, mainstream, contemporary fiction and nonfiction. Great debut or established novelists and in nonfiction, authors with great ideas and a national platform already in place to help promote one’s book. No screenplays, poetry, textbooks or anything too technical.

			HOW TO CONTACT Use online e-mail submission form on the website, or query with SASE via snail mail. No phone or fax queries. Don’t send unsolicited mss or e-mail attachments. Make submission letter to the point and as brief as possible. A bit of biographical information is always welcome, particularly with nonfiction submissions where one’s national platform is vitally important. Accepts simultaneous submissions. Responds in 2-4 weeks to queries, if interested. Obtains most new clients through recommendations from others.

			TERMS Agent receives 15% commission on domestic sales; 25% commission on foreign sales. Offers written contract. Charges for photocopying mss and overseas postage for mss.

			THE KNIGHT AGENCY

			232 W. Washington St., Madison GA 30650. E-mail: deidre.knight@knightagency.net. E-mail: submissions@knightagency.net. Website:  http://knightagency.net/. Contact: Deidre Knight. Estab. 1996. Member of AAR. SCWBI, WFA, SFWA, RWA Represents 200+ clients.

			MEMBER AGENTS Deidre Knight (romance, women’s fiction, erotica, commercial fiction, inspirational, m/m fiction, memoir and nonfiction narrative, personal finance, true crime, business, popular culture, self-help, religion, and health); Pamela Harty (romance, women’s fiction, young adult, business, motivational, diet and health, memoir, parenting, pop culture, and true crime); Elaine Spencer (romance (single title and category), women’s fiction, commercial “book-club” fiction, cozy mysteries, young adult and middle grade material); Lucienne Diver (fantasy, science fiction, romance, suspense and young adult); Nephele Tempest (literary/commercial fiction, women’s fiction, fantasy, science fiction, romantic suspense, paranormal romance, contemporary romance, historical fiction, young adult and middle grade fiction); Melissa Jeglinski (romance [contemporary, category, historical, inspirational], young adult, middle grade, women’s fiction and mystery); Kristy Hunter (romance, women’s fiction, commercial fiction, young adult and middle grade material), Travis Pennington (young adult, middle grade, mysteries, thrillers, commercial fiction, and romance [nothing paranormal/fantasy in any genre for now]); Janna Bonikowski (romance, women’s fiction, young adult, cozy mystery, upmarket fiction); Jackie Williams.

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: autobiography, business, creative nonfiction, cultural interests, current affairs, diet/nutrition, design, economics, ethnic, film, foods, gay/lesbian, health, history, how-to, inspirational, interior design, investigative, juvenile nonfiction, literature, memoirs, military, money, multicultural, parenting, popular culture, politics, psychology, self-help, sociology, technology, travel, true crime, women’s issues, young adult. Considers these fiction areas: commercial, crime, erotica, fantasy, gay, historical, juvenile, lesbian, literary, mainstream, middle grade, multicultural, mystery, new adult, paranormal, psychic, romance, science fiction, thriller, urban fantasy, women’s, young adult.

			[image: tip] Actively seeking Romance in all subgenres, including romantic suspense, paranormal romance, historical romance (a particular love of mine), LGBT, contemporary, and also category romance. Occasionally I represent new adult. I’m also seeking women’s fiction with vivid voices, and strong concepts (think me before you). Further seeking YA and MG, and select nonfiction in the categories of personal development, self-help, finance/business, memoir, parenting and health. Does not want to receive screenplays, short stories, poetry, essays, or children’s picture books.

			HOW TO CONTACT E-queries only. “Your submission should include a one page query letter and the first five pages of your manuscript. All text must be contained in the body of your e-mail. Attachments will not be opened nor included in the consideration of your work. Queries must be addressed to a specific agent. Please do not query multiple agents.” Accepts simultaneous submissions. Responds in 1-2 weeks on queries, 6-8 weeks on submissions.

			TERMS 15% Simple agency agreement with open-ended commitment. 15% commission on all domestic sales, 20% on foreign and film.

			LINDA KONNER LITERARY AGENCY

			10 W. 15th St., Suite 1918, New York NY 10011. E-mail: ldkonner@cs.com. Website: www.lindakonnerliteraryagency.com. Contact: Linda Konner. Estab. 1996. Member of AAR. Other memberships include ASJA and Authors Guild. Represents 50 clients.

			REPRESENTS Nonfiction. Considers these nonfiction areas: business, child guidance, cooking, diet/nutrition, foods, health, how-to, inspirational, investigative, medicine, money, parenting, popular culture, psychology, science, self-help, true crime, women’s issues, celebrity memoir, African American and Latino issues, relationships, popular science.

			[image: tip] This agency specializes in health, self-help, and how-to books. Authors/co-authors must be top experts in their field with a substantial media and/ or social media platform. Prescriptive (self-help) books written by recognized experts in their field with a large social media following and/or national profile via traditional media and large/frequent speaking engagements. Does not want fiction, children’s, YA, religious.

			HOW TO CONTACT Query by e-mail with synopsis and author bio, including size of social media following, size of website following (your own and bigger ones you blog for regularly), appearances in traditional media (print/TV/radio), podcasts and frequency/size of speaking engagements. Prefers to read materials exclusively for 2 weeks. Accepts simultaneous submissions. Responds within 2 weeks. Obtains most new clients through recommendations from others, occasional solicitation among established authors/journalists.

			TERMS Agent receives 15% commission on domestic sales; 25% commission on foreign sales. Offers written contract. Charges one-time fee for domestic expenses; additional expenses may be incurred for foreign sales.

			WRITERS CONFERENCES ASJA Writers Conference, Harvard Medical School’s “Publishing Books, Memoirs, and Other Creative Nonfiction” Annual Conference.

			STUART KRICHEVSKY LITERARY AGENCY, INC.

			6 E. 39th St., Suite 500, New York NY 10016. (212)725-5288. Fax: (212)725-5275. Website: www.skagency.com. Member of AAR.

			MEMBER AGENTS Stuart Krichevsky, query@skagency.com (emphasis on narrative nonfiction, literary journalism and literary and commercial fiction); Ross Harris, rhquery@skagency.com        (voice-driven humor and memoir, books on popular culture and our society, narrative nonfiction and literary fiction); David Patterson, dpquery@skagency.com (writers of upmarket narrative nonfiction and literary fiction, historians, journalists and thought leaders); Mackenzie Brady Watson, mbwquery@skagency.com (narrative nonfiction, science, history, sociology, investigative journalism, food, business, memoir, and select up-market and literary YA fiction); Hannah Schwartz, hsquery@skagency; Laura Usselman, luquery@skagency.com; Melissa Danaczko; Laura Usselman; Aemilia Phillips.

			REPRESENTS Nonfiction, novels. Considers these nonfiction areas: business, creative nonfiction, foods, history, humor, investigative, memoirs, popular culture, science, sociology, memoir. Considers these fiction areas: commercial, contemporary issues, literary, young adult.

			HOW TO CONTACT Please send a query letter and the first few (up to 10) pages of your ms or proposal in the body of an e-mail (not an attachment) to one of the e-mail addresses. No attachments. Responds if interested. Accepts simultaneous submissions. Obtains most new clients through recommendations from others, solicitations.

			KT LITERARY, LLC

			9249 S. Broadway, #200-543, Highlands Ranch CO 80129. E-mail: contact@ktliterary.com. Website: www.ktliterary.com. Contact: Kate Schafer Testerman, Sara Megibow, Renee Nyen, Hannah Fergesen, Hilary Harwell. Estab. 2008. Member of AAR. Other agency memberships include SCBWI, YALSA, ALA, SFWA and RWA. Represents 75 clients.

			MEMBER AGENTS Kate Testerman (middle grade and young adult); Renee Nyen (middle grade and young adult); Sara Megibow (middle grade, young adult, romance, science fiction and fantasy); Hannah Fergesen (middle grade, young adult and speculative fiction); and Hilary Harwell (middle grade and young adult); Kelly Van Sant; Jas Perry; Chelsea Hensley; Aida Z. Lilly; Kate Linnea Walsh. Always LGBTQ and diversity friendly!

			REPRESENTS Fiction. Considers these fiction areas: fantasy, middle grade, romance, science fiction, young adult.

			[image: tip] Kate is looking only at young adult and middle grade fiction, especially #OwnVoices, and selective nonfiction for teens and tweens. Sara seeks authors in middle grade, young adult, romance, science fiction, and fantasy. Renee is looking for young adult and middle grade fiction only. Hannah is interested in speculative fiction in young adult, middle grade, and adult. Hilary is looking for young adult and middle grade fiction only. “We’re thrilled to be actively seeking new clients with great writing, unique stories, and complex characters, for middle grade, young adult, and adult fiction. We are especially interested in diverse voices.” Does not want adult mystery, thrillers, or adult literary fiction.

			HOW TO CONTACT Check online for which agents are open to submissions. Accepts simultaneous submissions. Responds in 2-4 weeks to queries; 2 months to mss. Obtains most new clients through query slush pile.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. Offers written contract; 30-day notice must be given to terminate contract.

			WRITERS CONFERENCES Various SCBWI conferences, ALA, BookExpo, Bologna, RWA, WonderCon, ComicCon.

			THE LESHNE AGENCY

			New York NY. E-mail: submissions@leshneagency.com. Website: www.leshneagency.com. Contact: Lisa Leshne, agent and owner. Estab. 2011. Member of AAR. Women’s Media Group

			MEMBER AGENTS Lisa Leshne, agent and owner; Sandy Hodgman, director of foreign rights; Samantha Morrice; Yvette Greenwald; Christine J. Lee.

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: business, creative nonfiction, cultural interests, health, how-to, humor, inspirational, memoirs, parenting, politics, science, self-help, sports, women’s issues. Considers these fiction areas: commercial, middle grade, young adult.

			[image: tip] An avid reader of blogs, newspapers and magazines in addition to books, Lisa is most interested in narrative and prescriptive nonfiction, especially on social justice, sports, health, wellness, business, political and parenting topics. She loves memoirs that transport the reader into another person’s head and give a voyeuristic view of someone else’s extraordinary experiences. Lisa also enjoys literary and commercial fiction and some young adult and middle-grade books that take the reader on a journey and are just plain fun to read. Wants “authors across all genres. We are interested in narrative, memoir, and prescriptive nonfiction, with a particular interest in sports, wellness, business, political and parenting topics. We will also look at truly terrific commercial fiction and young adult and middle grade books.”

			HOW TO CONTACT The Leshne Agency is seeking new and existing authors across all genres. “We are especially interested in narrative; memoir; prescriptive nonfiction, with a particular interest in sports, health, wellness, business, political and parenting topics; and truly terrific commercial fiction, young adult and middle-grade books. We are not interested in screenplays, scripts, poetry, and picture books. If your submission is in a genre not specifically listed here, we are still open to considering it, but if your submission is for a genre we’ve mentioned as not being interested in, please don’t bother sending it to us. All submissions should be made through the Authors.me portal by clicking on this link: https://leshneagency.com/submissions/.” Accepts simultaneous submissions.

			LEVINE GREENBERG ROSTAN LITERARY AGENCY, INC.

			307 Seventh Ave., Suite 2407, New York NY 10001. (212)337-0934. E-mail: submit@lgrliterary.com. Website: www.lgrliterary.com. Member of AAR. Represents 250 clients.

			MEMBER AGENTS Jim Levine (nonfiction, including business, science, narrative nonfiction, social and political issues, psychology, health, spirituality, parenting); Stephanie Rostan (adult and YA fiction; nonfiction, including parenting, health & wellness, sports, memoir); Daniel Greenberg (nonfiction: popular culture, narrative nonfiction, memoir, and humor; literary fiction); Victoria Skurnick; Danielle Svetcov (nonfiction); Lindsay Edgecombe (narrative nonfiction, memoir, lifestyle and health, illustrated books, as well as literary fiction); Monika Verma (nonfiction: humor, pop culture, memoir, narrative nonfiction and style and fashion titles; some young adult fiction [paranormal, historical, contemporary]); Kerry Sparks (young adult and middle grade; select adult fiction and occasional nonfiction); Tim Wojcik (nonfiction, including food narratives, humor, pop culture, popular history and science; literary fiction); Arielle Eckstut (no queries); Sarah Bedingfield (literary and upmarket commercial fiction, Epic family dramas, literary novels with notes of magical realism, darkly gothic stories, psychological suspense); Courtney Pagenelli; Rebecca Rodd.

			REPRESENTS Nonfiction, novels. Considers these nonfiction areas: business, creative nonfiction, health, history, humor, memoirs, parenting, popular culture, science, spirituality, sports. Considers these fiction areas: commercial, literary, mainstream, middle grade, suspense, young adult.

			HOW TO CONTACT E-query to submit@lgrliterary.com, or online submission form. “If you would like to direct your query to one of our agents specifically, please feel free to name them in the online form or in the email you send.” Cannot respond to submissions by mail. Do not attach more than 50 pages. “Due to the volume of submissions we receive, we are unable to respond to each individually. If we would like more information about your project, we’ll contact you within 3 weeks (though we do get backed up on occasion!).” Accepts simultaneous submissions. Obtains most new clients through recommendations from others.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. Offers written contract. Charges clients for out-of-pocket expenses—telephone, fax, postage, photocopying—directly connected to the project.

			WRITERS CONFERENCES ASJA Writers’ Conference.

			TIPS “We focus on editorial development, business representation, and publicity and marketing strategy.”

			STERLING LORD LITERISTIC, INC.

			115 Broadway, New York NY 10006. (212)780-6050. Fax: (212)780-6095. E-mail: info@sll.com. Website: www.sll.com. Estab. 1987. Member of AAR. Signatory of WGA.

			MEMBER AGENTS Philippa Brophy (represents journalists, nonfiction writers and novelists, and is most interested in current events, memoir, science, politics, biography, and women’s issues); Laurie Liss (represents authors of commercial and literary fiction and nonfiction whose perspectives are well developed and unique); Peter Matson (abiding interest in storytelling, whether in the service of history, fiction, the sciences); Douglas Stewart (primarily fiction for all ages, from the innovatively literary to the unabashedly commercial); Neeti Madan (memoir, journalism, popular culture, lifestyle, women’s issues, multicultural books and virtually any intelligent writing on intriguing topics); Robert Guinsler (literary and commercial fiction (including YA), journalism, narrative nonfiction with an emphasis on pop culture, science and current events, memoirs and biographies); Jim Rutman; Mary Krienke (literary fiction, memoir, and narrative nonfiction, including psychology, popular science, and cultural commentary); Jenny Stephens (nonfiction: cookbooks, practical lifestyle projects, transportive travel and nature writing, and creative nonfiction; fiction: contemporary literary narratives strongly rooted in place); Elizabeth Bewley; Jessica Friedman; Sarah Landis; Danielle Bukowski; Chris Combemale; Nell Pierce.

			REPRESENTS Nonfiction, fiction. Considers these nonfiction areas: biography, business, cooking, creative nonfiction, current affairs, economics, education, foods, gay/lesbian, history, humor, memoirs, multicultural, parenting, popular culture, politics, psychology, science, technology, travel, women’s issues, fitness. Considers these fiction areas: commercial, juvenile, literary, middle grade, picture books, science fiction, young adult.

			HOW TO CONTACTSubmit via online submission form. Accepts simultaneous submissions.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. Offers written contract.

			DONALD MAASS LITERARY AGENCY

			1000 Dean St., Suite 252, Brooklyn NY 11238. (212)727-8383. E-mail: query.dmaass@maassagency.com. Website: www.maassagency.com. Estab. 1980. Member of AAR. Other memberships include SFWA, MWA, RWA. Represents more than 200 clients.

			[image: comment from editor] Prior to opening his agency, Mr. Maass worked as an editor at Dell Publishing (New York) and as a reader at Gollancz (London). He is a past president of the Association of Authors’ Representatives, Inc. (AAR).

			MEMBER AGENTS Donald Maass (mainstream, literary, mystery/suspense, science fiction, romance, women’s fiction); Jennifer Jackson (science fiction, fantasy, and horror for both adult and YA markets, thrillers that mine popular and controversial issues, YA that challenges traditional thinking); Cameron McClure (fantasy and science-fiction, literary, mystery/suspense, projects with multicultural, international, and environmental themes, gay/lesbian); Michael Curry (literary science fiction, fantasy, near future thrillers). Paul Stevens (science fiction, fantasy, horror, mystery, suspense, and humorous fiction, LBGT a plus); Jennie Goloboy (fun, innovative, diverse, and progressive science fiction and fantasy for adults; history for a popular, adult audience [no memoir]); Caitlin McDonald (fantasy, science fiction, and horror for Adult/YA/MG/GN, genre-bending/cross-genre fiction, diversity); Kiana Nguyen (women’s fiction/book club, edgy/dark, realistic/contemporary YA, SF/F—Adult/YA, horror—Adult/YA, domestic suspense, thrillers Adult/YA, contemporary romance—Adult/YA); Kat Kerr; Anne Tibbets.

			REPRESENTS Nonfiction, fiction, novels, short story collections, novellas, juvenile books. Considers these nonfiction areas: autobiography, biography, creative nonfiction, memoirs, popular culture, science. Considers these fiction areas: commercial, contemporary issues, crime, detective, ethnic, family saga, fantasy, feminist, frontier, gay, historical, horror, humor, inspirational, juvenile, lesbian, literary, mainstream, middle grade, military, multicultural, mystery, new adult, occult, paranormal, police, psychic, regional, religious, romance, satire, science fiction, short story collections, spiritual, supernatural, suspense, thriller, urban fantasy, war, westerns, women’s, young adult.

			[image: tip] This agency specializes in commercial fiction, especially science fiction, fantasy, thrillers, suspense, women’s fiction—for both the adult and YA markets. All types of fiction, including YA and MG. Does not want poetry, screenplays, picture books.

			HOW TO CONTACT Query via e-mail only. All the agents have different submission addresses and instructions. See the website and each agent’s online profile for exact submission instructions. Accepts simultaneous submissions.

			TERMS Agency receives 15% commission on domestic sales; 20% commission on foreign sales.

			WRITERS CONFERENCES See each agent’s profile page at the agency website for conference schedules.

			TIPS “We are fiction specialists, also noted for our innovative approach to career planning. We are always open to submissions from new writers.” Works with subagents in all principle foreign countries and for film and television.

			GINA MACCOBY LITERARY AGENCY

			P.O. Box 60, Chappaqua NY 10514. (914)238-5630. E-mail: query@maccobylit.com. Website: www.publishersmarketplace.com/members/GinaMaccoby/. Contact: Gina Maccoby. Estab. 1986. Member of AAR. AAR Board of Directors; Royalties and Ethics and Contracts subcommittees; Authors Guild, SCBWI.

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: autobiography, biography, cultural interests, current affairs, ethnic, history, juvenile nonfiction, literature, popular culture, women’s issues, women’s studies, young adult. Considers these fiction areas: crime, detective, family saga, historical, juvenile, literary, mainstream, middle grade, multicultural, mystery, new adult, suspense, thriller, women’s, young adult.

			HOW TO CONTACT Query by e-mail only. Accepts simultaneous submissions. Owing to volume of submissions, may not respond to queries unless interested. Obtains most new clients through recommendations.

			TERMS Agent receives 15% commission on domestic sales; 20-25% commission on foreign sales, which includes subagents commissions. May recover certain costs, such as purchasing books, shipping books overseas by airmail, legal fees for vetting motion picture contracts, bank fees for electronic funds transfers, overnight delivery services.

			WRITERS CONFERENCES ThrillerFest PitchFest, Washington Independent Writers Conference, New England Crime Bake, Ridgefield Writers Conference, CLMP Literary Writers Conference.

			CAROL MANN AGENCY

			55 Fifth Ave., 18th Floor, New York NY 10003. (212)206-5635. Fax: (212)675-4809. E-mail: submissions@carolmannagency.com. Website: www.carolmannagency.com. Contact: Agnes Carlowicz. Member of AAR. Represents Roughly 200 clients.

			MEMBER AGENTS Carol Mann (health/medical, religion, spirituality, self-help, parenting, narrative nonfiction, current affairs); Laura Yorke; Gareth Esersky; Myrsini Stephanides (nonfiction areas of interest: pop culture and music, humor, narrative nonfiction and memoir, cookbooks; fiction areas of interest: offbeat literary fiction, graphic works, and edgy YA fiction); Joanne Wyckoff (nonfiction areas of interest: memoir, narrative nonfiction,personal narrative, psychology, women’s issues, education, health and wellness, parenting, serious self-help, natural history; also accepts fiction); Iris Blasi; Maile Beal; Agnes Carlowicz.

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: anthropology, archeology, architecture, art, autobiography, biography, business, child guidance, cultural interests, current affairs, design, ethnic, government, health, history, humor, law, medicine, memoirs, money, music, parenting, popular culture, politics, psychology, self-help, sociology, sports, women’s issues, women’s studies. Considers these fiction areas: commercial, literary, young adult, graphic works. Considers these script areas: romantic drama.

			[image: tip] Does not want to receive genre fiction (romance, mystery, etc.).

			HOW TO CONTACT Please see website for submission guidelines. Accepts simultaneous submissions. Responds in 4 weeks to queries.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. Offers written contract.

			THE EVAN MARSHALL AGENCY

			1 Pacio Ct., Roseland NJ 07068-1121. (973) 287-6216. E-mail: evan@evanmarshallagency.com. Website: www.evanmarshallagency.com. Contact: Evan Marshall. Estab. 1987. Represents 50+ clients.

			[image: comment from editor] Prior to becoming an agent, Evan Marshall held senior editorial positions at Houghton Mifflin, Ariel Books, New American Library, Everest House and Dodd, Mead, where he acquired national and international bestsellers.

			REPRESENTS Fiction, novels. Considers these fiction areas: action, adventure, crime, detective, erotica, ethnic, family saga, fantasy, feminist, frontier, gay, glitz, historical, horror, humor, inspirational, lesbian, literary, mainstream, military, multicultural, multimedia, mystery, new adult, New Age, occult, paranormal, police, psychic, regional, religious, romance, satire, science fiction, spiritual, sports, supernatural, suspense, thriller, translation, urban fantasy, war, westerns, women’s, young adult, romance (contemporary, gothic, historical, regency).

			[image: tip] “We represent all genres of adult and young-adult full-length fiction.” Represent all genres of adult and young-adult full-length fiction. Does not want articles, children’s books, essays, memoirs, nonfiction, novellas, poetry, screenplays, short stories, stage plays.

			HOW TO CONTACT “We consider new clients by referral only.” Accepts simultaneous submissions. Responds in 1 week to queries if interested; 1 month to mss. Considers new clients by referral only.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign and film/TV sales. Offers written contract.

			MARGRET MCBRIDE LITERARY AGENCY

			P.O. Box 9128, La Jolla CA 92038. (858)454-1550. E-mail: mmla@mcbridelit.com. Website: www.mcbrideliterary.com. Estab. 1981. Member of AAR. Other memberships include Authors Guild.

			MEMBER AGENTS Margret McBride; Faye Atchison.

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: autobiography, biography, business, cooking, creative nonfiction, cultural interests, current affairs, diet/nutrition, ethnic, foods, gay/lesbian, health, history, hobbies, how-to, inspirational, investigative, juvenile nonfiction, medicine, memoirs, money, multicultural, music, popular culture, psychology, science, self-help, sex, sociology, theater, travel, true crime, women’s issues, young adult. Considers these fiction areas: action, adventure, comic books, commercial, confession, contemporary issues, crime, detective, family saga, feminist, historical, horror, juvenile, mainstream, multicultural, multimedia, mystery, new adult, paranormal, police, psychic, regional, supernatural, suspense, thriller, young adult.

			[image: tip] This agency specializes in mainstream nonfiction and some commercial fiction. Actively seeking commercial nonfiction, business, health, self-help. Does not want screenplays, romance, poetry, or children’s.

			HOW TO CONTACT Please check our website, as instructions are subject to change. Use Query Manager. Accepts simultaneous submissions. Responds within 8 weeks to queries; 6-8 weeks to requested mss. “You are welcome to follow up by phone or e-mail after 6 weeks if you have not yet received a response.”

			TERMS Agent receives 15% commission on domestic sales; 25% commission on translation rights sales (15% to agency, 10% to sub-agent). Charges for overnight delivery and photocopying.

			MCCORMICK LITERARY

			150 28th St., Suite 903, New York NY 10001. (212)691-9726. E-mail: queries@mccormicklit.com. Website: mccormicklit.com. Member of AAR. Signatory of WGA.

			MEMBER AGENTS David McCormick; Bridget McCarthy (literary and commercial fiction, narrative nonfiction, memoir, and cookbooks); Edward Orloff (literary fiction and narrative nonfiction, especially cultural history, politics, biography, and the arts); Leslie Falk.

			REPRESENTS Nonfiction, novels. Considers these nonfiction areas: biography, cooking, history, memoirs, politics. Considers these fiction areas: literary, women’s.

			HOW TO CONTACT Snail mail queries only. Send an SASE. Accepts simultaneous submissions.

			MCINTOSH & OTIS, INC.

			207 E. 37 St., New York NY 10016. (212)687-7400. Fax: (212)687-6894. E-mail: info@mcintoshandotis.com. Website: www.mcintoshandotis.com. Contact: Elizabeth Winick Rubinstein. Estab. 1928. Member of AAR. Signatory of WGA. SCBWI

			MEMBER AGENTS Elizabeth Winick Rubinstein, ewrquery@mcintoshandotis.com (literary fiction, women’s fiction, historical fiction, and mystery/suspense, along with narrative nonfiction, spiritual/self-help, history and current affairs); Christa Heschke, chquery@mcintoshandotis.com (picture books, middle grade, young adult and new adult projects); Adam Muhlig, amquery@mcintoshandotis.com        (music—from jazz to classical to punk—popular culture, natural history, travel and adventure, and sports).

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: creative nonfiction, current affairs, history, popular culture, self-help, spirituality, sports, travel. Considers these fiction areas: fantasy, historical, horror, literary, middle grade, mystery, new adult, paranormal, picture books, romance, science fiction, suspense, urban fantasy, women’s, young adult.

			[image: tip] Actively seeking “books with memorable characters, distinctive voices, and great plots.”

			HOW TO CONTACT E-mail submissions only. Each agent has their own e-mail address for subs. For fiction: Please send a query letter, synopsis, author bio, and the first 3 consecutive chapters (no more than 30 pages) of your novel. For nonfiction: Please send a query letter, proposal, outline, author bio, and 3 sample chapters (no more than 30 pages) of the ms. For children’s & young adult: Please send a query letter, synopsis and the first 3 consecutive chapters (not to exceed 25 pages) of the ms. Accepts simultaneous submissions. Obtains clients through recommendations from others, editors, conferences and queries.

			TERMS Agent receives 15% commission on domestic sales; 20% on foreign sales.

			WRITERS CONFERENCES Attends Bologna Book Fair, in Bologna Italy in April, SCBWI Conference in New York in February, and regularly attends other conferences and industry conventions.

			MENDEL MEDIA GROUP, LLC

			P.O. Box 5032, East Hampton NY 11937. (646)239-9896. E-mail: query@mendelmedia.com. Website: www.mendelmedia.com. Estab. 2002. Member of AAR.

			[image: comment from editor] Prior to becoming an agent, Mr. Mendel was an academic. “I taught American literature, Yiddish, Jewish studies, and literary theory at the University of Chicago and the University of Illinois at Chicago while working on my PhD in English. I also worked as a freelance technical writer and as the managing editor of a healthcare magazine. In 1998, I began working for the late Jane Jordan Browne, a long-time agent in the book publishing world.”

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: Americana, animals, anthropology, architecture, art, biography, business, child guidance, cooking, current affairs, dance, education, environment, ethnic, foods, gardening, gay/lesbian, government, health, history, how-to, humor, investigative, language, medicine, memoirs, military, money, multicultural, music, parenting, philosophy, popular culture, psychology, recreation, regional, religious, science, self-help, sex, sociology, software, spirituality, sports, travel, true crime, war, women’s issues, women’s studies, all narrative projects, and creative nonfiction. Considers these fiction areas: action, adventure, commercial, contemporary issues, crime, detective, erotica, ethnic, family saga, feminist, gay, glitz, historical, humor, inspirational, juvenile, lesbian, literary, mainstream, military, multicultural, mystery, picture books, police, religious, romance, satire, sports, thriller, young adult, commercial and literary fiction.

			[image: tip] “I am interested in major works of history, current affairs, biography, business, politics, economics, science, major memoirs, narrative nonfiction, and other sorts of general nonfiction.” Actively seeking new, major or definitive work on a subject of broad interest, or a controversial, but authoritative, new book on a subject that affects many people’s lives. “I also represent more light-hearted nonfiction projects, such as gift or novelty books, when they suit the market particularly well.” Does not want “queries about projects written years ago that were unsuccessfully shopped to a long list of trade publishers by either the author or another agent. I am specifically not interested in considering original plays or original fiIm scripts.”

			HOW TO CONTACT You should e-mail your work to query@mendelmedia.com. We no longer accept or read submissions sent by mail, so please do not send inquiries by any other method. If we want to read more or discuss your work, we will respond to you by e-mail or phone. Fiction queries: If you have a novel you would like to submit, please paste a synopsis and the first twenty pages into the body of your email, below a detailed letter about your publication history and the history of the project, if it has been submitted previously to publishers or other agents. Please do not use attachments, as we will not open them. Nonfiction queries: If you have a completed nonfiction book proposal and sample chapters, you should paste those into the body of an e-mail, below a detailed letter about your publication history and the history of the project, if it has been submitted previously to any publishers or other agents. Please do not use attachments, as we will not open them. If we want to read more or discuss your work, we will call or e-mail you directly. If you do not receive a personal response within a few weeks, we are not going to offer representation. In any case, however, please do not call or email to inquire about your query. Accepts simultaneous submissions. Responds within a few weeks, if interested. Obtains most new clients through referrals.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales.

			WRITERS CONFERENCES BookExpo America; Frankfurt Book Fair; London Book Fair; RWA National Conference; Modern Language Association Convention; Jerusalem Book Fair.

			TIPS “While I am not interested in being flattered by a prospective client, it does matter to me that she knows why she is writing to me in the first place. Is one of my clients a colleague of hers? Has she read a book by one of my clients that led her to believe I might be interested in her work? Authors of descriptive nonfiction should have real credentials and expertise in their subject areas, either as academics, journalists, or policy experts, and authors of prescriptive nonfiction should have legitimate expertise and considerable experience communicating their ideas in seminars and workshops, in a successful business, through the media, etc.”

			HOWARD MORHAIM LITERARY AGENCY

			30 Pierrepont St., Brooklyn NY 11201. (718)222-8400. Fax: (718)222-5056. E-mail: info@morhaimliterary.com. Website: www.morhaimliterary.com. Member of AAR.

			MEMBER AGENTS Howard Morhaim, howard@morhaimliterary.com; Kate McKean, kmckean@morhaimliterary.com; DongWon Song, dongwon@morhaimliterary.com; Kim-Mei Kirtland, kimmei@morhaimliterary.com; Laura Southern.

			REPRESENTS Considers these nonfiction areas: biography, business, cooking, crafts, creative nonfiction, design, economics, foods, health, humor, memoirs, parenting, self-help, sports. Considers these fiction areas: fantasy, historical, literary, middle grade, new adult, romance, science fiction, women’s, young adult, LGBTQ young adult, magical realism, fantasy should be high fantasy, historical fiction should be no earlier than the 20th century.

			[image: tip] Kate McKean is open to many subgenres and categories of YA and MG fiction. Check the website for the most details. Actively seeking fiction, nonfiction, and young adult novels.

			HOW TO CONTACT Query via e-mail with cover letter and 3 sample chapters. See each agent’s listing for specifics. Accepts simultaneous submissions.

			JEAN V. NAGGAR LITERARY AGENCY, INC.

			JVNLA, Inc., 216 E. 75th St., Suite 1E, New York NY 10021. (212)794-1082. Website: www.jvnla.com. Contact: Jennifer Weltz. Estab. 1978. Member of AAR. Other memberships include Women’s Media Group, SCBWI, Pace University’s Masters in Publishing Board Member. Represents 450 clients.

			MEMBER AGENTS Jennifer Weltz (well-researched and original historicals, thrillers with a unique voice, wry dark humor, and magical realism; enthralling narrative nonfiction; voice driven young adult, middle grade); Alice Tasman (literary, commercial, YA, middle grade, and nonfiction in the categories of narrative, biography, music or pop culture); Ariana Philips (nonfiction both prescriptive and narrative); Alicia Brooks (fiction, nonfiction and YA).

			REPRESENTS Nonfiction, fiction, novels, short story collections, novellas, juvenile books, scholarly books, poetry books. Considers these nonfiction areas: animals, child guidance, cooking, creative nonfiction, economics, education, environment, ethnic, foods, gardening, gay/lesbian, how-to, humor, literature, medicine, memoirs, multicultural, parenting, popular culture, politics, psychology, satire, science, self-help, sex, travel, true crime, women’s issues, women’s studies, young adult. Considers these fiction areas: action, adventure, cartoon, comic books, commercial, contemporary issues, crime, detective, ethnic, family saga, fantasy, feminist, gay, historical, humor, inspirational, juvenile, lesbian, literary, mainstream, middle grade, multicultural, mystery, picture books, romance, satire, science fiction, suspense, thriller, women’s, young adult.

			[image: tip] This agency specializes in mainstream fiction and nonfiction and literary fiction with commercial potential as well as young adult, middle grade, and picture books. Does not want to receive screenplays.

			HOW TO CONTACT “Visit our website to send submissions and see what our individual agents are looking for. No snail mail submissions please!” Accepts simultaneous submissions. Depends on the agent. No responses for queries unless the agent is interested.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign and film sales. Offers written contract. Charges for overseas mailing, messenger services, book purchases, photocopying—all deductible from royalties received.

			TIPS “We recommend courage, fortitude, and patience: the courage to be true to your own vision, the fortitude to finish a novel and polish it again and again before sending it out, and the patience to accept rejection gracefully and wait for the stars to align themselves appropriately for success.”

			NELSON LITERARY AGENCY

			1732 Wazee St., Suite 207, Denver CO 80202. (303)292-2805. E-mail: query@nelsonagency.com. E-mail: We accept queries through QueryManager.com. Find links to our agents’ QueryManager forms on our website. Website: www.nelsonagency.com. Contact: Kristin Nelson, President. Estab. 2002. Member of AAR. RWA, SCBWI, SFWA. Represents 100 clients.

			MEMBER AGENTS Danielle Burby, Joanna MacKenzie, Quressa Robinson.

			REPRESENTS Fiction, novels. Considers these fiction areas: commercial, crime, ethnic, family saga, fantasy, feminist, gay, historical, horror, humor, lesbian, literary, mainstream, middle grade, multicultural, mystery, romance, science fiction, suspense, thriller, urban fantasy, women’s, young adult, book-club fiction, magical realism, romantic comedy.

			[image: tip] NLA specializes in representing commercial fiction as well as high-caliber literary fiction. Regardless of genre, we are actively seeking good stories well told. We do not represent scripts/screenplays, short-story collections, prescriptive nonfiction, abuse narratives, political works, or material for the Christian/inspirational market.

			HOW TO CONTACT Please visit our website to learn about what each agent is currently seeking. Please choose only one agent at NLA to query. We do share queries with each other here at NLA so a pass from one of us is a pass from all. Submit through QueryManager (find links on our website) with the following: a brief bio, including any writing credentials; the title, genre, and word count of your work; your query letter; the first ten pages of your manuscript. Accepts simultaneous submissions. We make best efforts to respond to all queries within three weeks. Response to full manuscripts requested can take up to three months.

			TERMS Agency charges industry standard commission.

			TIPS “If you would like to learn how to write an awesome pitch paragraph for your query letter or would like any info on how publishing contracts work, please visit Pub Rants, Kristin’s popular industry: https://nelsonagency.com/pub-rants/.”

			NEW LEAF LITERARY & MEDIA, INC.

			110 W. 40th St., Suite 2201, New York NY 10018. (646)248-7989. Fax: (646)861-4654. E-mail: query@newleafliterary.com. Website: www.newleafliterary.com. Estab. 2012. Member of AAR.

			MEMBER AGENTS Joanna Volpe (women’s fiction, thriller, horror, speculative fiction, literary fiction and historical fiction, young adult, middle grade, art-focused picture books); Kathleen Ortiz, Director of Subsidiary Rights and literary agent (new voices in YA and animator/illustrator talent); Suzie Townsend (new adult, young adult, middle grade, romance [all subgenres], fantasy [urban fantasy, science fiction, steampunk, epic fantasy] and crime fiction [mysteries, thrillers]); Pouya Shahbazian, Director of Film and Television (no unsolicited queries); JL Stermer (nonfiction, smart pop culture, comedy/satire, fashion, health & wellness, self-help, and memoir); Jordan Hamessley; Stephanie Kim; Patrice Caldwell; Janna Morishima.

			REPRESENTS Nonfiction, fiction, novels, novellas, juvenile books, poetry books. Considers these nonfiction areas: cooking, crafts, creative nonfiction, science, technology, women’s issues, young adult. Considers these fiction areas: crime, fantasy, historical, horror, literary, mainstream, middle grade, mystery, new adult, paranormal, picture books, romance, thriller, women’s, young adult.

			HOW TO CONTACT Send query via e-mail. Please do not query via phone. The word “Query” must be in the subject line, plus the agent’s name, i.e.–Subject: Query, Suzie Townsend. You may include up to 5 double-spaced sample pages within the body of the e-mail. No attachments, unless specifically requested. Include all necessary contact information. You will receive an auto-response confirming receipt of your query. “We only respond if we are interested in seeing your work.” Responds only if interested. All queries read within 1 month.

			RECENT SALES Carve the Mark by Veronica Roth (HarperCollins); Red Queen by Victoria Aveyard (HarperCollins); Lobster is the Best Medicine by Liz Climo (Running Press); Ninth House by Leigh Bardugo (Henry Holt); A Snicker of Magic by Natalie Lloyd (Scholastic).

			DANA NEWMAN LITERARY

			1800 Avenue of the Stars, 12th Floor, Los Angeles CA 90067. E-mail: dananewmanliterary@gmail.com. Website: dananewman.com. Contact: Dana Newman. Estab. 2009. Member of AAR. California State Bar. Represents 30 clients.

			[image: comment from editor] Prior to becoming an agent, Ms. Newman was an attorney in the entertainment industry for 14 years.

			MEMBER AGENTS Dana Newman (narrative nonfiction, business, lifestyle, current affairs, parenting, memoir, pop culture, sports, health, literary and upmarket fiction).

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: architecture, art, autobiography, biography, business, child guidance, cooking, creative nonfiction, cultural interests, current affairs, diet/nutrition, design, education, environment, ethnic, film, foods, gay/lesbian, government, health, history, how-to, humor, inspirational, interior design, investigative, language, law, literature, medicine, memoirs, money, multicultural, music, New Age, parenting, popular culture, politics, psychology, regional, science, self-help, sociology, spirituality, sports, technology, theater, travel, true crime, women’s issues, women’s studies. Considers these fiction areas: commercial, contemporary issues, family saga, feminist, historical, literary, multicultural, sports, women’s.

			[image: tip] Ms. Newman has a background as an attorney in contracts, licensing, publishing and intellectual property law. She is experienced in digital content creation and distribution. “We are interested in practical nonfiction (business, health and wellness, psychology, parenting, technology) by authors with smart, unique perspectives and established platforms who are committed to actively marketing and promoting their books. We love compelling, inspiring narrative nonfiction in the areas of memoir, biography, history, pop culture, current affairs/women’s interest, sports, and social trends. On the fiction side, we consider a very selective amount of literary fiction and women’s upmarket fiction.” Does not want religious, children’s, poetry, horror, crime, mystery, thriller, romance, or science fiction. Does not represent screenplays.

			HOW TO CONTACT E-mail queries only. For both nonfiction and fiction, please submit a query letter including a description of your project and a brief biography. “If we are interested in your project, we will contact you and request a full book proposal (nonfiction) or a synopsis and the first 25 pages (fiction).” Accepts simultaneous submissions. “If we have requested your materials after receiving your query, we will use our best efforts to respond within 4 weeks although response time may vary.” Obtains new clients through recommendations from others, queries, and submissions.

			TERMS Obtains 15% commission on domestic sales; 20% on foreign sales. Offers 1 year written contract. Notice must be given 1 month prior to terminate a contract.

			HAROLD OBER ASSOCIATES

			630 9th Ave., Suite 1101, New York NY 10036. (212)759-8600. Fax: (212)759-9428. E-mail: contact@haroldober.com. Website: www.haroldober.com. Contact: Appropriate agent. Member of AAR. Represents 250 clients.

			HOW TO CONTACT Submit concise query letter addressed to a specific agent with the first 5 pages of the ms or proposal and SASE. No fax or e-mail. Does not handle filmscripts or plays. Responds as promptly as possible. Obtains most new clients through recommendations from others.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. Charges clients for express mail/package services.

			ALLEN O’SHEA LITERARY AGENCY

			Weston CT 06883. (203)222-9004; (203)359-9965. E-mail: coleen@allenoshea.com; marilyn@allenoshea.com. Website: www.allenoshea.com. Riverside, CT 06878 Member of AAR. Women’s Media Group.

			[image: comment from editor] Prior to becoming agents, both Ms. O’Shea and Ms. Allen held senior positions in publishing.

			MEMBER AGENTS Coleen O’Shea; Marilyn Allen.

			REPRESENTS Nonfiction. Considers these nonfiction areas: animals, autobiography, biography, business, cooking, crafts, creative nonfiction, cultural interests, current affairs, decorating, diet/nutrition, design, environment, film, foods, gardening, gay/lesbian, health, history, horticulture, how-to, humor, inspirational, interior design, medicine, memoirs, military, money, multicultural, New Age, parenting, popular culture, psychology, regional, science, self-help, spirituality, sports, true crime, women’s issues, women’s studies.

			[image: tip] This agency specializes in practical nonfiction, including health, cooking and cocktails, business, and pop culture. Looks for passionate clients with strong marketing platforms and new ideas coupled with writing talent. Actively seeking narrative nonfiction, health, mind, body spirit, popular science, cookbooks, food narrative, and history writers; very interested in writers who have large media platforms and interesting topics. Does not want to receive fiction, poetry, textbooks or children’s books.

			HOW TO CONTACT Query via e-mail. Submit book proposal with sample chapters, competitive analysis, outline, author bio, and marketing page. No phone or fax queries. Accepts simultaneous submissions. Obtains most new clients through recommendations from others; conferences.

			TERMS Agent receives 15% commission on domestic sales. Offers written contract, binding for 2 years; one-month notice must be given to terminate contract.

			TIPS “Prepare a strong book proposal that includes an overview, table of contents, sample chapter, author bio and platform, a well-thought out marketing plan, a competitive analysis. We will consider your project when your proposal is ready. Thanks for the opportunity to review your work.”

			L. PERKINS AGENCY

			5800 Arlington Ave., Riverdale NY 10471. (718)543-5344. E-mail: submissions@lperkinsagency.com. Website: lperkinsagency.com. Estab. 1987. Member of AAR. Represents 150 clients.

			[image: comment from editor] Ms. Perkins has been an agent for 25 years. She is also the author of The Insider’s Guide to Getting an Agent (Writer’s Digest Books), as well as 3 other nonfiction books. She has edited 25 erotic anthologies, and is also the founder and publisher of Riverdale Avenue Books, an award-winning hybrid publisher with 9 imprints.

			MEMBER AGENTS Lori Perkins (not currently taking new clients); Leon Husock (science fiction & fantasy, as well as young adult and middle-grade); Maximilian Ximinez (fiction: science fiction, fantasy, horror, thrillers; nonfiction: popular science, true crime, arts and trends in developing fields and cultures); Ben Grange.

			REPRESENTS Nonfiction, fiction, novels, short story collections. Considers these nonfiction areas: autobiography, biography, business, creative nonfiction, cultural interests, current affairs, film, foods, gay/lesbian, history, how-to, humor, literature, memoirs, music, popular culture, psychology, science, sex, theater, true crime, women’s issues, women’s studies, young adult. Considers these fiction areas: commercial, crime, detective, erotica, fantasy, feminist, gay, historical, horror, lesbian, literary, middle grade, mystery, new adult, paranormal, picture books, romance, science fiction, short story collections, supernatural, thriller, urban fantasy, women’s, young adult.

			[image: tip] “Most of our clients write both fiction and nonfiction. This combination keeps our clients publishing for years. The founder of the agency is also a published author, so we know what it takes to write a good book.” Actively seeking erotic romance, romance, young adult, middle grade, science fiction, fantasy, memoir, pop culture, thrillers. Does not want poetry, stand alone short stories or novellas, scripts, plays, westerns, textbooks.

			HOW TO CONTACT E-queries only. Include your query, a 1-page synopsis, and the first 5 pages from your novel pasted into the e-mail, or your proposal. No attachments. Submit to only 1 agent at the agency. No snail mail queries. “If you are submitting to one of our agents, please be sure to check the submission status of the agent by visiting their social media accounts listed [on the agency website].” Accepts simultaneous submissions. Obtains most new clients through recommendations from others, solicitations, conferences.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. No written contract. Charges clients for photocopying.

			WRITERS CONFERENCES Romantic Times; Romance Writers of America nationals; Rainbow Book Fair; NECON; Killercon; BookExpo America; World Fantasy Convention.

			TIPS “Research your field and contact professional writers’ organizations to see who is looking for what. Finish your novel before querying agents. Read my book, An Insider’s Guide to Getting an Agent, to get a sense of how agents operate. Read agent blogs-agentinthemiddle.blogspot.com and ravenousromance.blogspot.com.”

			AARON M. PRIEST LITERARY AGENCY

			200 W. 41st St., 21st Floor, New York NY 10036. (212)818-0344. Fax: (212)573-9417. E-mail: info@aaronpriest.com. Website: www.aaronpriest.com. Estab. 1974. Member of AAR.

			MEMBER AGENTS Aaron Priest, querypriest@aaronpriest.com (thrillers, commercial fiction, biographies); Lisa Erbach Vance, queryvance@aaronpriest.com        (contemporary fiction, thrillers/suspense, international fiction, narrative nonfiction); Lucy Childs, querychilds@aaronpriest.com (literary and commercial fiction, memoir, edgy women’s fiction); Mitch Hoffman, queryhoffman@aaronpriest.com (thrillers, suspense, crime fiction, and literary fiction, as well as narrative nonfiction, politics, popular science, history, memoir, current events, and pop culture); Arleen Gradinger Priest; Francis Jalet-Miller; Kristen Pini.

			REPRESENTS Considers these nonfiction areas: biography, current affairs, history, memoirs, popular culture, politics, science. Considers these fiction areas: commercial, contemporary issues, crime, literary, middle grade, suspense, thriller, women’s, young adult.

			[image: tip] Does not want to receive poetry, screenplays, horror or sci-fi.

			HOW TO CONTACT Query one of the agents using the appropriate e-mail listed on the website. “Please do not submit to more than 1 agent at this agency. We urge you to check our website and consider each agent’s emphasis before submitting. Your query letter should be about one page long and describe your work as well as your background. You may also paste the first chapter of your work in the body of the e-mail. Do not send attachments.” Accepts simultaneous submissions. Responds in 4 weeks, only if interested.

			TERMS Agent receives 15% commission on domestic sales.

			PROSPECT AGENCY

			551 Valley Rd., PMB 377, Upper Montclair NJ 07043. (718)788-3217. Fax: (718)360-9582. E-mail: https://www.prospectagency.com/submit.html. Website: www.prospectagency.com. Estab. 2005. Member of AAR. Signatory of WGA. Represents 130+ clients.

			MEMBER AGENTS Emily Sylvan Kim focuses on romance, women’s, commercial, young adult, new adult, nonfiction and memoir. She is currently looking for commercial and upmarket women’s fiction; self-published authors looking to explore a hybrid career; established and strong debut romance writing mainstream romance; memoir and high interest nonfiction; literary and commercial YA fiction; and select middle grade and early reader fiction with strong commercial appeal. Rachel Orr focuses on picture books, illustrators, middle grade and young adult. She is currently looking for short, punchy picture books (either in prose or rhyme) that are humorous and have a strong marketing hook; nonfiction picture books (especially biographies or stories with a historical angle); illustrators for the trade market; and literary and commercial middle-grade and YA (all time periods and genres.) Ann Rose focuses on middle grade, young adult and commercial adult fiction. She is currently seeking YA of all genres; MG of all genres, especially ones that push the boundaries of middle grade; Swoony romances; Light sci-fi or fantasy; Commercial fiction; Heartwarming (or heart wrenching) contemporaries; any stories with unique voices, diverse perspectives, vivid settings; stories that explore tough topics; and dark and edgy stories with unlikeable characters. Emma Sector focuses on picture books, illustrators, middle grade and young adult. She is currently seeking quirky, character driven chapter books; literary and commercial middle-grade and YA Novels; picture book authors and illustrators; middle-grade graphic novels; and nonfiction middle-grade. Please use the agency form to submit your query: https://www.prospectagency.com/submit.html.

			REPRESENTS Nonfiction, fiction, novels, novellas, juvenile books, scholarly books, textbooks. Considers these nonfiction areas: biography, cooking, creative nonfiction, cultural interests, gardening, gay/lesbian, government, health, history, horticulture, inspirational, memoirs, parenting, popular culture, psychology, women’s issues. Considers these fiction areas: commercial, contemporary issues, crime, ethnic, family saga, fantasy, feminist, gay, hi-lo, historical, horror, humor, juvenile, lesbian, literary, mainstream, middle grade, multicultural, mystery, new adult, picture books, romance, science fiction, suspense, thriller, urban fantasy, women’s, young adult.

			[image: tip] “We’re looking for strong, unique voices and unforgettable stories and characters.”

			HOW TO CONTACT All submissions are electronic and must be submitted through the portal at prospectagency.com/submit.html. Send query letter, 3 chapters (or first 30 pages), and a brief synopsis. “We do not accept any submissions through snail mail.” Accepts simultaneous submissions. Obtains new clients through conferences, recommendations, queries, and some scouting.

			TERMS Agent receives 15% on domestic sales, 20% on foreign sales sold directly and 25% on sales using a subagent. Offers written contract.

			REES LITERARY AGENCY

			One Westinghouse Plaza, Suite A203, Boston MA 02136. (617)227-9014. E-mail: lorin@reesagency.com. Website: reesagency.com. Estab. 1983. Member of AAR. Represents more than 100 clients.

			MEMBER AGENTS Ann Collette, agent10702@aol.com (fiction: literary, upscale commercial women’s, crime [including mystery, thriller and psychological suspense], upscale western, historical, military and war, and horror; nonfiction: narrative, military and war, books on race and class, works set in Southeast Asia, biography, pop culture, books on film and opera, humor, and memoir); Lorin Rees, lorin@reesagency.com        (literary fiction, memoirs, business books, self-help, science, history, psychology, and narrative nonfiction); Rebecca Podos, rebecca@reesagency.com (young adult and middle grade fiction, particularly books about complex female relationships, beautifully written contemporary, genre novels with a strong focus on character, romance with more at stake than “will they/won’t they,” and LGBTQ books across all genres); Kelly Peterson; Ashley Herring Blake.

			REPRESENTS novels. Considers these nonfiction areas: biography, business, film, history, humor, memoirs, military, popular culture, psychology, science, war. Considers these fiction areas: commercial, crime, historical, horror, literary, middle grade, mystery, suspense, thriller, westerns, women’s, young adult.

			HOW TO CONTACT Consult website for each agent’s submission guidelines and e-mail addresses, as they differ. Accepts simultaneous submissions. Obtains most new clients through recommendations from others, conferences, submissions.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales.

			REGAL HOFFMANN & ASSOCIATES LLC

			143 West 29th St., Suite 901, New York NY 10001. (212)684-7900. E-mail: info@rhaliterary.com. Website: www.rhaliterary.com. Estab. 2002. Member of AAR. Represents 70 clients.

			MEMBER AGENTS Claire Anderson-Wheeler (nonfiction: memoirs and biographies, narrative histories, popular science, popular psychology; adult fiction: primarily character-driven literary fiction, but open to genre fiction, high-concept fiction; all genres of young adult/middle grade fiction); Markus Hoffmann (international and literary fiction, crime, [pop] cultural studies, current affairs, economics, history, music, popular science, and travel literature); Stephanie Steiker (serious and narrative nonfiction, literary fiction, graphic novels, history, philosophy, current affairs, cultural studies, biography, music, international writing); Elianna Kan (Spanish-language fiction and nonfiction writers, literature in translation); Joseph Regal.

			REPRESENTS Nonfiction, fiction, novels, short story collections, juvenile books, scholarly books. Considers these nonfiction areas: biography, creative nonfiction, cultural interests, current affairs, economics, ethnic, gay/lesbian, history, investigative, juvenile nonfiction, literature, memoirs, music, popular culture, psychology, science, translation, travel, women’s issues, women’s studies, young adult. Considers these fiction areas: literary, mainstream, middle grade, short story collections, thriller, women’s, young adult.

			[image: tip] We represent works in a wide range of categories, with an emphasis on literary fiction, outstanding thriller and crime fiction, and serious narrative nonfiction. Actively seeking literary fiction and narrative nonfiction. Does not want romance, science fiction, poetry, or screenplays.

			HOW TO CONTACT Query with SASE or via Submittable (https://rhaliterary.submittable.com/submit). No phone calls. Submissions should consist of a 1-page query letter detailing the book in question, as well as the qualifications of the author. For fiction, submissions may also include the first 10 pages of the novel or one short story from a collection. Accepts simultaneous submissions. Responds in 4-8 weeks.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales. We charge no reading fees.

			TIPS “We are deeply committed to every aspect of our clients’ careers, and are engaged in everything from the editorial work of developing a great book proposal or line editing a fiction manuscript to negotiating state-of-the-art book deals and working to promote and publicize the book when it’s published. We are at the forefront of the effort to increase authors’ rights in publishing contracts in a rapidly changing commercial environment. We deal directly with co-agents and publishers in every foreign territory and also work directly and with co-agents for feature film and television rights, with extraordinary success in both arenas. Many of our clients’ works have sold in dozens of translation markets, and a high proportion of our books have been sold in Hollywood. We have strong relationships with speaking agents, who can assist in arranging author tours and other corporate and college speaking opportunities when appropriate.”

			ANN RITTENBERG LITERARY AGENCY, INC.

			15 Maiden Lane, Suite 206, New York NY 10038. (212)684-6936. E-mail: info@rittlit.com. Website: www.rittlit.com. Contact: Ann Rittenberg, president. Estab. 1992. Member of AAR. Represents 30 clients.

			MEMBER AGENTS Ann Rittenberg, Rosie Jonker.

			REPRESENTS Nonfiction, fiction, novels, juvenile books. Considers these nonfiction areas: biography, history, literature, memoirs, popular culture, true crime. Considers these fiction areas: crime, detective, family saga, literary, mainstream, mystery, suspense, thriller, women’s.

			[image: tip] “We don’t represent screenplays, poetry, plays, or self-help.”

			HOW TO CONTACT Query via e-mail or postal mail (with SASE). Submit query letter with 3 sample chapters pasted into the body of the e-mail. If you query by e-mail, we will only respond if interested. If you are making a simultaneous submission, you must tell us in your query. Accepts simultaneous submissions. Responds in 6-8 weeks. However, as noted above, if you don’t receive a response to an emailed query, that means it was a pass. Obtains most new clients through referrals from established writers and editors.

			TERMS Agent receives 15% commission on domestic sales, and 20% commission on foreign and film deals. This 20% is shared with co-agents. Offers written contract. No charges except for PDFs or finished books for foreign and film submissions.

			TIPS “Refrain from sending enormous bouquets of red roses. Elegant bouquets of peonies, tulips, ranunculus, calla lily, and white roses are acceptable.”

			BJ ROBBINS LITERARY AGENCY

			5130 Bellaire Ave., North Hollywood CA 91607-2908. E-mail: robbinsliterary@gmail.com. Website: www.bjrobbinsliterary.com. Contact: (Ms.) BJ Robbins. Estab. 1992. Member of AAR.

			[image: comment from editor] Prior to becoming an agent, Robbins spent 15 years in publishing, starting in publicity at Simon & Schuster and later as Marketing Director and Senior Editor at Harcourt.

			REPRESENTS Nonfiction, fiction, novels. Considers these nonfiction areas: autobiography, biography, creative nonfiction, cultural interests, current affairs, ethnic, film, health, history, investigative, medicine, memoirs, multicultural, music, popular culture, psychology, science, sociology, sports, theater, travel, true crime, women’s issues, women’s studies. Considers these fiction areas: contemporary issues, crime, detective, ethnic, historical, horror, literary, mainstream, multicultural, mystery, suspense, thriller, women’s.

			[image: tip] “We do not represent screenplays, plays, poetry, science fiction, fantasy, westerns, romance, techno-thrillers, religious tracts, dating books or anything with the word ‘unicorn’ in the title.”

			HOW TO CONTACT E-query with no attachments. For fiction, okay to include first 10 pages in body of e-mail. Accepts simultaneous submissions. Only responds to projects if interested. Obtains most new clients through conferences, referrals.

			TERMS Agent receives 15% commission on domestic sales; 20% commission on foreign sales.
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