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J
ust five months before Vickie 
Stringer s̓ 25th birthday, she went 
to prison. And it didn t̓ take very 
long after she got there to realize 

it was an experience she didn t̓ want to 
repeat. So instead of spending her time 
hanging out with others who shared her 
circumstance, she poured her thoughts 
and her story into a journal that one 
of her lawyers gave her. She also read 
every book in the prison library.
 She didn t̓ know what would become 
of the journal — or what her life would 
hold once her seven-year sentence was 
over. She just knew she wanted a dif-
ferent future. So when Stringer was re-
leased from prison, she decided to try 
to get her story published. She did her 
homework and sought publishers and 
agents she thought could be interested 
in her story, only to receive rejection 
after rejection. After the 26th rejection, 
Stringer took matters into her own hands 
and visited with a local printer about 
the possibility of self-publishing. When 
he came back with a quote of $2,800, 
Stringer says she had no idea where 
she would get that kind of money. She 

 
Millionaire author, publisher and reigning Queen of Hip-Hop Lit Vickie Stringer wrote 
her first book in prison, broke countless barriers to take her self-published street novel 
to the top of the charts — and, in the process, created a whole new literary genre.

was a broke, unemployed single mother 
with a record. So again she poured her 
thoughts onto paper — this time in the 
form of a letter to friends and relatives 
asking each to donate $100 to help her 
make her dream come true. And they 
did. Her first donation came from her 
mother and the rest trickled in. 
 When she had accumulated that 
$2,800 she went back to the printer, 
printed her book and then sold it out 
of the trunk of her car at the same lo-
cations where she used to sell drugs. 
And that s̓ where the real success story 
begins. Stringer s̓ story of marketing 
and entrepreneurial ingenuity not only 
sold out the first printing of her book, 
but landed it in all the major book-
stores and eventually led to the found-
ing her own publishing company, 
Triple Crown Publishing. Stringer s̓ 
company has now published not only 
her own book, Let That Be the Reason 
and its sequel, Imagine This, but it 
also has brought forth the work of 34 
other titles  by 21 authors.
 By pouring her thoughts and experi-
ences into that little journal she not only 

helped herself heal, but she launched a 
new future — not only for herself, but 
for an entirely new genre of literature 
known as hip-hop lit, “When I began 
to examine my own story, I realized 
that there were lessons there that other 
young women could learn from and, by 
experiencing my life on the street vicari-
ously, maybe they would choose differ-
ently and not have to suffer the same 
consequences,” Stringer reflects. “I 
also knew I wanted to get these stories 
out there for people who had nothing in 
the literary world they could relate to,” 
she adds. “By giving these young people 
stories to read that spoke to their own 
situations, concerns and curiosities, I 
found a niche that has benefited not only 
me and the authors I publish, but many 
readers who otherwise may have never 
picked up a book”
 Speaking with $1,000,000aire Blue-
prints, Stringer reveals not only the 
story behind her unexpected commer-
cial success, but her gritty determina-
tion and creative tactics that helped her 
find entrée to an extremely competitive 
and often impenetrable industry.

By Melinda Kaitcer

FROM PRISON TO SELF-PUBLISHER 

TO PUBLISHING EMPIRE
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What did you discover is the most im-
portant thing an author or publisher 
needs to know about selling a self-
published book?
 I see authors all the time who sign 
up for my workshop, and the first thing 
they want to say to me is how wonder-
ful their book is. And I say, “Ok, but 
what is it about you that is saleable as 
an author?” Branding is everything. 
You have to look at your book no 
longer as a book but as a product that 
defines itself. Once you have a product 
– and your book is written and printed 
– you have to brand your product. 

So how do you do that?
 Once youʼve written a book, you 

have to discover what is special and 
different about that book and your writ-
ing, in a way that can always be associ-
ated — and “sold” — with your book. 
That is the basis for creating a brand, 
and the rest grows from there. The title, 
the cover design, the look you choose 
to project every time you are out in 
public with your book, the colors you 
use — you really just create a package 
that is part you and part your book. 

How did you realize you had 
found an untapped niche in the 
literary world that no one else 
had discovered?
 I was in prison for seven years, and 
during that time I read more than 1,500 

books. I remember going into the prison 
library and just sitting there, thinking, 
“Well, I know that I know how to read, 
but there is nothing on these shelves 
for me.” But I remember finding some 
books on those shelves that were very 
“street” — very urban — and how they 
inspired me. I knew right then that I 
had discovered an important niche, and 
I deeply and personally understood the 
need for it. 

Those “urban” and “street” books 
that inspired you in prison — weren’t 
they already out there? How are the 
titles you publish different or new?
 Well, yes, some street books were 
already out there and doing great for 
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a very small audience. Most of them 
were for African Americans, and most 
of them were about young black men. 
But they were written from the right 
perspective, and I saw the possibilities 
for expanding the subject matter to in-
clude stories geared more toward the 
experiences of young women. My own 
experiences and thought process were 
different. I realized my story could be 
identified with by a lot of people, and 
that there was nothing there for them. 

Why hip-hop?
 I am from that hip-hop generation. 
I love the hip-hop music, I love the hip-
hop clothing and that mind-set, and I 
carry it through the books. They even 
tagged this new genre “hip-hop lit.” I 
knew that was a thought process young 
people wanted to read about. I knew they 
wanted Ebonics in their literature; they 
wanted to read about the same things 
they were listening to. My characters are 
listening to hip-hop music in the books. 

How did tying your characters and 
plot points to hip-hip music help sell 
books?
 This is how I create that connection 
between the reader and the characters in 
the books. The readers love being able 
to say, “Wow, this character is doing 
what I do every day!” From that point of 
connection I develop a relationship with 
my reader that can lead them to a bigger 
point of view — a broader perspective 
of their life than what they have. And 
because of this intimate connection, 
they want to read more books like it. 

Why did you choose self-publishing?
 It was a very expensive undertak-
ing, and not my first choice. But by the 
time I got out of prison, I had sent my 
manuscript to 26 different publishers 
and agents, and everyone had rejected 
it. So I knew if it was going to reach my 
audience I was going to have to take it 
there myself.

So what did you do first? 
 First, I found a friendly printer, 
because some of the printers I talked 

LEARN MORE 
SELF-PUBLISHING 

SECRETS
IN VICKIE STRINGERʼS 

NEWEST BOOK

“Never before in history have self-published authors received a greater welcome,” 
Vickie Stringer says in the introduction of her newest book, How to Succeed in the 
Publishing Game. And this book, just released in November 2005 (and available 
on www.amazon.com for $20) is chock full of tips, advice and resources 
for self-publishers. Highly acclaimed by its initial reviews from the likes of The 
New York Times, The Washington Post, Newsweek and Publishers Weekly, String-
erʼs new book reveals valuable tips she herself has tested, including advice on:

• Generating start-up capital
• Building the right relationships with editors, designers and printers
• Finding the right distributors
• Developing the right marketing strategy
• Discovering dependable references and resources
• Harvesting the many benefits of self-publishing

“John Grisham, Terry McMillan, E. Lynn Harris and so many more have paved 
the way,” Stringer writes. “From economics to making dreams come true, self-
publishing can be a vehicle for achieving the American Dream. It is time to roll 
up your sleeves and make it happen for yourself. No one can dream your dream 
but you. And only you can see your dream in color. Now make it a reality by 
doing the necessary work.”
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to were not nice. I was looking for a 
printing company that would be com-
passionate to the little person. I found 
— and would highly recommend to 
your readers — a company called 
Malloy Printers (www.malloy.com   
or 800.722.3231). My sales represen-
tative at Malloy was a man named Tim 
Scarborough. I told him my situation, 
how I was trying to find a printer who 
offered terms, and I asked whether he 
could work with me. I had no money.

How many books were you going to 
print to start with?
 My first run was 1,500 copies — 
Tim talked me through the whole pro-
cess and explained about price breaks 
and what was the best way to get the 
best and most printing for your money. 
Then he provided me with a price 
quote that gave me several options. 
Now, toward the end of the conversa-
tion I had to tell him I didnʼt have any 
money at all. He was patient, which 
inspired me because he listened. He 
gave me price quotes on 500, 1,000 
and 1,500 copies.  Then he told me 
what he needed was my files and my 
manuscript. His patience and demeanor 
let me know there was someone who 
could help me get my book printed if I 
could come up with the dough.
  
How much did you need for this first 
run — and how did you raise it?
 I was trying to come up with 
about $2,500. So I went home and 
wrote letters to all my friends and 
family and sent them copies of my 
manuscript. I told them that I needed 
$100 from each person to help with 
printing and I needed it in 28 days. I 
wrote 25 of these letters and mailed 
them to 25 people with 25 self-ad-
dressed envelopes, so that when they 
came back, I would know immedi-
ately that a check had come. 

How did you get the idea to do this 
letter? What did it say?
 I got the idea from a letter I had re-
ceived from some church saying, “Would 
you find it in your heart…” So I decided 

to use that, and I wrote my letter like, “No 
matter what, if you can find it in your 
heart…” In the letter I told them that this 
was my dream and asked if they would 
please invest in my dream. I closed the 
letter saying, “The manuscript is written, 
in the envelope, on my coffee table. The 
only thing that I need now is for you to 
put a check in the mail.” 

Did the letter raise all the money you 
needed for printing?
 What I didnʼt think about was that 
some of those 25 letters went to cou-
ples. So my mom sent me $100 and my 
dad sent me $100, so I had $200!  Over 
time, my friends started to reply and, 
they wrote checks — the money just 
started coming, just like that. Everyone 
I wrote to sent me money. One friend I 
wrote to gave me $500. Another friend I 
wrote to gave me $1,500. But what you 
have to understand is that I was broke 
and all my friends were broke, so it was 
not like anybody had any money. 

What do you think persuaded them 
to help you?
 Your friends and family want to 
help you; sometimes they just donʼt 
know how to help you. I think that 
when they saw what I had done — and 
that I wasnʼt just talking about it but 
had actually taken the steps to make it 
real — I think that is what persuaded 
them.  Not, “I am going to write a book 
and need your money,” but “I have 
written a 250-page manuscript and 
need help getting it printed.” I think 
that made the difference. Many of 
them said, “When I saw that the manu-
script was written, and that it was type-
set, I didnʼt even read it, but I was so 
proud that you had spent your time in 
prison writing, and now you are home 
and trying to do the right thing — of 
course I wanted to help you!” 

So once you wrote that check and de-
livered the manuscript to the printer, 
then what did you do? Tell us about 
your “street sales strategy.”
 Once it was printed, I sold books 
from the trunk of my car. I knew where 

my audience was and I knew I had to 
take the books to them to begin to build 
a following I could then use to help me 
market to book retailers.

Where did you go?
 I went to car washes, I went to com-
munity hangouts, I went to gas stations, 
I went to rap concerts — even some of 
the places where I used to sell drugs. I 
knew my audience. Now I tell people, 
wherever your market is, you go to them 
and youʼll find your audience. So, for 
example, if you are a white suburban 
woman and you write romance books, 
then you may need to be selling them 
at grocery stores, the library, the PTA 
— wherever your audience is, meet 
them where they live. And be available 
to them. So know your market, go find 
them, be their friend. If you are social, 
go to country clubs.

What did you say to people when you 
went to sell books in these places?
 I would put my best foot forward 
and make myself available. Even if I 
didnʼt know people, I would go up to 
them and say, “Do you like to read?  I 
have written a great book and I think 
you would like it.” They would say, 
“OK” and I would show them the 
cover. My cover was designed to be 
easy for readers to immediately iden-
tify with, so I was appealing to my 
urban market from that first moment 
of introduction. I marketed these 
books right — I was never confused or 
tried to take them places where people 
couldnʼt relate to them. 

Is that a mistake you’ve seen others 
make?
 Where I think many people go 
wrong is they write a book and they 
want the world to buy it. Well, the world 
is not your consumer. Just sell to whom-
ever you are writing to, you know. Min-
isters, they minister to broken people so 
they target broken people. Danielle Steel 
has book signings in suburban book-
stores, because her audience is suburban 
women. I am not going to see Danielle 
Steel at a book signing in my neigh-
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borhood. I knew she wasnʼt writing to 
me by the way she marketed, and I also 
knew she wasnʼt writing to me because 
I read her books! 

Once the book was selling well in 
these places, what came next?
 Once the book started selling, I 
wanted to authenticate it. People were 
asking, “Where else can I find these 
books?” I knew it was time to get it in 
the bookstores. Getting into the book-
stores from the street corners was the 
hardest part. I found out by reading 
and asking the store managers that to 
get on Barnes & Nobleʼs shelf  I first 
had to make sure I was available on all 
the bookseller databases and catalogs. 
(See the resource section for a listing 
of these). If people — booksellers in-
cluded — canʼt find you, they canʼt 
buy you. The store managers who told 
me about the databases didnʼt know 
how to get a book in it. 

So then what did you do?
 Since I realized my real task was to 
make them know who I was, I took my 
friends from city to city and put them 
on a mission. I told them, “I want you 
to go into all the Barnes & Nobles you 
can and go to the managers and give 
them my name and request my book.” 

What did you tell them to say?
 They would march into the 
Barnes & Noble and ask for the man-

ager and say, “Hi, I shop here all the 
time and I am looking for a book by 
Vickie Stringer called Let That Be the 
Reason.” The manager would then go 
to look it up, and say, “She isnʼt in 
our database. I am sorry I canʼt order 
it — I canʼt make her available.” And 
my friend would say, “Well, I know 
she has a book and I shop here and 
this is where I buy my books. Canʼt 
you please order it for me?” 

Did you contact any other book-
stores?
 I had the whole existence of Afri-
can American bookstores and book-
stores across the nation in my sights.  
Every day I would say, “I am going to 
call 100 bookstores.” And when I fin-
ished, I called 100 more. (See the re-
sources section for a listing of the top 
bookstore chains in the United States.) 
I sent all my friends, my mom, custom-
ers and fans — anyone who was willing  
— into bookstores across the nation re-
peating this same request. And getting 
the same answer. But every time they 
did, it planted a seed. 

What other strategies did you use in 
the stores?
 I also had people walk back into the 
bookstores they had visited previously, 
carrying the book and say, “This is the 
book I was asking you about! Now I 
need to order five more copies for my 
book club — is she in your database 

now?” Occasionally weʼd get that one 
manager whoʼd write down the infor-
mation on the back of the book and then 
call me and say, “People are in here all 
the time looking for your book. I need 
you to fill out this form so that you can 
be in our database.” Youʼve got to be 
sure to put your contact information on 
the outside back cover of the book — 
readily visible — just  in case anyone 
wants to find you. An editor from New 
York even found me that way. The con-
tact information I put on the back of the 
book included my e-mail address, my 
telephone number and my Web site. 

Marketing at the store level using 
friends and fans as your sales force 
is an interesting approach. Did you, 
in the meantime, try approaching 
the bookstore chains at the corpo-
rate level?
 They were so nasty at the corpo-
rate offices. Then at some point I re-
alized that the corporate offices and 
the stores had nothing to do with each 
other. The corporate response was a 
recording that they would not have 
any answers or numbers available. 
And when I did get a live person, he 
or she would send me to a recording 
that said, “If you are interested in 
placement of your portfolio, please 
send a press kit to this address, blah, 
blah, blah,” so no, that was definitely 
not working for me. 
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So what did you do instead?
 I would go into individual stores 
with the book, and say, “Can I just 
give you some free copies to put on 
your shelves to see if theyʼll sell 
here?” I tried to find black store 
managers when I could, and at one 
Waldenbooks store here in my town 
I found a black manager and said, 
“Why donʼt you read this book?” 
And he said he would. After he read 
the book, he called me and said he 
thought the book was wonderful and 
he wanted to sell it. So then I began 
working on developing those kinds of 
relationships with others, especially 
including the store buyers.

How did you reach your first book 
buyer?
 Once I found that manager who 
read my book and was receptive, 
I asked how he bought books, and 
could he buy my books and put them 
in the store? He said he would if he 
could, but it was a corporate business 
and he didnʼt do that. So I said, “Well, 
what if I was looking for book that 
you donʼt have?” And he said, “Well 
then, maʼam, I would call my buyer 
and I would ask my buyer if he had 
ever heard of the author youʼre look-
ing for.” I said, “Well, can you call 
your buyer and talk to him about my 
book, then?” And he said, “You know 
what, I will do that.” So he made a 
couple of calls. 

Did you try this again in other 
stores?
 Yes, and often after they agree to 
make those calls, I ask, “And whatʼs 
your buyerʼs name?” Then, once they 
give up that name, I am sending that 
buyer my book, I am sending that buyer 
chocolate chip cookies, I am sending 
that buyer T-shirts, I am sending that 
buyer coffee mugs — I am becoming 
either that buyerʼs best friend or biggest 
pain in the butt! Then, sometimes, they 
give you a chance.

OK — let’s go back to the business 
of printing and production of these 
books for a minute. Your first press 
run was 1,500. Tell us about the sale 
of those and how you financed sub-
sequent reprints.
 I sold all of that first 1,500 run 
out of the trunk of my car in just three 
weeks for $10 each, and I was rich! 
At the time I was living in a horrible 
area with my son, and my rent was like 
$500 a month and I didnʼt have any 
other bills — I didnʼt have anything. 
So suddenly I had all this money and I 
was able to reprint. But it soon grew to 
the point where my demand outgrew 
my money for reprints. 

If it fair to say that the first printer 
who helped you is the cornerstone of 
your success? 
 The success of my company was 
built by the blessings that my printer 

was willing to give me a $200,000 
credit. The owner said he had never 
done that before. We had a one-on-
one meeting and the owner said, “Letʼs 
give it a try.” And they tried it and they 
ended up printing more than 2,000,000 
books for me. I have given them mil-
lions of dollars and it all came from that 
first willingness to “give it a try.”  The 
owner says now that I came to them at 
a time when they were struggling and 
they decided to think out of the box. 
Then I came along, and as my books 
sold and orders kept getting bigger 
and bigger, they decided to give me a 
$200,000 line of credit and they let me 
pay them on 90-day terms! 

How did this relationship evolve into 
partnership?
 One day I walked into the print-
ing company ownerʼs office with a 
stack of papers and said, “I have orders 
here for more than 100,000 copies for 
Barnes & Noble, Baker, Taylor Books 
and I cannot fill them.” I laid the papers 
out, and he saw that they were valid 
orders.  After considering it, he said, 
“You know what, we are going to print 
them so you can fill them and then you 
can pay us.” So they actually became 
partners — not in my business, but in 
meeting and filling the demand. I was 
able to fill the orders because of what 
they did; otherwise, I donʼt know what 
I would have done. I couldnʼt get a loan 
from the bank.



Why did they help you? Not that 
race was an issue, but was this 
printing company owner an African 
American? Did that have anything 
to do with their support of you and 
your project?
 That whole company was white. 
And I use the race issue not as a nega-
tive, but it s̓ ironic because of my mar-
keting focus and my audience that the 
people who helped me get this whole 
new genre of hip-hop literature out there 
were white people. Once I asked that 
owner if that struck him as funny and he 
said, “Your spirit is just beautiful, and 
that was all that mattered to us.” 

Why is a distributor important and 
how did you go about finding one?
 A distributor relationship is the 
most important in the whole process 
because if they canʼt find you, they 
canʼt buy you. To figure out which 
distributors to approach, I did research 
to determine which ones were selling 
to my audience. Most of this research 
was done on the phone — calling those 
managers and buyers in stores I had al-
ready sold to and just asking them who 
their top distributors were. Often they 
would even give me names and phone 
numbers. Then I just made a hit list of 
book distributors that distributed to my 
audience and sent each of them a pro-
motional package that contained the 
book, information about me and a vari-
ety of promotional items I had made up 
with the bookʼs name and cover image 
on them. (See the resource section for 
how to research book distributors that 
fit your audience and a list of national 
book distributors.)

They must get lots of packages 
from authors. What did you do to 
make yourself — and your book 
— stand out?
 I would send the book to the dis-
tributor every week, so every week he 
would open it. I made the packages dif-
ferent, though, so he wouldnʼt know 
until he opened it that it was me again. 
I would send pink packages; I would 
send it with white writing all over it that 

said, “Handle with care,” or  “Hot as 
fire.”  I was just doing anything I could 
to make my spiel different, because itʼs 
tough to get noticed. 

Meanwhile, what are you doing to fill 
your orders?
 So by that time, the demand had 
grown to the point where I could not fill 
the orders. And I was out of money. But 
then, lo and behold, just about the time 
I ran out of money, someone I didnʼt 
even know called me and said “Iʼve 
heard that you have this book — would 
you like to sell it to us for $50,000?” 
And I said, “Yes!” — and then I was 
golden. And best of all, I didnʼt have to 
worry about keeping my book in print, 
because someone else did. 

Was this a publishing company? How 
did it hear about you? 
 Yes, it was a little teeny publishing 
company called Upstream Publishing. 
Their people had bought the book on 
the street in New York after they had 
happened to hear about me through a 
distributor they used. 

So after you said “yes” to Upstream 
Publishing for $50,000, what hap-
pened then?
 Well, I began to hear from other 
writers who were seeing my book on 
the street — urban writers like me. 
And this one guy called and said, “I 
am seeing your book everywhere and 
itʼs exciting and itʼs street and I wrote 
a street book, too, and I canʼt get it 
out. Nobody will call me back. Will 
you help me?”  

So they thought you were much 
bigger than just a successful self-
publishing author.
 Yes — it s̓ kind of funny that here 
they were thinking I owned the world of 
street publishing and I had absolutely no 
money, I had nothing, But even though 
I had no resources available to do this, 
I talked to them anyway. And they kept 
asking me to please help them. And I 
wanted to help them. I was also excited 
that all these manuscripts were out there, 
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because based on the success of my book, 
the audience was really hungry for them. 
So I called that first author back and said 
“Send me your manuscript.” 

How was it?
 I read his book and it was great! 
And suddenly I felt about his book the 
way I had felt about my own, and I 
wanted to support it and help him get 
it out there. We signed a contract, and 
meanwhile I got my money for Let That 
Be the Reason, so I had the money to 
send his book to press. 

So you spent that $50,000 on this new 
project?
 When I got that $50,000 I thought, 
“I can go buy a new house or new 
clothes or I can start a real publishing 
company for me and my friends.” And 
I chose door number two. Triple Crown 
Publications was born.

How did that choice pan out?
 I gave the author a $5,000 advance, 
I printed 10,000 copies of his book — 
Gangsta — and I sold all 10,000 copies 
in one month. And since all those impor-
tant relationships were in place, I just had 
to follow the same route I had with that 
same distributor, and all the right distri-
bution channels were set up because we 
were going back to the same audience.

So did the second success open the 
doors for even more new authors?
 Yeah, they kept pouring in. The 
second book came to me in another 
e-mail: “Dear Ms. Stringer, Can you 
please help me? I wrote a book called A 
Hustler s̓ Wife.” I asked her to send the 
manuscript. I read it and it was great, 
too. So I called the distributor and told 
him we had another one coming. Then I 
said, “And if you think Gangsta is hot, 
this one is going to be even hotter.” And 
by then he believed me! So I published 
A Hustler s̓ Wife and then I had 20 more 
authors contacting me.

If I were a first-time author or first-
time publisher, what kind of payment 
arrangements should I expect?

 All of that can range widely, de-
pending on the author, the manuscript, 
the market trends, and the economy. 
Advances — which is an initial sum of 
money an author receives against future 
sales of the book after the expense of 
printing and distribution is recouped — 
can range from a few thousand dollars 
to upper six figures. In my case, there is 
really no amount I would accept from a 
publisher because it would mean surren-
dering all my rights. But for my compa-
ny, a first-time author with a completed 
manuscript that I feel is promising, Iʼd 
probably offer an advance somewhere in 
the neighborhood of $10,000 to $25,000. 
After an author has published and done 
well, it becomes a matter of negotiation 
and every situation is unique. 

How do you pay royalties?
 We pay royalties, which are 
generally around six to 10 percent 
of the list price of each book sold, 
twice a year — in June and Decem-
ber. To arrive at the correct amount 
we must pay each author, we use the 
sales figures that we receive from 
our distributors and monitor through 
our accounting program. Royalties 
are based per book sold and nothing 
else; after the cost of printing is re-
covered, expenses donʼt factor. 

Do all your books talk about social 
issues?
 I deliberately put some of our seri-
ous social issues in my books. Think-
ing about my own son, I went to prison 
and my father and his father went to 
prison, so my son was orphaned at age 
two. And when he reads now about a 
character whose mom or dad went to 
jail, he feels like heʼs not alone. And 
some of the social issues in the book 
are made to feel so real that kids can 
read about it and maybe satisfy some 
of their curiosity about the street life 
by having the opportunity to read about 
it rather than experience it firsthand. 
My hope is that reading about what itʼs 
really like to be a drug dealerʼs girl-
friend will make them much less likely 
to want to be one.

In Vickie Stringer s̓ long road 
to mega-success, she says she still 
believes it is not so much about the 
industry youʼre in as about develop-
ing the types of relationships that will 
help you navigate it — and forge the 
additional relationships you need. 
“Relationships are so important be-
cause when you donʼt have money, it 
is relationships that allow people to 
help each other,” she says.
 Although Stringer says she hopes 
to have created a path that other 
publishers will follow and take more 
chances on unknown writers, she 
also adamantly encourages authors 
to consider self-publishing. And, de-
spite the competition it  may create 
for her company, she has followed 
her instinct for helping others with 
detailed, step-by-step instructions for 
self-publishing in her new book, How 
to Succeed in the Publishing Game, 
just released in the fall of 2005. “You 
see, what people donʼt understand is 
that just because youʼre self-publish-
ing does not mean you cannot sell it,” 
Stringer says. 
 And using her story as unspoken 
testament, she adds, “You really can 
do it all and have your dreams of being 
a published author come true. My 
prayer was just to sell more than one 
copy,” she shrugs. “I didnʼt know it 
would do all this. I appreciate it when 
people call what Iʼve done and how I 
did it smart, but at the time I was doing 
it, I was just desperate — I didnʼt have 
anything else — and it had to work. If 
you claim something as your dream, 
you have to have this mind-set. Beyond 
the flowery part of being an author, 
once that book is written, youʼve got to 
be about your business. Do what you 
have to do.” Vickie Stringer flashes 
the broad smile of someone who has 
just crossed the finish line far ahead 
of the jostling pack. “Just start where 
you are.”  

www.triplecrownpublications.com
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THE TOP BOOKSTORE CHAINS IN    
THE U.S.

Barnes & Noble Inc.
www.bn.com
The world’s largest bookseller.

Borders Group Inc.
www.bordergroupinc.com
Borders and Waldenbooks.

Amazon
www.amazon.com

Bookstores in NYC
www.citidex.com/108.htm
A comprehensive listing of bookstores 
in New York.

Half Price Books
www.halfpricebooks.com
Buys and sells secondhand books 

BOOKSELLER DATABASES
AND CATALOGS

American Booksellers Association 
www.BookWeb.org/members/
browse.do
Provides a Web page listing the mem-
bers by state of independently owned 
bookstores. 

Catalog Sales Directory
www.bookmarket.com/
catalog.htm
John Kremer produced this direc-
tory which features 1,350 catalogs, 
Internet bookstores sites, chain store 
outlets, wholesalers, distributors and 
other special sales outlets. 

HOW TO RESEARCH BOOK 
DISTRIBUTORS THAT FIT 
YOUR AUDIENCE

Literary Marketplace
www.literarymarketplace.com
Find similar titles in bookstores and 
ask the buyers who distributes them.

The American Wholesalers and 
Distributors Directory
www.dm2lists.com/products/
datacards/9274.pdf

Para Publishing
www.parapublishing.com/getpage.
cfm?file=resource/writing.html
Provides a few good answers for those 
“How to…” questions.

Book Publishers Industry profile
www.firstresearch.com/
Industry-Research/
Book-Publishers.html
An excerpt from First Research, the 
leading industry intelligence firm 
that synthesizes industry data into an 
easy-to-digest format. 

Publishing to Niche Markets by Gordon 
Burgett
www.amazon.com
How to research, write, produce and 
promote your book to your target 
market. 

Top Independent Book Distributors
www.bookmarket.com/
distributors.html
Contains a list of national book dis-
tributors compiled by John Kremer.

Independent Publishers Group
www.ipgbook.com
A book distributor for independent 
publishers throughout the United 
States.

BookWire
www.bookwire.com/bookwire
The most comprehensive online portal 
into the book industry.

$1,000,000aire Blueprints researchers explored the Internet for additional resources pertaining 
to the self-publishing industry. 

Self-Publishing Resources

$1,000,000aire Blueprints neither endorses nor recommends any of the companies listed above. Resources are intended as a starting point for your research.
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IRMA ROMBAUER

Irma Rombauer self-published The Joy 
of Cooking in 1931 with $3,000 from 
her husband’s estate. This cookbook still 
sells more than 100,000 copies per year. 

BLANCHARD AND JOHNSON

Ken Blanchard and Spencer Johnson, 
originally self-published The One-Minute 
Manager and wanted a $15 price point. 
In spite of experts advising them that 
it would never sell for that amount, 
Blanchard and Johnson sold over 20,000 
books in the San Diego area alone, during 
a three-month period, and then sold the 
reprint rights to William Morrow. The One-
Minute Manager has sold more than 12 
million copies since 1982 and is currently 
available in more than 25 languages.

CLIFF HILLEGASS

Cliff Hillegass, the founder of the CliffsNotes 
study guides, began the company from his 
basement in 1958. The first subject was 
Shakespeare’s play, Hamlet. Hillegass built 
a multimillion-dollar business before sell-
ing it to Hungry Minds, Inc in 1998,  since 
acquired by John Wiley & Sons, Inc. At that 
time, the CliffsNotes study guides compa-
ny was worth $14 million.

JOHN FOLSE

Louisiana chef John Folse spent 
$200,000 to self-publish The Encyclo-
pedia of Cajun and Creole Cooking.  He 
has sold over 35,000 copies of the 800-
page volume at $50 a copy, for sales to-
taling nearly $2 million dollars.

ZAGAT

Tim and Nina Zagat simply compiled 
the opinions of 200 of their acquain-

GREG GODEK 

Greg Godek sold more than 750,000 
copies of his self-published 1001 Ways 
to Be Romantic.   He then sold his book 
to Sourcebook Trade.  To date, the book 
has sold nearly 2 million copies.

DAN GOGGIN

Dan Goggin first sold some related greet-
ing cards and, seeing their sales climb, 
wrote the first Nunsense play.  The rela-
tively unknown actor and composer has 
since produced four sequels, grossing 
$300 million in ticket sales and earning 
Goggin an estimated $7 million.

BENJAMIN KAPLAN

The author of How to Go to College 
Almost for Free, Benjamin Kaplan 
turned down six-figure offers from 
several publishers before he self-pub-
lished his book. When his sales reached 
the 25,000 copies mark, Benjamin was 
featured in a major story in the Sunday 
New York Times. He sold reprint rights 
for that book and The Scholarship 
Scouting Report to HarperCollins for a 
seven-figure sum when he was only 23 
years old.

DAN POYNTER

The guru of compiling famous self-pub-
lishing authors has written more than 
100 books since 1969, including The 
Self-Publishing Manual. Poynter is a 
past vice-president of the Publishers 
Marketing Association. 

For more help on book publishing and 
promoting, see www.parapub.com.

Although some may scoff at self-publishing, it may surprise you to know 
some of the famous books and authors who began their career that way.

tances into a self-published survey of 
local establishments in New York some 
25 years ago. The Zagats’ little book of 
names, addresses, rankings and con-
sumer-focused evaluations has grown 
into a publishing empire. The Zagat 
guides to restaurants are now world-
wide in print and on the Internet.

BEATRIX POTTER

Leery of the cost of reproducing the illus-
trations, Frederick Warne passed on pub-
lishing The Tale of Peter Rabbit.  In 1901, 
Beatrix Potter self-published 250 copies.  
Warne changed his mind upon seeing the 
finished product, and in 1902, the book 
was published with color illustrations. It 
has sold more than 40 million copies.

JOHN SAXON

With a 16-year old student by his side at 
his dining room table, John Saxon wrote 
Algebra 1 in 1980.  Since that time, he has 
built the largest family-owned company 
that publishes books for math, phonics 
and spelling. Currently, the company’s 
annual sales exceed $75 million.  

ROBERT B. THOMAS

In 1792, Robert Thomas published The 
Old Farmers Almanac, selling 3,000 
copies. The second editions yielded 
sales of 9,000 copies. Today, year after 
year, millions of copies of the Almanac 
continue to sell.

MARK TWAIN

When Mark Twain became disenchant-
ed with his former publishers, he paid 
to have The Adventures of Huckleberry 
Finn published. He then invested his 
profits into developing one of the first 
working typewriters.
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