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WRITE YOUR BOOK 
 
We’ll start this discussion at the beginning of your finished manuscript, although you 

won’t commence your writing here. You’ll actually initiate your writing with the meat of your 
book, after you map it out, and worry about the details of the final publication later. But for 
now, let’s lay bare some of the mysterious secrets of manuscript writing. We’ll uncover how 
each segment of your book is generated, starting with the opening pages. 

 
DEDICATION 

 
Each book should commence with a dedication. Make it short and concise. Consider 

why you are writing your book and how you might advance your mission. Here are some 
examples:  

 
• I’d like to thank Mr. Trundle, my eighth grade English teacher, for always 

being there for me when I was first learning to write creatively. 
• I want to dedicate this book to my husband. Tom, thanks for being so 

supportive and for standing by me all these years.  
• I dedicate this book to the innumerable couples who are changing the way 

the world gets divorced® by discovering the advantages of being divorced 
collaboratively, both for themselves and for their children. 

 
TESTIMONIALS 

 
For the section on What Others Are Saying About This Book, should you decide to 

include it, ask clients. Ask collaborative professionals or other respected colleagues. And ask 
celebrities. You might want to send out as many as 30 requests, especially to the celebrities 
on your list. Clients and professionals will be flattered; I have a 90% success rate on those 
requests. Celebrities are more difficult, of course. You’ll have a much higher success rate if 
you choose a) celebrities with whom you share a connection, and b) celebrities who are 
actively promoting their profiles on-line. The latter are just as easy to reach as the former; 
they have posted their contact information on the Internet. You may end up negotiating with 
their assistants, but so much the better. You’ll get faster results. I certainly did! 

Send your requests with sample testimonials upon which the writers may model their 
own. (I’ve included sample requests in Appendix 7.)  
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A testimonial for your book should not be about how great its author (you) is; it 
should be about the content of the book. This is a good example: 
 

This book contains the most revolutionary and innovative 
thinking I’ve heard in ten years. If you are considering a divorce, 
you must read this book to understand the enormity of the 
choice of process you have to make. 

 
Consumer testimonials should be from people who are in your target audience, your 

clients, whether they were collaborative or conventional. Expert testimonials should be from 
people who are at the top of your field, again whether courtroom or collaborative. Obviously, 
the testimonial themselves should be tailored accordingly. 

Which celebrities you ask will depend on your contacts, on your preferences, and on 
which celebrities have an interest in your subject matter. Will you approach those to whom 
you are somehow connected and to whom you can get some kind of introduction? How about 
those who are in the media and who therefore have the public trust? Will you approach those 
who’ve been divorced collaboratively? Or will you approach those who’ve been through the 
court system and have suffered the adverse consequences of that choice? These are all 
possible choices; you may be able to think of more. 

If you decide to approach celebrities to whom you have no connection, or if you have 
no choice, then take a shotgun approach to 30 or so stars. Who are their managers or their 
booking agents? Who are their management companies? You may want to pay someone to 
research that information and to obtain contact emails and phone numbers for all 30 
celebrities’ booking agents. 

Once you identify from whom to request a testimonial, send a PDF of your book that 
is password protected: save it so that editing is not allowed. They should be able only to print 
and read and hand scribe on their hard copies, if they feel it necessary. 

When they agree, pin them to dates. Identify how you will get the feedback. Will you 
talk by phone? Will they return marked-up copies? Then make their jobs easy; write three 
testimonials for each of them and let them chooses the ones they prefer and make any 
changes that they feel are necessary to make their testimonials their own. 

Once they come in, choose the best three or four (for content and author identity) for 
the back of your book and include the rest inside it, in What Others Are Saying About This 
Book.  

Don’t be afraid to re-write any testimonial that is not written well enough; don’t be 
afraid to cut extraneous comments from those you want for the back of your book. (Your 
space there will be limited. You can include the entire testimonial inside, if you like.) Just 
remember to run any changes and anything you’ve rewritten by their authors before 
publishing them. 
 

FOREWORD 
 
The next component of your book will be the foreword. As an author, you should 
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consider who would be the right person to write the foreword for your manuscript. Again, 
consider your mission; what is the message that you and your manuscript convey? The secret 
here is to find the most famous or well-respected person you can who can support the vision 
for your book. If it’s a business book, then the top person in your profession may be the ideal 
person to write the foreword for it. Of course, you may want to consider asking an 
appropriate celebrity to write that foreword instead. I’ve done both. 

By the way, you will use the same technique for obtaining testimonials for the back of 
your book and for its introductory pages, e.g. What Others Are Saying about This Book (which, 
if you include it, comes before your foreword, by the way). 

Keep in mind that, among other things, your foreword is a marketing tool. The person 
who writes it will inevitably market the book to his contacts and followers. You will use his 
name to market the book to your perfect readers. Make sure that you provide him with at 
least one clean copy when it is published, along with your gracious and effusive thank-you 
note. 

Prepare a professionally-written synopsis of your manuscript to include in your 
request that he consider writing your foreword. (You’ll use this later to describe your book 
on the back cover and on Amazon.) It should appeal to his own goals and interests, which, if 
you’ve chosen wisely, should coordinate with your own. It should call out to him to write the 
foreword to this book, because it will add to his own credibility or champion a cause about 
which he cares. 

Always send a pre-publication copy of your manuscript to the person you’ve asked to 
write your foreword or to give you his testimonial. He should want to read your book before 
giving you that testimonial, or writing that foreword! If you’re concerned about protecting 
its contents, then save it as a PDF that can’t be edited and send that. And don’t send a rough 
draft of anything! You don’t want this person whom you respect highly enough to request 
that he write your foreword to think that you’ve written an unprofessional or sloppy book. 

If the person you’ve targeted responds that he would do it but is too busy, then write 
the foreword for him and offer it to him already written. (Be careful to research his 
background to ensure that you include all of the reasons why the public should admire him 
and respect his opinion. If he later removes these details, you may have to explain that the 
foreword is all about him, not about you. This happened to me. Luckily, my writer 
understood right away and reincorporated those details.) This way, you aren’t asking him to 
take the time to actually write it. If he agrees to put his name on what you’ve already written, 
all he has to do is give you the “okay.” But it’s more likely that he’ll then personalize it, adding 
those final details that you couldn’t possibly have known, despite your research into his 
background. 

Don’t panic if you don’t have anything worth sending him just yet. If you’ve stroked 
your target properly, he’ll wait. It’s perfectly acceptable to tell him that you’ll send him 
something in a week or two. I actually kept someone waiting for two months before I was 
able to send the book to him. (He was very patient. Thank you, Ron Ousky!) 

I’ve included a chapter here on how to write a foreword. See Write Your Foreword, 
infra. 

The next question, of course, is “How do I ask?” Some advisors recommend against 
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sending an email. They’ll suggest that you create a short video and send it in a direct tweet 
to the people you target. In it, you should: 

 
• State your name and what you do. 
• Be complimentary of how that person has made you better at whatever it 

is that you do. Thank him for that.  
• Respectfully request that he do you the honor of writing the foreword to 

your book, a book that, without his influence, you would never have 
written.  

• Thank him for considering your request.  
 
The video should take anywhere from 15 to 30 seconds. For the foreword, send it to 

the top three to five people in your industry. But send it to only one person at a time; after 
all, what would you do if more than one says “yes”? 

But I disagree. I have found emails and snail mail (depending on the person to whom 
I’m sending the request) to be perfectly acceptable and efficacious, as well as more efficient 
for me, personally. (I’ve included a sample request in Appendix 6. I sent that request to Judge 
Alex and it resulted in his agreement to provide the foreword to I Never Saw My Father 
Again.) 

 
INTRODUCTION 

 
Now comes your introduction. This is your opportunity to introduce your reader to 

your passion. Communicate why you have dedicated the time and energy to writing your 
book. It’s all about the emotion behind and the heart you put into what you do. It’s a 
marketing piece about you as a person, but also about your vision and your mission. Your 
introduction should encourage your reader to feel that you are a credible and influential 
person, honest and trustworthy, and that your mission is truly worthy.  

Explain to your reader why you love what you do. Enlighten him as to your drive to 
do what you do. If you don’t love what you do, then it will look as though you do it strictly for 
the money. Not terribly endearing.  

Explain why you are qualified to do what you do. However, although you must explain 
(notice I didn’t say “brag” or “boast” about) your credentials, you must also be humble. (This 
is a difficult but critical line to draw. Your editor may be able to help you, if you have difficulty 
with this.) 

You will mention the type of people you help and how what you do professionally 
helps them, legally, financially, and personally. Identify particular clients, if not (with 
permission) by name, then by a story of their circumstances and how you helped that person. 
Just be careful how you go about describing your clients because they are also probably your 
readers, and you don’t want to accidentally insult them. Also, remember you’ll be seeking 
testimonials from them. 

Conclude your introduction with your goal for the manuscript. Apprise your readers 
of your objective and enable them to buy into it. You will conclude your book with a call to 
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action, so set the stage for that now. 
Your introduction may be the only thing that someone peruses before deciding 

whether to buy your book. So, if that someone picks up your book or takes a quick look on 
Amazon and reads your intro, you want her to deduce that you are an authority, a reputable, 
kind-hearted person who has the credentials for writing your book, so that she is interested 
in listening to what you have to say. 
 

CONTENT 
 
Next, let’s talk about the actual substance of this manuscript. Most authors of business 

books start by developing a chapter map; they map out the entire book before they even 
commence the writing process. (Well, of course, you’ve already written all those blog posts 
that are becoming or will become chapters. For now, you’ll just include those in your map.) 
Ideally, you should have, not only the topics of each chapter defined, but also the subchapters 
to help you focus the content of each chapter and to prevent you from repeating yourself. 
This map will later become your table of contents, and you may well decide not to include 
the subchapters. But they will be useful in the writing process. 

There are shortcuts to content creation. As I’ve mentioned already, collect and 
organize all of your prior writings of any kind. This includes blogs, articles, letters to clients, 
summaries of interviews, emails, forms, and anything else that you may have written in the 
past that is or may be pertinent to the topics covered in your book. Discard anything that 
simply does not mesh. 

There are several other quick avenues to content creation to which I subscribe: 
 
• For those of us who present well, especially if you are not as comfortable 

with the writing process, record your presentations and the Q&A after.  
o Once you do, not only do you now have the raw material to create at 

least one video to post on YouTube and on your website (thereby 
bolstering your profile), but you can also send the audio to a 
transcription service. (Try www.fiverr.com; I’ve obtained wonderful 
product from them very inexpensively and the site is certainly user-
friendly.)  

o You can then (with a little help from an editor) turn the transcript into 
an e-book, and into at least one chapter in your physical book, 
depending on its length. 

o Additionally, questions from the audience and discussion with 
participants can serve to seed additional written chapters. 

• I have found that my collaborative divorces were wonderful catalysts for 
commentary, as well as a basis for raising issues for discussion and stories 
for retelling in my manuscript. 

• Ask Google to notify you of anything having to do with the topic that 
interests you. You will thus be apprised of anything in the news that relates 
to your subject matter, and you can explore that issue while it is current. If 
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you blog about it, you ensure its timeliness; but you can still include an 
extended discussion of it in your book. 

• Stories from your own life and your own practice, even those that were not 
collaborative, can serve as grist for your mill. Many experts advise against 
sharing your personal stories; I disagree. People respond to personal 
stories. Sensitize yourself to the issues that you take for granted; they may 
help you to connect the dots for your readers. 

  
I find writing fairly easy, but that wasn’t always the case. Initially, I had a difficult time 

and it was a slow slog through a muddy bog every time I took pen to paper. But, one day, I 
was driving home and I had a great idea for a chapter. I was afraid I would lose it before I 
could get back in front of a computer, so I picked up my cell phone (while I was stopped at a 
red light) and I started an email to myself to record the idea. Then I hit the microphone 
button on the keypad. When I started to tell myself the idea I had had, the phone was 
transcribing everything I had to say. It was too easy! I ended up actually dictating the draft 
of an entire chapter. 

I converse at approximately 190 words per minute. I soon discovered that, with 
pauses to think through the next paragraph, I could dictate 1000 words in my 12-minute 
drive home, assuming that I had a good idea of what I wanted the chapter to cover.  

So, of course, I recommend this method of writing your book. But you may find your 
own technique. 

In today’s market, your chapters should be 2,000 – 3,500 words long. (Although this 
one is longer, you’ll notice it has subparts.) You may be as brief as 1,000 words. If it’s a 
compelling human-interest story, it may be as long as 5,000 words. On the other hand, don’t 
shortchange your reader by cutting your story short in order to abide by a pre-conceived 
word count. In the end, a good editor can always help you shorten an overly long story if it is 
truly that, overly long. 

A good business book can range between 35,000 words and 70,000 words, depending 
on the style and the content. My first was two books because I had written too much (in my 
opinion) for one book. So, my first book, War or Peace, was 54,330 words, including the 
testimonials, the foreword, the table of contents, and the title page, all of the required but 
not substantial parts of the manuscript. It was also 168 pages (of substance) long, in a 6” x 
9” format, a standard layout for a business book. 

My second, I Never Saw My Father Again, was 63,219 words long, again, including 
what I think of as non-essentials. It was 220 pages, also in a 6” x 9” format. 

Thus far, we’ve only discussed the practical details of book writing. But there are 
many aspects to writing your manuscript that are intangible, if you will. Every book, for 
example, should both evince emotion and evoke that emotion in its readers. The words you 
choose can help you manifest those feelings. Identify the sentiments that you’d like your 
readers to feel, then ascertain all of the synonyms for that word that you are able and use 
them throughout your writing, as appropriate. 

If you are writing a motivational book, for example, pepper your manuscript with 
words and phrases like: motivation, exhilarating, gets my heart pumping, life-changing, dare, 
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inspiration, drive, challenge yourself, enthusiasm, spur, stimulate, dream big, etc.  
The words you elect to use will stimulate your readers to feel what you want them to 

feel. So, write in the words that either define the emotion or are the physical manifestations 
of that emotion, in order for your readers to feel it.  

Most books should have an emotion for every chapter. Business books are not exempt 
from this. Through the intentional choice of our words, we can inspire the reader to feel like 
students, in need of help, motivated, etc.  

We don’t want to write the types of books that people start but don’t finish. So, let’s 
give your readers reasons to keep reading. For example, in chapter two we can say, “. . . but I 
will get into this in more detail in chapter six so that you don’t ever make that type of mistake 
and lose out on potential clients.”  

Use hooks. Most people know that a hook in the intro and to start a book is good, but 
go a step further and use several more hooks as the reader progresses. Not many, but a few. 
After chapter six or seven, you may only need one more hook. If the reader has gotten that 
far, she is intent on reading the rest of it.  

Every business book needs a call to action. We discuss this with the reader ahead of 
time. Maybe it’s to go to your website, contact you via email, or to pass the book along. 
Whatever it is, it should be expressed powerfully.  

The best emotions with which to leave your reader are determination, awe, 
motivation, respect for your knowledge, and desire for your services.  

I personally don’t think an epilogue is needed in a non-fiction book. However, it’s a 
good place to sum up the gist of the book in approximately 2,000 words. It’s also a good place 
for your ultimate call to action. (You should have these sprinkled throughout the book.) 

 
ACKNOWLEDGEMENTS 

 
The acknowledgements section is where the author thanks those to whom he feels 

grateful for helping him to make the book possible. Some people put this early in the book; 
others close with it. 

You should also include an About the Author section, in which you describe who you 
are, and what makes you credible, relatable, and interesting. What are your credentials, your 
background, your qualities, and your hobbies? What about your family? 

You will also want to list any sources you used to write the book. If you cited statistics, 
quotes, or other authors to lend credibility to what you have said, include that information 
here, at the end, after the substance. 
 

RECOMMENDED READING 
 
Finally, you might want to include a section of Recommended Reading. You can reach 

out to authors whose books have helped you, thank them for their expertise, and apprise 
them that you have recommended their book in your own. This is another marketing tool. It 
is likely, when your book is published, that those authors, like the author of your foreword, 
will promote it to their circles of influence.  
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They might also write great reviews for your book if you send them copies and 
request that they consider doing that.  

Notice that, in Appendix 1, I have included my own recommended reading list for you. 
 

TITLE 
 
You never get a second chance to make a good first impression, and that holds true 

for the title of your book. It is a potential reader’s first glimpse into your book. Be original 
and creative. Consider using literary devices like puns, rhymes, or alliteration to give your 
title a pleasing sound. Tell the reader what the book is about, and, while short titles are 
recommended, don’t shy away from long titles and subtitles if you can’t do without.  

Consider an important object, character, or idea from your book, and start 
brainstorming. For example, the title of my book, I Never Saw My Father Again, is a line from 
a personal essay in the book in which I tell the story of my parents’ divorce, and not only 
does it capture the reader’s attention, but along with the subtitle, The Divorce Court Effect, it 
tells the reader exactly what the book is about. Once you’ve brainstormed at least three titles, 
have those you trust rate them to determine which is their favorite choice, and why. Ask for 
other ideas. 

I like to send out an email to my trusted advisors when it comes to titles (as well as 
covers). This small group survey (usually no more than 100 people with an interest in the 
topic of the book) gives me sufficient feedback to make an informed decision. 

 
FRONT COVER 

 
We shouldn’t judge a book by its cover, but when it comes to actual books, we do. A 

sloppy, boring, low quality, or non-professional design can result in negligible interest in 
your book. If you’re not in the position yet to hire a professional cover designer, you can still 
design a professional looking cover if you follow these tips.  

As you are writing your book, be on the lookout for colors, fonts, images, and patterns 
that resonate with the theme of your book. Look at the covers of books similar to yours to 
determine what you like and don’t like. Just as you brainstorm ideas for your book, compile 
these so that when you are ready to design your cover, you have a good idea of what you 
want it to look like, rather than facing an intimidating blank canvas. 

Like your title, your book cover should set the right tone for your book. If it is a serious 
book, use muted or neutral colors and sharp or blocky font. If it covers a more lighthearted 
subject, use brighter colors, cartoon images, and loopy lettering.  

If you are using an image, it should tell a story and give insight as to the subject of the 
book. You also want to make sure that you use quality images, like those from 
www.istockphoto.com. Use software like Picasa, Apple Photos, or Fotor to edit your images 
so that you don’t destroy their quality. Images for book covers should be at least 1,700 pixels 
wide, but an image that wraps around the entire cover should be even larger. You can always 
reduce size and quality, but increasing size is impossible without decreasing quality. 

Consider including short testimonials on your cover to add credibility.  
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Finally, keep it simple. Ensure that your title and name are large enough to get the 
attention that they deserve. Identify the author of your foreword. Proofread your cover. 
There’s no easier way to lose readers than with sloppy grammar and spelling errors on it.  

 
BACK COVER 

 
What goes on the back of your book? This is where you, again, use the professional 

description of your book, extolling its virtues and explaining why anyone picking it up should 
read it. (This will also go on Amazon in the description section.) This is also where you put 
the three or four of your best testimonials, along with the givers’ credentials. Here is where 
you share that you have new insights or a new approach to the subject matter. 

It’s always fun to include four or five questions on the back that invite the peruser to 
“Turn to page ***” to find the answer to the query. Ensure that the page to which they turn 
is perceptive and intriguing, a page-turner. If you keep them inside the book for any length 
of time, they may well buy it. 
 

ISBN 
 
Your book will not be available for bookstores, libraries, or just about anywhere else 

without an ISBN number. If you want your book in multiple places – e-book, Amazon, and 
Barnes and Noble – you’ll need more than one ISBN number.  

Bowker.com is the only place to get ISBN numbers. You can buy one for $125, but it is 
far more cost-effective to pay for the next smallest package, ten ISBN numbers for $250. They 
can take up to three weeks to actually get to you so keep that in mind, as well. Here’s the link 
where you can obtain them: https://www.myidentifiers.com/get-your-isbn-now. 

 
COPYRIGHT 

 
Copyrighting your book is important because it prevents others from simply copying 

your book and then selling it without your permission. Registering your copyright gives 
others notice of your claim to the copyright. Registration creates constructive notice that 
allows you to assert your copyright against anyone from the date of registration forward, 
regardless of whether they had prior knowledge of your book.  

Registering your copyright is relatively easy and inexpensive, especially considering 
the intellectual property protection that it provides to you. Go to copyright.gov to register 
your book. There is an on-line portal to register copyrights for written works. Simply 
complete the form and pay the fee, and your copyright will be registered. 
 

FORMAT 
 
When submitting your book to a publisher, find out what format they recommend, 

and follow it. Avoid using fancy fonts, oddly-sized font, colors, unusual margins, and strange 
illustrations. Adapt your manuscript based on each publisher’s requirements, although they 
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should be fairly similar. The following are generally accepted guidelines for manuscripts, but 
these may change somewhat, based on the size you ultimately choose for your book: 

 
 Font should be black, 12 points, Times New Roman, Cambria, or Courier 

New. 
 Margins should be one-inch on all four sides. 
 Indentations should be a half-inch for the first line of each paragraph. 
 Double space the document. 
 Align the document to the left. 
 Begin numbering pages when the substance begins, not on the title page. 
 Include your last name, your title, and the page number in the page header 

of every page except for the title page. Align the header to the right, and do 
not include it on your title page. 

 Begin chapters on new pages, preferably on the right side of the book. 
Center the chapter title about a third down the page. Skip a couple of spaces 
and begin the text of the chapter. 

 Use italics to stress words, rather than underlining or bold. 
 Use a single character space only, not two spaces, between sentences.  
 On your title page, include the following: 

o Your contact information, aligned left and single spaced, near the top;  
o Include your word count at the top of the right side of the title page; 
o Approximately halfway down the page, centered, enter the full 

manuscript title in all caps or mixed caps; 
o On the next double-spaced line, type “by” or “a novel by” or “a story by”; 

and 
o On the next double-spaced line, add your name. 

 
PUBLISH 

 
Obviously, this is an abbreviated rendition of everything that the would-be author 

should consider when setting out to birth a book. But appreciate that you, too, can write a 
book. For many, many years, my mother swore up and down that I would write a book. My 
consistent rejoinder was “I don’t have a book in me.” Little did I know how easy it is to 
produce a book. Or, at least, how not-as-hard-as-I-thought-it-would-be it is. I’ve now written, 
counting this one, five books in just two years. When you have something to say, and you’ve 
discovered the habit of recording your thoughts and opinions in writing, it becomes easy to 
write a book.  

And, as the old joke goes, “How do you eat an elephant?”  
“One bite at a time.” 
Generally speaking, there are three types of publishers; traditional, hybrid, and self. 

Few authors will be picked up by a trade publishing house, and, even then, most books lose 
money rather than making it. Hybrid publishers' services fall somewhere between self-
publishing and a traditional publisher. Hybrid publishers differ greatly in their terms, but 



JORYN JENKINS 

217 

they generally offer authors some level of in-house editorial expertise and distribution 
support, in exchange for a fee and a share in the profits from sales. As for self-publishing, 
these days it’s a breeze. 

If you are reading this, you’re not publishing a book to make money from it anyway; 
you’re publishing to accomplish your mission, i.e. to change the way the world gets divorced, 
and your book will both add to your credibility and provide you with an impressive business 
card. So, my advice is to self-publish, or to go with a small hybrid publishing house like Open 
Palm Press. 


