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NPR’s Talk of the Nation wants 
experts on hot news topics 
National radio show is heard by 2 million listeners each week

How a bookstore failure
became a $144,000/year
autopilot moneymaker

Author, publisher and handwriting analyst Bart
Baggett hates bookstores. In fact, he would rather give
away a copy of his lowest priced book for free (in digital
format) than have you walk into a store and buy a copy
of it at full price. The reason is simple: Baggett says sell-
ing books in bookstores is a quick road to poverty for all
but the most popular authors. It’s a lesson he learned
the hard way.

Back in 1993, before Baggett overhauled the way he
markets his books and products, he was like most
authors — traveling from bookstore to bookstore
appearing at signings and selling a few books here and
there. One “successful” signing in St. Louis resulted in
standing room only crowd, but only 20 books sold that
generated a check from the distributor for about $120.
Although he was already appearing on top radio shows,
Baggett realized it would be tough to get rich selling his
books the traditional way, so

— continued on page 11

When Attorney General John Ashcroft was going
through the confirmation process, NPR’s Talk of the
Nation devoted four days to the topic. When
campaign finance reform took center stage, the show
spent an hour on the subject. The California energy
crisis, affirmative action, the Clinton pardons, lay-offs
and President Bush’s environmental policies have also
all been covered. In short, if the nation is talking
about it, it’s likely the producers of Talk of the Nation
will be looking for an expert to join in the discussion.

Guests must be well-informed
Unlike other talk shows that cover the day’s news,

Talk of the Nation isn’t as concerned with stirring up
controversy as with presenting well reasoned,
thoughtful discussions. Producer Greg Allen says the
show avoids guests with a “shoot-from-the-hip-style.”

Instead, Allen says, “we
like to have people who
have a basis for their
opinions and for the
information they’re
passing along.”

The goal is to produce “an informed national
discussion” on whatever it is Americans are talking
about at the moment. “You tend to get a higher level
of discussion from NPR than you might get from some
commercial shows,” he says.

Some examples of authors who recently appeared
on the show include Daniel Robb, author of Crossing
the Water: Eighteen Months on an Island Working with
Troubled Boysand Stephen Early, author of Life
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Without Father: Compelling New Evidence that
Fatherhood and Marriage are Indispensable for the Good of
Children and Society, who discussed changing American
demographics as revealed by the most recent census.
Chip Berlet, author of Right Wing Populism in America,
and Ron Kessler, author of Others Unknown: Timothy
McVeigh and the Oklahoma Bombing Conspiracy, were
booked to discuss militias and the anti-government
movement.

Straight author interviews are rare
Allen says Talk of the Nation will rarely do a

straight author interview unless “the book is a news
story in itself.” An example of such a book would be
Bill Clinton’s memoirs, even though it has yet to be
published.

It’s much more common for authors to be part of a
panel discussion, and you’ll probably have a much
better chance at scoring airtime if you can take your
book and tie it into a timely topic. “Sometimes a book
can suggest a show, and we use a lot of authors as
guests, but typically we focus on the topic [rather than
the book],” Allen says.

Self-help, novels and self-published 
authors will find it tough

In general, you won’t hear too many self-help
authors on the show. An exception might be if the
topic of your expertise is part of a larger trend — the
use of food supplements, for example. Similarly,
novelists would probably be better served looking
elsewhere, and Allen is frank in saying that producers
rarely, if ever, consider self-published authors. 

On Fridays, Talk of the Nation devotes an entire
show to science topics. During Science Fridays,
technical topics are discussed in a conversational way.
There is a separate producer for these shows. Contact
information is below.

Pitching tips for Talk of the Nation
• Pitch guests who are knowledgeable about hot topics

in the news.

• Talk of the Nation, like the rest of the programming
on NPR, tends to strive for a higher standard of
discussion than you might find on many commercial
stations. Producers are looking for the best and
brightest. 

• The show tries to avoid guests with a “shoot-from-the-
hip” style. Instead, they want experts with well-
informed and carefully considered opinions.

• It’s best to tie the topic of your book into an issue the
country is talking about, rather than trying to design a
show around your book.
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Talk of the Nation... continued from page 1

• It would be rare for the show to feature self-help
authors or novelists.

• The show is not looking for self-published authors.

• Science Fridays is produced out of a separate location
in New York. The senior producer is Karin Vergoth,
but she is away from the show for the next month or
so. For the time being, address pitches to Producer,
Science Fridays, c/o WNYC Radio, 1 Centre St., 27th
Fl., NYC 10007.

Contact info for Talk of the Nation
You can send material either to Greg Allen, who

oversees production of the entire show, or to
individual producers Setsuko Sato or Ellen Silva.
Email is the best way to make initial contact. The
formula for email addresses is
firstinitiallastname@npr.org, so Allen’s address would
be gallen@npr.org.

Talk of the Nation, 635 Massachusetts Ave. 
NW, Washington, DC 20001; 202-513-2000;
www.npr.org. !
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Radio/TV news
" Human-interest topics, political commentary and
lifestyle issues are what’s featured on The Mike
Gallagher Show, syndicated in 210 markets
nationwide. The call-in program airs live each
weekday, 9 a.m.-noon Eastern, and is repeated via tape
in some cities. Executive producer Ron Mitchell looks
for interesting, outspoken guests who can comment on
everything from government to parenting, consumer
issues to sports controversies, and from everyday life to
the highly unusual. No more than two guests are used
per week. Published experts are often used, but the
show is not seeking self-help gurus. Among the authors
recently interviewed were Randy Weaver (discussing
the siege at Ruby Ridge), Barry Clausen (eco-
terrorism), retired L.A. police detective Mark Fuhrman
(serial killers and the Robert Blake case) and Debbie
Schlussel (trouble-making sports stars). Mostly phoners
are used, although in-studio interviews may be
arranged for guests in the New York metro area. For
consideration, contact Mitchell via email (highly
preferred and most effective) or by phone or fax. Mail
your media packets and appropriate books to his
attention. Ron Mitchell, The Mike Gallagher Show,
350 Fifth Ave., Suite 1818, NYC 10118; 212-629-
4115; fax: 212-629-0398; rmitchell@mikeonline.com;
www.mikeonline.com.

" Life-improvement topics have the best chance of
getting on It’s All About Life, syndicated in more
than 30 major U.S. markets each Saturday. Host
Danielle Lin interviews authors, medical professionals,
nutritionists, scientists, spiritual people and other
knowledgeable experts whose research and advice can
help the show’s millions of listeners. Lin has covered
everything from nutrition and health topics (including
natural lifestyle, natural foods and alternative
medicine) to politics, fitness, finance, aging, family
life, world population, the environment and anything
related to enhancing livelihood and the quality of
physical, mental, emotional and spiritual well-being.
She prefers guests with on-air experience, often with
best-selling or acclaimed books, and with serious
scientific information to share. Both phoners and in-
studio interviews (produced in the Salt Lake City
area) are used. For guest consideration, mail your
media packet and book, including bio and information
on topic of expertise. No phone calls, faxes or email
pitches, please. It’s All About Life, 2344 E. Murray
Holladay Rd., Holladay, UT 84117;
www.daniellelin.com.

" Gay and lesbian issues are featured on This Way
Out: The International Lesbian and Gay Radio
Magazine. Hosted by Greg Gordon and Lucia
Chappelle, the 30-minute syndicated show airs weekly
at different times internationally via various satellite
systems on more than 125 stations. It is also broadcast
by Costa Rica-based global short-wave radio station

Radio For Peace International (RFPI), heard online
exclusively on PlanetOut, and is also distributed on
audiocassette to stations and subscribers. Gordon and
Chappelle interview guests whose topics are of
exclusive interest to gays and lesbians, bisexuals and
other sexual minorities. Please know that the show is
not seeking generic topics for the entire population.
Guests are scheduled only if their topic holds meaning
for the target audience, and involves G.O.B.T. news
and culture. Many authors are interviewed, including
those with works of fiction. All interviews are done on
location in most major U.S. markets and in-studio
(Los Angeles). No phoners. Gordon, who also serves
as coordinating producer, explains that an
international network of volunteers helps book the
guests. Therefore, the very best way to be considered
for an interview is to forward an email regarding your
topic. No calls, please. Prospective guests are
contacted before being asked to forward any additional
information, media materials or books. This Way Out,
PO Box 38327, Los Angeles, CA 90038;
tworadio@aol.com; www.planetout.com/radio.

" Social justice, human rights and world peace are
the issues explored on Voices of Our World. The
syndicated program, hosted by Eileen Bott, is webcast
worldwide and airs at various times on 74 stations
across the United States. Producer Kathy Golden
books informative guests who can offer advice, a
compelling perspective, or a personal story pertaining
to social-justice topics and related timely issues in the
national or international news. Many published
authors and other outspoken experts are interviewed.
Mostly taped phoners are used. Taped in-studio
interviews are also scheduled when the guest is in the
area, and taped remotes can also be arranged. Contact
Holden with an email first. She is also available by fax
or phone. Mail your media packets and books to her
attention. Kathy Golden, Maryknoll World
Productions, PO Box 308, Maryknoll, NY 10545; 914-
941-7590; fax: 914-762-6567; kgolden@maryknoll.org;
www.maryknoll.org.

" Politics, policy-issue debates and other timely
cultural and national stories are what’s presented on
Dateline: Washington, an hour-long program
syndicated in 30 key markets nationwide via Radio
America (and also webcast). Host Greg Corombos
books politicians and political experts, journalists,
policy experts and published authors who can
comment on topical issues that are political in nature.
Both live and taped interviews, almost always phoners,
are used. Pitch to Corombos by phone, fax, email or
mail. He advises: “If your topic deals directly with
national politics, current affairs or public policy, send
it our way. If not, save the postage.” Greg Corombos,
Dateline: Washington, 1030 15th St. NW, Suite 1040,
Washington, DC 20005;

— continued on page 10
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Amtrak’s Arrive wants a variety of books
Arrive, the onboard mag for Amtrak travelers in

the Northeast corridor is read by two million riders.
Arrive’s “This Just In” feature mentions new books
and, according to publisher Risë Birnbaum, a wide
variety of titles are fair game. Everything from self-help
to business and fiction might merit a mention. A
recent issue featured Married for Better, Not Worse: The
Fourteen Secrets to a Happy Marriage; Taxi Driver: The
Making of the Martin Scorcese Classic; and the novel
Miss Julia Takes Over.

Other sections of the mag that a publicist might
find pitch-worthy are: “Power Trip” (focusing on gadg-
ets and gizmos); “Net Newbies” (cool Web sites);
“Now Arriving” (first-person essay on a destination in
the Northeast); “Body and Soul” (traditional and alter-
native health topics); “Home and Office” (new trends
and products for those locations); and “Inside Track”
(a Q&A with an interesting person). 

Birnbaum is eager to have more celebrities on the
cover. They need not have a Northeast connection to
be considered. You can access the mag’s Web site by
visiting www.zpr.com and clicking on the Arrive icon.

Books should be sent to Kara Baskin, Associate
Editor, c/o Z Comm, 1600 Wilson Blvd., Suite 210,
Arlington, VA 22209; 703-358-0012. Editor John
Bowen can be emailed at jon@zpr.com.

Time, Inc. debuts new Business2.0
Time Inc. has incorporated elements of eCompany

Now into the new 550,000-circ version of Business2.0
that debuted in August. The retooled monthly con-
sumer business mag will cover everything from the
impact of the Internet on business to the most valu-
able lessons from groundbreaking companies.
Business2.0 will do stories on what’s working in man-
agement, business technology, marketing, and research
and development. Books will show up in the back-of-
the-book “Self Serve” section edited by Senior Editor
Rita Cruz, and should be sent to her attention. In
addition to covering books, the section will contain
useful information on investing and personal technolo-
gy. The debut issue of the mag contained a chat with
British author Simon Winchester, who wrote The
Professor and the Madman, the story of the making of
the Oxford English Dictionary, and more recently The
Map That Changed the World.

Pitches can be emailed to pitches@business2.com.
Publicists may call the mag’s main number to request a
specific press contact. 

Business2.0, One California St., 29th Fl., San
Francisco, CA 94111; 415-293-4800;
www.business2.com.

Chile Pepper hot on cookbooks
David Gibson, editor of the 14-year-old bimonthly

Chile Pepper mag, enjoys peppering his pub with
cookbooks. In each issue of the 150,000-circ mag,
which tripled its circ in the past year and a half, he’ll
have two reviews. Also, if he hears about an interest-

Print news
ing book at least four months in advance, he might do
a feature story on it.

The mag’s readers are, of course, aficionados of
everything spicy, and are also interested in ethnic and
regional cuisines. Gibson looks for cookbooks that are
strong primers, and he will single out a recipe to go
with the review. In a recent issue he featured How to
Read a French Fry, a book that explains the science
behind cooking, and the more traditional Summer in

Santa Fe. He’s even reviewed a novel, Secrets of the Tsil
Cafe, that had some recipes. Finished books are fine
and an author bio is appreciated.

Chile Pepper, Avenue Communications, 1701
River Run, Suite 702, Fort Worth, TX 76107; 817-
877-1048; fax: 817-877-8870; www.chilepepper.com;
editor@chilepepper.com.

" Social justice from a Jewish perspective is the
focus of SocialAction.com. The site has 20,000 user
sessions per month and frequently reviews books.
Readers include activists, educators, rabbis and
volunteers. Sought are books on contemporary
political issues, children’s books about social
responsibility — including fiction — and Jewish and
other religious social-justice books. A short sampling
of books recently reviewed includes Judaism and
Vegetarianism, A Feminist Ethic of Risk, A Spirituality
Named Compassion, The Kid’s Guide to Social Action
and The Debt: What America Owes to Blacks. Send
books three months before publication, along with a
press release, to Rabbi Sue Fendrick, Social Action,
PO Box 9129/90 Oak St., 4th Fl., Newton Upper Falls,

— continued on page 10
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Web news
Boston Book Review wants a variety of titles

The Boston Book Review at
www.bostonbookreview.org reviews books in a wide
variety of categories, including fiction, poetry, history,
politics, philosophy, religion, science and humanities,
mystery, art and children’s.

The Web site and companion print pub offer in-
depth reviews, award-winner lists, bestseller lists and
author interviews.

Publishers and authors are encouraged to send
books for review to Kiril Stefan Alexandrov and
Editors at The Boston Book Review, 331 Harvard St.,
Suite 17, Cambridge, MA 02139; 617-497-0344; 
BBR-info@bostonbookreview.org. NOTE: Please send
finished review copies, not galleys.

Award-winning review site 
in search of literary titles

Rain Taxi at www.raintaxi.com is a quarterly
online publication featuring reviews of literary fiction,
poetry and nonfiction.

Available in print as well as online, Rain Taxi was
the winner of the 2000 Alternative Press Award for
Best Arts and Literature Coverage. In addition to
reviews, the site offers essays and author interviews
and access to back issues.

Send review copies and any relevant press
information to Rain Taxi, PO Box 3840, Minneapolis,
MN 55403; raintaxi@bitstream.net.

" Reach independent booksellers and their
customers with a listing in the Publink directory. The
site, at www.publink.net, allows publishers and
authors to add book information and promotional
material to databases that are used by independent
booksellers and their customers. Authors also have the
opportunity to add a portrait and bio information. The
service is free. Authors should email name, publisher
name, contact person, phone number and ISBN to
jamie@publink.net; 14 W. Winter St., Delaware, OH
43015; 740-363-7403; fax: 740-363-3574.

" www.bookideas.com is a Web site that reviews
books in the categories of biographies and memoirs,
history, nonfiction, business and investing, religion,
science and nature, cookbooks, computers and sports,
among others. Douglas J. Malcolm is the site owner
and one of several reviewers. Books are sold in
association with Amazon.com. To have a book
considered for review, authors should fill out the
Review Copy Availability form available online. You
can also email doug@bookideas.com. 

" A wide variety of titles are carried by A1Books at
www.a1books.com. The online store, in business since
1995, carries a large selection of sports-related titles
and university textbooks, as well as thousands of
general-interest titles (in total, 700,000 titles are
available). In addition to online ordering, the site also
features many book reviews. Authors or publishers who
wish to add a title or review to the site should contact
author@a1books.com or A1 Books.com, 11 Stewart
Pl., Fairfield, NJ 07004.

" If you want to reach readers in the UK, 
check out The Richmond Review at
www.richmondreview.co.uk. Established in 1995, the
site was the UK’s first online literary magazine. The
Web site features reviews, features, a library and a
What’s New section, and sells in association with
Amazon.co.uk and Barnesandnoble.com. The site’s
reviewers are from all parts of the world, with many of
them working in the publishing industry. Review
copies can be sent to Sara Rance, Review Editor, The
Richmond Review at High Stakes, 21 Great Ormond
St., London WC1N 3JB;
editor@richmondreview.co.uk.

" How-to titles are the specialty at
www.advantagebooks.com. The independent online
bookstore carries many titles on subjects such as
cooking, arts and crafts, health, self-improvement,
humor, hobbies, gaming, health and legal issues, as
well as a special focus on money-making opportunities
and small-business titles. Send inquiries to
info@advantagebooks.com or Advantage Books, 1623
Military Rd., PMB 209, Niagara Falls, NY 14304; fax:
905-940-4538.  !
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Retail price of your
book: $20

10% royalty

$2 $5 $20

$20
- $12 (60% distributor
cut)
- $3 (cost of produc-
tion)

$20
No distributor costs
No printing costs

Author selling via
bookstores

Your profit

Self-publisher selling
via bookstres

Digital publisher selling
online

Initial profit $20 book
- $15 (costs of distribution 

and production)

= $ 5 profit per book

None Assume 5% of previous customers purchase
additional products

$20 book
- $3 (cost of production)

= $17 profit per book

Self-publisher selling via
bookstores

Follow-up sales

$0 $500 (.05 x $500) = $25 averageAverage value of addi-
tional sales

$5 $42Gross Profit 
per customer

Self-publisher selling direct (Note: Figures
here are an example. Your results will vary
based on your sales pitch, price of additional
products and the quality of your mailing list.)

Profit Builder Method #1: Go direct with digital delivery

Profit Builder Method #2: Sell direct and offer multiple products to your customers

he started looking for alternatives. His solution was to
shift to direct-response marketing — developing rela-
tionships with, and selling directly to, the end users of
his products; resulting in profits few independent pub-
lishers ever get to enjoy.

His strategy has four components: 1) Forget book-
stores and sell to the customer directly; 2) Develop a
relationship with your customers so that they like you,
trust you, and buy from you not just once, but over
and over; 3) Offer a series of products that escalate in
price; 4) Convert as many of your books into digital
products, which can be instantly downloadable from
your web site after purchase, as quickly as you can.

Capturing contact information is key
Instead of concentrating on getting customers into

stores, Baggett focuses his publicity efforts on ‘lead gen-
eration:’ getting their names, addresses and email
addresses. As we mentioned earlier, he’ll even go so far
as to give away a copy of one of his books for free just to
get that information. The reason is because he doesn’t
want to sell you just one product ($12) — he wants to

sell you everything he’s got ($1,200). He knows that
once he has your contact information, he can develop a
relationship with you through email newsletters and
other forms of contact and turn you into a repeat cus-
tomer. And, because you’re buying directly from him,
he’s going to keep all the profits — no cut for book-
stores, no cut for distributors and no waiting for minis-
cule royalty checks from publishers. (He now gets a 97%
profit margin on most online sales.)

The reason this is so successful is because you’re
going to have much greater success selling to people
who’ve bought from you in the past and been satisfied
with your products, than you are if you constantly have
to market to new customers. Here’s an example: As a
result of one appearance on the Howard Stern Show,
Baggett sold 300 tape sets at $80 each ($24,000). Each
outgoing package included a sales letter promoting his
other books and products. He followed that up with
another sales letter two weeks later, and another two
weeks after that. That effort resulted in $12,000 in addi-
tional sales. If those 300 people had bought his product
in a store, Baggett would have no idea who they are,

— continued on next page

Baggett ...continued from page 1
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Baggett ...continued from previous page

and would lose the extra $12,000.
If those same customers had gone to a bookstore,

they would have expected to buy a traditional $20
“book,” not the $80 program. That is another loss of
$18,000. $60 loss x 300 customers = $18,000 loss of rev-
enue. Baggett swears it is just as easy to sell an $80 pro-
gram as a $20 book. 

At the core of Baggett’s new online strategy is a
Web site designed for selling, free special reports, and
an email newsletter that he says typically generates $1
in revenue every month per subscriber. With a mailing
list of 12,000 people, this one Web site is pulling in,
on average, $12,000 per month. And perhaps the most
amazing thing is that he only spends about five hours
each week on the business. Here are the details behind
Baggett’s “Online Sales Machine” strategy:

" Forget bookstores. When customers buy your books
in a bookstore, you have zero opportunity to capture any
information about them. This means you lose the
opportunity to sell them one of your higher-priced prod-
ucts (like a video or audiotape series), and no way to
reach them when you create new products. When they
buy from you directly, they can become a customer for
life. Baggett feels that every customer who buys a prod-
uct from him could ultimately be worth $1,200 (the
sum total if they bought his entire “collection”). Of
course, not everyone will wind up spending that much,
but customers who picked up his book in bookstores are
worth, at most, the cost of that one product minus all
the overhead.

" Drive people to your mailing list, not the bookstore.
Forget sending people to retail outlets to buy your book.
Instead, give out your Web site address and encourage
them to sign up for your free email newsletter. In the
long run it’s going to be much more profitable to you to
possess contact information than sell one book through
a bookstore. Plus, when people visit your site to sign up
for the newsletter, you’ll have the opportunity to sell
them your books and products directly. 

" Go digital. Although Baggett still sells traditional
offline products like books and tapes, some of the best
profits come from products downloadable from his
Web site because there’s no cost of goods sold whatso-
ever. Because there are no printing costs, a digital pub-
lisher keeps everything but the small percentage that
your credit card merchant account charges (3%) —
customers either print it out themselves or read it
online. Another plus is that you can enroll thousands
of other Web sites to sell your books for you as part of
your affiliate program.

" Repackage your information for higher profit.
Baggett says most authors don’t realize that they’re in
the business of selling information — which doesn’t
necessarily have to be limited to book form. You could
also offer audio and video tapes, ebooks, high-price
manuals, seminars and personal consulting. This doesn’t
necessarily have to be in book form. What you’re doing

when you make a sale is convincing the customer that
the information you’re going to give them is important.
Once you’ve established that you’re offering something
of value, it only makes sense to deliver it in a format
that brings you the most money. While most people
would balk at paying $75 for a book, they’d be much
more willing to spend $75 for an audio course.

" Have a series of products. The key to selling to cus-
tomers over and over again is having a variety of prod-
ucts at escalating price points. For example, Baggett’s
introductory product is a set of handwriting analysis
flash cards for $15.95. The prices for other products
increase until you reach the Deluxe Handwriting
Course for $947. In between are products ranging in
price from $25 to over $400. The goal is to get cus-
tomers “in the system” and continually upsell them on
higher-priced products. Marketing guru Dan Kennedy
has an expression that sums up this strategy: “What’s
next?” You should always be asking, “What’s the next
product I can sell to this customer?”

" Test your pitch. There’s no use spending energy get-
ting people to your site if you’re not converting them
into either customers or prospects. Baggett says your
Web site should have a conversion rate (the percentage
of people who visit the site who wind up buying some-
thing) of at least 2%. The percentage of visitors who
sign up for your free email newsletter should be 10%. If
you’re falling below those rates, change your pitch.
Something quick and easy to do is to use pop ups —
secondary browser windows that appear when someone
visits your site. These can contain a short message about
a free offer that encourages people to supply an email
address. Baggett has found that including pop ups
increases response rate by about 30%.

" Use free publicity and affiliate programs to sell your
books . Enroll other Web sites into selling your books
by offering them a generous referral fee. While
Amazon.com pays a whopping 5%, Baggett pays up to
50% to those who send customers to his Web site. In
addition to this, Baggett has appeared on over 1,300
radio and TV shows promoting his products. These days
he typically plugs his Web site on-air rather than his
book in order to collect email addresses.

Baggett is now offering consulting and Web site
development services for authors who want to
increase their profits by designing and implementing
"autopilot" Web sites following the model described
in the above article.  For more info, go to
http://www.freepublicity.com/bart.htm

Also at that Web address, Baggett will trade you
your email address for free admission to his online 
seminars for publishers, authors and speakers. !


