
AUTHOR’S
QUICK GUIDE

to organizing your non-fiction 
book

Kristen Eckstein

Discover! Books
High Point, NC



©2013 Kristen Eckstein

All rights reserved. No portion of this book may be used without sole permission of the 
copyright holder except in use of a review.

Published by Discover! Books
an imprint of Imagine! Books

An enterprise of Imagine! Studios, LLC

ArtsImagine.com

Some of the links (excluding any and all links to Amazon.com) in this e-book may be 
“affiliate links.” This means if you click on the link and purchase the item, I may receive 

an affiliate commission. Please understand I only recommend products or services I use 
personally and believe will add value to my readers. I am disclosing this in accordance 

with the Federal Trade Commission’s 16 CFR, Part 255: “Guides Concerning the Use of 
Endorsements and Testimonials.”

Find Kristen online at UltimateBookCoach.com

http://ArtsImagine.com
http://ArtsImagine.com
http://UltimateBookCoach.com
http://UltimateBookCoach.com


Table of Contents

WHO IS THIS CHICK? 4

INTRODUCTION: What do I put where? 5

WAIT! Because you rock! 6

PART 1: Front Matter 7

THE FIRST FEW 9

COPYRIGHT 14

ATTRIBUTING OTHERS 17

TABLE OF CONTENTS 21

FOREWORD, PREFACE, OR INTRODUCTION? 25

PART 2: Body 27

WRITE! 28

PART 3: Back Matter 30

APPENDICES 31

ALL ABOUT YOU 40

THANK YOU! 43

ABOUT THE AUTHOR 45



WHO IS THIS CHICK?
Toot My Own Horn Alert!
I am a highly sought-after publishing authority, two time best-selling author and award 
winning international speaker who has started over 50 publishing companies and 
published over 160 books and e-books. I’m the founder of the “I am Published!” Ghost 
Publishing program, the Self-Publish On Demand training program, and the “21 Ways” 
and Author’s Quick Guide book series.

You can read my full bio and find out what my favorite book series of all time is in the 
About the Author section at the end of this e-book.

Now, you snatched up this e-book to learn how to organize your non-fiction book, 
so let’s go!

http://iampublished.com
http://iampublished.com
http://selfpublishondemand.com
http://selfpublishondemand.com
http://21waysbooks.com/
http://21waysbooks.com/
http://ultimatebookcoach.com/authors-quick-guide
http://ultimatebookcoach.com/authors-quick-guide


INTRODUCTION: What do I put where?
It seems almost every non-fiction book is different. Some have testimonials, some have 
a Preface, some have a Foreword that’s misspelled as “Forward,” an some are even 
missing a proper copyright page. One of the key ingredients to set apart a “self-
published”-looking book from a self-published book that gives the author credibility and 
expert status is how the content is organized.

So how can you make sure your book is properly organized and looks professional, 
other than correctly spelling “Foreword?”

In this Author’s Quick Guide e-book you’ll learn:

• Exactly what should go where in your entire book
• The difference between Front Matter, Back Matter, and how to use both to increase 

your credibility
• How to organize your book’s Table of Contents to meet your audience’s 

expectations

By the end of this Author’s Quick Guide, you’ll have everything you need to organize 
your next book so you can quickly get it written and released to the world!

Tap here to see all the books in the Author’s Quick Guide series.

http://ultimatebookcoach.com/authors-quick-guide-to/
http://ultimatebookcoach.com/authors-quick-guide-to/


WAIT! Because you rock!
So you want to write a non-fiction book...

Do you know your goals for your book? Your goals will clarify what you write, 
how you write, and more importantly, how you get published.

Now you can take this quick survey to clarify your writing goals, and get a PDF copy of 
my book, 21 Ways to Write & Publish Your Non-Fiction Book absolutely FREE!

This book is a common sense, easy-to-read guide on both writing and publishing your 
book. Heralded as “brilliant” and “no fluff,” this short read is chock full of how-to steps to 
get that book out of your head and into print!

Tap here to take the survey and get your free book today!

Or visit: JumpstartMyBook.com

http://www.amazon.com/Ways-Write-Publish-Your-Non-Fiction/dp/0976791374
http://www.amazon.com/Ways-Write-Publish-Your-Non-Fiction/dp/0976791374
http://JumpstartMyBook.com
http://JumpstartMyBook.com
http://JumpstartMyBook.com
http://JumpstartMyBook.com


PART 1: Front Matter

When you first flip open a non-fiction book, your eyes will pass over several pages. 
Some are mostly blank while others are filled with text. Keep flipping past these pages 
and you’ll see the first chapter. The entire section preceding the first chapter of your 
book is called the “front matter.”

There are only a few guidelines for what should appear where in a non-fiction book, 
such as the copyright page is always printed on the back side of the title page, new 
section pages always begin on the right-hand side, and if a book contains a Foreword or 
Preface, it should contain one or the other—not both. 



These are industry-specific guidelines most traditional publishers adhere to. By 
following these guidelines yourself, your book will appear more professional and have a 
better chance of competing with similar books in your niche.



THE FIRST FEW
The pages that typically appear before your book’s copyright page are what we in the 
industry call “Praise for” pages, and the half title and title pages. Here is a detailed 
explanation of each type of page and what should appear on it:

“Praise for” Pages
When you begin writing your book, think of people in your niche who know, like, and 
trust you and would gladly give you a testimonial (also called an endorsement) for your 
content. Make a list of each person you want to contact, and when your book nears 
completion ask them if they’d be willing to give you a book review or short endorsement. 

Keep track of the people you ask and follow up with them on a regular basis until you 
have as many endorsements as you want. Collect these endorsements in one Microsoft 
Word or Apple Pages document so you have them all in once place.



When your book is ready for layout, these testimonials should be printed on the very 
first few pages. This way readers who curiously flip through your book will instantly see 
five to ten (or more) people who love your book and recommend them to buy it. These 
endorsements appearing as the first thing potential buyers see will go a long way 
toward convincing them to buy your book.

Half Title Page
Almost always appearing in traditionally published books, the lack of a half title page is 
a sure fire indication a book is self-published. To set your book apart from the sludge, 
make sure you include this small, yet important page.



A half title page is a mostly blank right-hand page consisting of only the book’s title in a 
plain, sometimes bold font. There is no subtitle on this page and the title is often 
centered with balanced words (no weird spacing of four words on one line with one 
lonely word on the next) and about one-third to halfway down the page. The half title 
page looks like this:

Also sometimes called the “bastard title,” this page typically appears before the full title 
page in a book. However, typography expert Theodore Low De Vinne stated in his book 
series The Practice of Typography, “The half-title should not be confounded with the 
bastard title. The half-title follows the title and begins the first page of text: the bastard 
title, usually a single line in capital letters, precedes the full title, and takes a separate 
leaf with blank verso.” Since his last version of The Practice of Typography was 
published in 1904 and publishers have become more conscious of saving paper in 



recent years, most books simply have one page showing the title by itself in either all 
capital letters or standard type that precedes the title page. This page has lived on as 
the “half title.”

I personally think the half title page is nice to have, not only to make your book appear 
less self-published (if you choose that publishing method), but also because I’ve noticed 
when readers flip through a book often the first “Praise for…” pages appear, but then a 
couple pages tend to stick together. Rather than skipping the all important Table of 
Contents, the half title page offers somewhat of a buffer for fast flippers.

What should you do with the half title page? If I’m signing a book with a message to a 
reader longer than a few words, I use this page to write out my message and signature. 
It’s easier to sign than on the stiff inside of the front cover and offers a lot more space 
than the title page, so it makes for a great place to wow that reader who has stars in his 
eyes since he got to meet the author in person. Yes, you’ve become a celebrity. Get 
used to it.

Title Page
The title page appears after the half title, on the right-hand side of the book. If your book 
is properly formatted, there will be a blank page to the left of this page. The title page is 
one of the most important parts of the front matter. Traditionally-published and quality 
self-published books are designed so that this page mimics the book cover in style, 
fonts, design, and overall layout. This page continues the branding of the cover and it 
should be pretty to look at.



On the title page will appear the full title of your book, subtitle, author first and last 
name, publishing company name and logo, and city and state of where the publishing 
company resides. If a publishing company doesn’t have a logo, only the company name 
and location will appear here, and keep in mind that having a logo makes your book 
look much more professional.



COPYRIGHT
Copyright pages can sometimes be confusing as there are many bits and pieces to fit 
on this single, most important page. This page typically appears on the back side of the 
title page. While there is no absolute structure for what should appear where on your 
copyright page, there are some key essentials that should be included.

Here are the most common elements to ensure you have on your copyright page, as 
well as a few extras:



• Dedication (Optional)—In the interest of saving space and page count, 
sometimes publishers will include a one- or two-line dedication at the top of the 
copyright page. This is especially useful if your book is already quite thick, or if 
you’re trying to save money on full color printing.

• Disclaimers (Optional)—If you’re writing a book with any health, legal, or other 
controversial advice, always include a disclaimer. A disclaimer can be as simple as: 
“This book is not intended to replace the services of trained [health/legal, etc.] 
professionals, or be a substitute for [health/legal, etc.] advice. You are advised to 
consult with your [health care professional/lawyer, etc.] with regard to matters 
relating to your [health/legal issues, etc.].” When in doubt, look at similar books in 
your genre and craft a disclaimer based off what appears on their copyright pages.

• Author Copyright—Definitely one of the necessities of a copyright page, the 
copyright itself should appear as follows: “Copyright © YEAR by Author Name(s).” 
For example, the copyright on this book states, “Copyright © 2013 by Kristen 
Eckstein.” 

• Cover and Illustration Attribute—According to the Graphic Artist’s Guild 
Handbook of Pricing & Ethical Guidelines and copyright law, book cover designers 
retain copyright to the designs they create. The same goes for illustrators who 
create any portion of the cover or illustrations for the interior. The copyright notice 
for these artists would be the same as and appear under the author copyright, with 
proper credit attributed to each artist. For example, it would read: “Cover Design by 
Artist Name” or “Illustration Copyright ©YEAR Artist Name.”

• All Rights Reserved Clause—Another necessity, the “All Rights Reserved” clause 
appears below the Copyright. There are several versions of this clause, from the 
simple words “All Rights Reserved” to a detailed explanation of those rights, and 
you can write one that meets your needs. Here’s what I put on my books:

All rights reserved. No part of this publication may be reproduced or 
transmitted in any form or by any means, including informational storage 

and retrieval systems, without permission in writing from the copyright 
holder, except for brief quotations in a review.

Another standard All Rights Reserved clause states:

All rights reserved. Except as permitted under the U.S. Copyright Act of 
1976, no part of this publication may be reproduced, distributed, or 
transmitted in any form or by any means, or stored in a database or 
retrieval system, without the prior written permission of the publisher.

Again, reference books in your genre to create your own clause. You can then 
simply copy and paste it in each book or eBook you publish.

• Publisher Contact—Sometimes this information appears as a simple line with the 
publisher’s name above the author copyright information, though more commonly it 
appears after the All Rights Reserved clause. The publisher contact information is 
where you put your publishing company name, address (or simply city and state), 



website, and any other contact information you want to share. If you’re traditionally 
publishing your book, your publisher will put their own contact information here.

• Permissions—If you directly quote chunks (paragraphs, articles, or pages) any 
other published work, including books, newspaper articles, magazines, websites, 
etc., that information is copyrighted by the original person who published it and you 
must obtain permission to reprint it in your book from either the original author or 
publisher. They will usually ask you to include a special clause on your copyright 
page specifying the copyrighted material and where it appears in your book. Most 
permissions holders will give you the exact wording, so all you have to do is copy 
and paste it onto your copyright page.

• ISBN and LCCN—The International Standard Book Number (ISBN) should appear 
near the bottom of the copyright page, followed by the Library of Congress Control 
Number or Cataloging in Publication data (LCCN/CIP, optional).

• Printing Information—Somewhere else near the bottom of the book can appear 
“Printed in [Country] and the edition number. For example, some books say:

Printed in the United States of America

First printing April 2013

Keep in mind if you use print-on-demand (POD) technology, your book may be 
printed in facilities around the world from the same PDF file, so you won’t want to 
include where it is printed on your copyright page.

When in doubt, look at several copyright pages of other books in your genre and mimic 
yours to match. You’ll notice they’re all pretty standard. If you’re working with a  
traditional publisher, publishing consultant, or done-for-you service provider, they 
typically have copyright page information on file and will help you out with this part of 
the process.

http://ultimatebookcoach.com/does-your-ebook-need-an-isbn-2/
http://ultimatebookcoach.com/does-your-ebook-need-an-isbn-2/


ATTRIBUTING OTHERS
There are two types of pages used for attributing important people in your life and those 
who supported you on your book-writing journey: the Dedication and 
Acknowledgements pages.

Dedication Page
This page may stand alone or if the dedication is short it may appear at the top of the 
copyright page. There’s no real rule as to where in the book this page should appear. 
I’ve seen dedication pages placed right after the “Praise for” pages, after the copyright 
page, after the Table of Contents, and even at the end of the book. Most commonly, we 
put this page after the copyright page and before any acknowledgments.

Be conscious of who you’re dedicating your book to. Is it to family? Friends? Readers? 
Clients? This is the page to list a few simple lines of appreciation to whomever your 
book is for or for your family. Here are some dedications I’ve used for my own books:

From 21 Ways to Write & Publish Your Non-Fiction Book: 

“For all those who have picked up a pen and wondered what to write. You inspire me.”

From 21 Ways to Powerfully Network Your Business: 

“To entrepreneurs everywhere who genuinely want to make a difference in the world. 
You are not crazy.”

From 21 Ways to be a Kid Again & Get Adult Results: 

“To all those who wish they could 

Dance like no one is watching,

Sing like nobody’s listening,

Love like you’ve never been hurt,

And truly live like there’s nothing to fear.

Here’s an example from one of my clients’ books, The Ultimate Guide to Ovarian 
Cancer by Dr. Benigno B. Benedict:

For my darling wife

Sheila

http://www.amazon.com/Ways-Write-Publish-Your-Non-Fiction/dp/0976791374/
http://www.amazon.com/Ways-Write-Publish-Your-Non-Fiction/dp/0976791374/
http://www.amazon.com/Ways-Powerfully-Network-Your-Business/dp/0976791382
http://www.amazon.com/Ways-Powerfully-Network-Your-Business/dp/0976791382
http://www.amazon.com/Ways-Kid-Again-Adult-Results/dp/1937944093
http://www.amazon.com/Ways-Kid-Again-Adult-Results/dp/1937944093
http://www.amazon.com/Ultimate-Guide-Ovarian-Cancer/dp/0988711109
http://www.amazon.com/Ultimate-Guide-Ovarian-Cancer/dp/0988711109
http://www.amazon.com/Ultimate-Guide-Ovarian-Cancer/dp/0988711109
http://www.amazon.com/Ultimate-Guide-Ovarian-Cancer/dp/0988711109


And my children

Justin

Alexander

Serena

And to

Northside Hospital

The dedication page is not the place for you to write a long thank-you to all your friends, 
family, proofreaders, editors, designers, web programmers, house keepers, accountant, 



or best friend’s uncle’s neighbor’s plumber who fixed your toilet so you could focus on 
writing and not on the puddle of water all over your bathroom floor. This is the page for a 
short, sweet dedication to your family, a special friend, your readers, or target market. 
Save the plumber’s thank-you for the acknowledgements page.

Acknowledgements Page
Now’s your chance to shout from the rooftops and let all your readers know how much 
you appreciate your best friend’s uncle’s neighbor’s plumber. The acknowledgements 
page is a special page reserved for thanking anyone and everyone you wish to thank 
who helped you with the book creation process. Often appearing after the dedication 
page and before the Table of Contents, this page may occasionally be found at the back 
of the book. There are no set rules for where this page should appear, but I do 
encourage you to include it in your book.

Here’s an incomplete list of what to include on your acknowledgements page:

• The friend that kicked you off Facebook when you started to procrastinate
• Your family for staying sane all those hours you were glued to your computer 

screen
• Your editor who made your text shine brighter than a bald man under a 100-watt 

lightbulb
• Your cover artist, especially if they created a custom illustration for your book
• Your illustrator, if you hired one
• Your coach who kept you from making major newbie author mistakes, if you hired 

one, which I highly recommend you do ;-)
• Your “Kickstarter Crowd” or similar people from crowdfunding websites who helped 

you raise funding to self-publish your high quality book
• Anyone else you can think of to thank for aiding you on your writing and publishing 

journey

http://coachwithkristen.com/
http://coachwithkristen.com/
http://kickstarter.com/
http://kickstarter.com/


Start making a list of people to thank as you write your book. That way you won’t forget 
someone who you wanted to thank. It’s always nice to see your name on the 
acknowledgements page of a book, so make sure those you include both deserve it and 
you tell them about it. There’s nothing like having their name in your book to give them 
an incentive to promote it for you!



TABLE OF CONTENTS
Also called simply, “Contents,” the Table of Contents (TOC) is a list of your book’s 
chapters and sometimes subheadings within those chapters. Many readers make their 
buying decisions based off the TOC, especially since Amazon’s Look Inside feature 
displays it, and they only have time to briefly skim it before moving on to the next thing 
on their to-do lists. Make your TOC simple enough that they can glean what they will 
learn from your book quickly, and detailed enough that it justifies the price they will pay 
for your book.

Another trick to this is to keep your chapter titles and subheadings short, sweet, and to 
the point. Use keywords or search terms your reader may Google to learn what you’re 
teaching them and keep your creativity in this area to a minimum—save it for the 
expanded body text. Following are some examples of TOCs.

This book’s TOC is simple and lists only chapters:



This book’s TOC is expanded and lists chapters as well as primary sub-sections:



This book’s TOC is highly detailed and lists chapters and all their subheadings:



As you can see from these samples, the designer of these books kept the branding of 
the TOC in line with the cover design (and the rest of the book’s interior) for a more 
professional, creative appearance and overall seamless reader experience.



FOREWORD, PREFACE, OR INTRODUCTION?
Non-fiction books may include a Foreword, Preface, Introduction, or a combination of 
the two or sometimes all three. This chapter will outline a detailed explanation of each 
so you can decide what to put where.

Foreword or Preface?
A few non-fiction books include both these sections, but most include one or the other. I 
lumped them here because they’re essentially the same section written by two different 
people with a slight addition to the preface.

The foreword (note: not spelled as “forward”) is written by a guest, usually another 
expert in your industry. If a foreword is written by the author of the book in which it 
appears, it’s a sure sign that author is self-published and doesn’t know what they’re 
doing. To set your book apart from the pack and keep your professionalism intact, your 
book’s foreword should be written by a colleague, friend, or an esteemed professional 
who’s well respected in your niche. 

Think of the foreword as basically a long endorsement from the guest writer as to why 
browsers should buy your book. If the person you ask to write your foreword doesn’t 
have much time to write it, you can ghost write what you would like them to say and ask 
them to tweak it to fit their style. This is a quick way to get professionals in your niche to 
say, “Yes” when you ask them to write your foreword.

The differentiation of a preface is that it’s written by you. Not only does it explain to 
potential buyers why they should hand over the cash, but it also can include a short 
story of how you came to write the book and a little about your process. It’s purpose is 
not so much to explain the content and how readers should use your book (save that for 
your book’s introduction), but more about the inspiration behind your writing and the 
benefits you feel readers will obtain by reading it.

Forewords are more commonly found in non-fiction and prefaces are often found in 
fiction, so I encourage you to approach an expert in your industry and ask them to write 
the foreword for your book. They will most likely say, “Yes!” and be honored you thought 
to ask.

Introduction
Your book’s introduction is where you introduce readers to your book’s content. It can 
be a summary of what they can expect to learn, an example of why they need your 
book, a powerful story of readers just like them who beat the odds with your help, or a 
combination. In this book, I chose to introduce the concepts of what you would learn by 
reading this book and how it can help you solve some issues that may be confusing you 
and giving you an excuse to procrastinate on getting your book written.



The introduction is the section of your book where you prepare your readers for what 
they can expect as they take their journey through your book. Use it to get their 
attention, whet their appetite to learn from your expertise, read the whole book, and 
hopefully leave it a five-star review on its various online listings.



PART 2: Body

In-between your book’s front matter (see Part 1) and back matter (covered in Part 3) is 
the main body of text. This portion of your book is where you divulge your secrets. It’s 
the meat of the entire book, and should consist mostly of your personal insight, 
knowledge, examples, and stories. It can include tables, graphics, illustrations, 
checklists, and even silly pictures to break up the text and add value and interest to your 
words.

As evident in the quote above, many authors fall short of providing value to their 
readers. The most important part of your book’s body section is to provide value. 
Remember that, and you’ll attract rabid fans who will support you when you need it and 
spread the word for you about your books.



WRITE!
While it’s fun and easy to start writing your book with the Introduction, which can also be 
a summary that guides you through writing the rest of your book, that’s not the part of 
the book your readers are buying. Readers want a piece of you, and the body section of 
your book is where you will serve them.

To start tackling your book’s main body, separate your main body into chapters and 
subheadings. As you write, focus on the value you’re giving the reader, not what you 
can get from them in return. Your book is a gift to your reader. If you fill it with nothing 
but affiliate links and advertisements to buy programs, you’ll actually lose money in 
potential book sales, or worse, destroy your reputation.

I have a colleague who self-published (without my guidance) a book she hoped would 
bring her business. She put it up on Amazon and asked her email list, those who 
already know, like, and trust her, to purchase it. She filled the book with 
recommendations for programs and gave her affiliate links for each one. Unlike a list of 
helpful resources that would be of added value to the reader and enhance the few how-
to steps she included, she focused on telling readers why they needed to buy all these 
other programs. The meat of her book was full of useless filler, so her book garnered 
nasty reviews from people who found it and didn’t already know, like, and trust her.

Having a tribe that already loves you and will give you five-star reviews is a great way to 
get started. But if you don’t deliver the meat your audience desires throughout your 
book, the massive potential audience you could reach will dwindle as poor reviews get 
posted on your book’s online listings and readers who aren’t already attached to you 
recommend others to stay away. This hurts your business and your reputation. For 
examples of how to use affiliate links inside your book to teach points and enhance your 
how-to content, see what I’ve done in another book in this series, Author’s Quick Guide 
to Making Money with Your 99-Cent Kindle Book.

Remember that quality is always better than quantity. Knowing who your audience is 
and what style they prefer to read is key to a successful book. For example, my primary 
target audience are busy entrepreneurs and authorpreneurs (like you) who don’t have 
much time to spend searching a 300-page book for an answer to their burning 
questions. That’s why I’m writing this Author’s Quick Guide series—to deliver quality 
without unnecessary quantity. Those who are not inside this target market may wish for 
me to tell them more, or explain things in three different ways because I’ve made my 
points too simple for them to grasp. If you’re struggling to determine who your primary 
target audience is and where they hang out, check out the Author’s Quick Guide to 
Finding Your Target Market.

http://www.amazon.com/Authors-Making-99-Cent-Kindle-ebook/dp/B00EXBQIEY
http://www.amazon.com/Authors-Making-99-Cent-Kindle-ebook/dp/B00EXBQIEY
http://www.amazon.com/Authors-Making-99-Cent-Kindle-ebook/dp/B00EXBQIEY
http://www.amazon.com/Authors-Making-99-Cent-Kindle-ebook/dp/B00EXBQIEY
http://ultimatebookcoach.com/authors-quick-guide-to/
http://ultimatebookcoach.com/authors-quick-guide-to/
http://www.amazon.com/Authors-Finding-Target-Market-ebook/dp/B00F1DWYDM
http://www.amazon.com/Authors-Finding-Target-Market-ebook/dp/B00F1DWYDM
http://www.amazon.com/Authors-Finding-Target-Market-ebook/dp/B00F1DWYDM
http://www.amazon.com/Authors-Finding-Target-Market-ebook/dp/B00F1DWYDM


The best rule of thumb when writing your book is to over-deliver. Keep your text in line 
with your audience’s desires, and above all, always deliver on the promises you make 
with your title, subtitle, and back cover copy.

Note: Notice how I used my other products, specifically two other titles in this e-book 
series, to enhance the content and direct you to another resource that will help you fully 
answer more questions you may have after reading this chapter. These product remarks 
are meant to enhance this chapter with a helpful resource, not just try and sell you 
something without teaching you anything. Do the same thing with your books—
reference and direct your readers to where they can learn more from you about a 
particular subject you’re not covering in the book they’re currently reading.



PART 3: Back Matter

Back Matter is a traditional publishing industry term that means, quite obviously, 
everything at the back of your book. It can include a broad range of resources for your 
readers, including appendices, a bibliography, advertisements for your other books, 
products, or services, and even a sample chapter as a teaser for your next book. Also 
essential to the back matter is the About the Author section, where your bio and photo 
would appear.



APPENDICES
Appendices can include a myriad of resources including a glossary, tables, pictures, 
checklists, guides, additional resources like other books related to your topic, and even 
short advertisements for your own programs. In this section we’ll cover the most 
common items found in appendices, what they are and when you may consider using 
them in your book.

Glossary
If your book contains terms specific to your industry, you may want to consider including 
a glossary in your book’s appendix. You know your industry, and specific terms you use 
every day may seem like a foreign language to your readers. For example, if you write 
about real estate, terms like short sale, foreclosure, APR, balloon, etc. may have a 
completely different meaning to your readers than what you intend.



If you’ve been in your industry for more than a year or two, you probably speak about it 
at a college or even Ph. D. level. As you write, keep in mind your readers are at an 
elementary school level. Write as though you’re writing to third or fourth graders and 
keep track of any terms, no matter how common they are to you, that you can further 
explain in the glossary of your book.

Referenced Tables and Images
Some points come across better with a table, graph, chart, or image. These graphics 
may appear in-line with the text, and if your book contains many of them (more than one 
per every two pages) you may opt to have all of them appear together in an appendix 
instead. This keeps them all in one place for easy reference and saves space in the text 
so your readers’ flow isn’t disrupted. It also makes it much easier on your designer to 



keep the flow of your words intact without spacing issues around an excessive amount 
of graphs, tables, or other images.

Checklists
Let me just say it… Checklists rock! I truly believe checklists help sell books. Checklists 
take a complicated formula, system, or method and break it down into easy manageable 
steps. Most people who read your book want results—that’s why they bought it! And you 
can give them these results with a simple checklist for each step of the process.

Checklists can be adapted to any subject matter. If you’re a life coach writing a 
motivational book, include checklists at the back of your book for morning mindset 
routines and daily affirmations. If you’re a business coach with a specific formula, 
simplify that formula into a list of step-by-steps and create a checklist.

You can include a short checklist summary of action steps at the end of each chapter, 
and you can expand these same lists into more detail in an appendix to add an 
incredible amount of value to your book. If you want to look further out into your 
business marketing plan, you can expand these checklists into a workbook and use that 
new book as a foundation for in-person workshops, training events, seminars, and even 
virtual boot camps. The opportunities are endless, so if you’re asking yourself if you 
should add checklists to your business-building book, the answer is a loud yes!

Guides
If you have a previously published short three to four page report that acts as a guide to 
something you discuss in your book, an appendix is the perfect place to repurpose it. 
Readers love guides. Like checklists, guides can be a simple action step list. Unlike 
checklists, guides tend to dig deeper. 

Let’s assume your book is about dieting. You could include a “calorie guide” in the 
appendix of your book that lists the most popular fast foods and their calorie counts or 
as one of my clients did, a quick action-step list of tips to follow:



Or if you’re writing about divorce, you could include a directory guide of top divorce 
attorneys and specialized counseling agencies in a specific state or nation. Think about 
what you already have available you can adapt and repurpose into a guide, and poll 
your audience for what types of guides they’re be interested in you including in your 
book.

Your Resources
In addition to guides and checklists, you can include other resources you personally 
offer your audience. These can be printed in the appendix, and you can also include 
them as a free download on your website. For example, one of my 21 Ways authors, 
D’vorah Lansky, is a book marketing expert. In her book 21 Ways to Launch a 
Successful Virtual Book Tour, she includes links to additional free resources for authors, 
including letter-writing templates, tracking spreadsheets, etc. Some of these resources 
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could be printed in the back of her book, and due to space she chose to have all the 
resources downloadable from her website. Here’s what her call-to-action to get these 
resources looks like:

Whenever possible, I recommend you do both—print your resources in the appendix of 
your book, and offer them as a free download on your website to grow your author 
platform and list. Some readers will prefer to have your resources on their computers to 
easily copy, paste, and use. Having them printed shows your readers exactly what 
they’re getting, while making them accessible as computer files (Microsoft Word, Excel, 
etc.) gives your readers a value-add of convenience and gets them on a list where you 
can follow up and sell more to them later.



As a revenue-generating option, you can print your resources in the back of your book, 
then you can offer the computer file versions that will make using them extra easy 
(satisfy an audience pain point) as an upsell on your website. (See Author’s Guide to 
Making Money with Your 99-Cent Kindle Book for more revenue-generating ideas like 
this one.)

Bibliography
If you directly quote, or even simply reference, other pre-published authors and 
material, you may want to include a bibliography in your back matter. While not 
necessary, a bibliography gives you the ability to credit multiple sources in one place, 
and gives your readers an easy reference guide to research topics you may touch on 
and not go into depth with further. Here’s an example page from the Bibliography of The 
New Small by one of our authors, Phil Simon:
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A bibliography can be a simple citation of references—like books, articles, and websites
—you mention in your book. It can also be a detailed MLA or AP academic style listing 
as you probably learned how to do in school. Whichever method you choose, know your 
target audience and what would benefit them the most. Do they want a simple list of 
links to articles and book titles so they can follow one of your concepts further? Would 
they care if your bibliography is academically correct? If your audience is professors or 
education professionals, they might! Or do they not care at all? Survey your audience to 
find out what they want to see in your book—then give it to them.

Index
If your book is designed to be heavily referenced, such as a technical manual or a 
longer book full of industry-specific information, it’s a good idea to include an index of 
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searchable terms in your book’s back matter. An index works best in a printed book, 
however some e-book formats do allow for hyperlinked index entries—though that kind 
of detailed formatting requires hand-coding and can get expansive.

Your book’s index may appear as the very last several pages in your book, before the 
About the Author section, and even in-between the About the Author and “Other books 
by...” section (see the next chapter). It can be as generic or as detailed as you like, with 
“nested” terms and broad page ranges for results. Here’s an example of a highly 
detailed Index:

The best indexes are coded by hand via a professional indexer. Most small non-fiction 
books don’t require an index, and a professional indexer will add to your book’s 
production costs. However, for large reference books an index is entirely worth it as it 



adds value for your readers, so consider hiring a professional to create a beautiful easy-
to-use index for your book.



ALL ABOUT YOU
The rest of your back matter is all about you—your bio (About the Author), information 
about other books you’ve written, and even a teaser for your next book. Let this chapter 
be a guide as you develop this important section of your book where you’ll connect with 
your readers on a more personal level and be able to continue helping them reach their 
goals.

About the Author
An essential part to any book’s back matter is a detailed, brief bio about the author. In 
paperback books, this bio usually appears in the back matter, before an index and 
advertisements for other books by the same author or publisher. Occasionally the About 
the Author appears in the front matter of a book, but it’s more commonly found on one 
of the last pages in the back. If you wish to put your About the Author at the front of your 
book, I recommend sticking to a short summary such as I use in these Author’s Quick 
Guide e-books and putting your longer biography in your book’s back matter.

Your About the Author section should highlight your credentials, any awards you may 
have won, media appearances, etc., no matter how small the credential may be. When 
readers come across your About the Author, you want them to read it and leave with a 
sense of, “Wow, this author really knows what they’re talking about!” This is the place for 
you to show off, so go for it!

Another thing to consider including in your About the Author are your personal hobbies, 
family details, even where you live. Readers love to connect with authors. You, as an 
expert, can sometimes seem inaccessible to your readers. As the quote at the 
beginning of Part 3: Back Matter notates, sharing personal details about you and your 
life brings you to your reader’s playing field, and allows them to connect to you as a real 
person. This style of biography engenders trust and respect, and builds another piece of 
the foundation for a raving fan.

Other Books by…
The Other Books by… page is where you should feature a cover image and summary of 
your… well, “other” books! Most book interiors are printed in black and white, so be sure 
to use a high quality image of your book cover (at least 300 dpi) that looks good in black 
and white. Ask your interior layout artist to feature the book cover large enough that the 
title can be clearly read. For your summary, one or two short paragraphs or the back 
cover copy from your other book(s) that entices readers to spend money with you again 
is all you need. Here’s an example of what a nice, simple Other Books by… page can 
look like:
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Each book you write is prime real estate to fuel sales of additional books you’ve 
published. Chances are, if your readers enjoy what you wrote in the book they’re 
holding in their hands, they want more from you. Use the Other Books by… section in 
your back matter to give them what they want, so you can sell more books and get your 
products and services into the hands of more prospects.

Next Book Teaser
Most traditional publishers sign an author on for a multi-book deal or series. This is 
because they realize the more books an author writes, the more readers will buy from 
that same author and the more marketing opportunities are available for each book. The 
Next Book Teaser section is an ideal place to get current readers interested in learning 
more from you.



Have you ever read a novel that was the first book in a series? Oftentimes at the end of 
the book will be an excerpt of the Prologue or first chapter of the next book in the series. 
Especially if the series left some unanswered questions, most of us will read that 
excerpt in the hopes we’ll get an answer to one of those questions… and usually it will 
leave even more questions, which will make us want to buy the next book as soon as 
it’s released.

The same tactic can be used in non-fiction. If you have a portion of your next book 
written, even if it’s just a few paragraphs, you can feature it as a teaser at the end of 
your current book. This will whet the appetite of your already dedicated readers to look 
for more from you in the near future. You can even use a ninja marketing trick and set 
up a Facebook page for your next book, inviting readers to “Like” it so they can get 
updates on your upcoming title. This gives you a fan base of people ready to buy your 
next book, as soon as your first book is released, and it will help motivate you to get 
your next book written.

http://facebook.com/
http://facebook.com/


THANK YOU!
I hope you’ve enjoyed this, the fifth e-book in the Author’s Quick Guide to... Kindle 
series and you’re armed with more answers to help spread your message to the world!

With the quick links below you’ll be able to rate this book, Tweet, and brag about it on 
Facebook. Please take a moment to do that. I’d be very grateful and it will help others 
who are confused about how to organize their non-fiction books get the answers they 
seek.

I’d also appreciate it very much if you could leave a short review of the book on Amazon 
via the link below. It will help me improve this and future books and help other authors 
like yourself decide if the Author’s Quick Guide Kindle books are right for them.

Many thanks and have a wonderful writing journey!

Kristen

Tap here to go to my Amazon Author page and rate/review this e-book

Check out the other books in the Author’s Quick Guide to... series

Tweet about this book

Post to Facebook

Check out my award-winning blog
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Are you overwhelmed about how to get published?
Now you can start your own publishing company, become a real self-publisher, cut out 
the middle man and learn the secret to get your book on bookstore shelves with my 
complete Self-Publish On Demand training system!

Grab this exclusive course and get the exact blueprint I use for my clients to get more 
visibility, credibility, and make a ton more money in your business.

Includes:

• Over 26 step-by-step videos
• Audios and transcripts
• Access to our private members-only Facebook accountability group
• Finish the Book!—my complete writing course
• And much more!

Run now to SelfPublishOnDemand.com to get this comprehensive course and 
use the special coupon code PUBLISHMENOW for an extra 90% off!
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ABOUT THE AUTHOR
It’s been proven that entrepreneurs who become published authors get more speaking 
engagements, are seen as more credible, and can charge more for their services. This 
is why Kristen Eckstein has chosen to follow her passion in the world of books and 
publishing.

Having started over 50 publishing companies, Kristen is the Ultimate Book Coach. 
She’s a multi-book best-selling author, award-winning international speaker, regular 
contributor for leading industry websites like The Future of Ink, founder of the “21 Ways” 
pocket guidebook series and the exclusive done-for-you independent publishing 
program, “I am Published,” which is the best-selling of its kind.

She’s worked on books authored by celebrities Guy Kawasaki, Dr. Daisy Sutherland, 
Carrie Wilkerson, and Paul Evans and shared the stage with experts like Kim Garst, 
Stephanie Frank, and Bob Burg.

Introduced to books as entertainment and education since birth, Kristen read her first 
Nancy Drew book when she was six years old and began her professional publishing 
journey in 2003 when she served as Marketing Director for a vanity publishing company 
with a traditional arm. Later she and her husband co-founded Imagine! Studios LLC, an 
art and media production company. In-between worldwide travel to speak at business 
events about writing, publishing, and book marketing, Kristen works full-time to help 

http://UltimateBookCoach.com
http://UltimateBookCoach.com
http://thefutureofink.com
http://thefutureofink.com
http://21WaysBooks.com
http://21WaysBooks.com
http://iampublished.com
http://iampublished.com


entrepreneurs start their own publishing companies and create books that bring them 
business.

Check out all of Kristen’s books at KristenOnAmazon.com and her website full of 
additional resources at UltimateBookCoach.com!
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