
How To Get Your Ideas 
in Print Your published articles may do more to enhance your 

credibility—and career—than anything you do on the job. 

By KIMBERLY A. EDWARDS 

here's more to he gained from 
authorship than the satisfaction of 
seeing your byline beneath a well 

written story. Visibility, new clients, 
leadership in the field and even fortune 
can be yours when von see books, 
magazine articles and contributors ' col-
umns as business tools. If you take the 
t ime to learn how to write well and care-
fully identify your audience, the rewards 
are many. 

Writing for magazines 
Believe it or not, tackling magazine arti-

cles can be much easier for you, the 
specialist, than it is for most aspiring free-
lance writers who spend countless hours 
sending articles on any subject imaginable 
to any publication imaginable. T h e smart 
writer realizes that he or she would be bet-
ter off with a developed, saleable special-
ty. As an H R I ) professional, you already 
have that kind of specialty, so it's just a 
matter of targeting your efforts to the 
publications read by potential clients (and 
people you want to impress). 

Before you begin writing, though, do 
some research. Who, precisely, are your 
target clients? What magazines do they 
read? If you special ize in t raining 
engineers, look at what engineers read. 
Go to the library and Find out about engi-
neers' clubs and associations, then write 
to find out if they publish a magazine. 
Also, check Writers, Market* a listing of 
thousands of magazines. Send off for sam-
ple copies of these magazines and their 
guidelines for contributors. Now study 
them. Look at the ads. the letters to the 
editor, the columns and the major 
features. Analyze readers' interests and 
needs. Inspect the articles. Are they short 
or are they long? Are they how-to's or 
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philosophical pieces? Do the articles start 
with alarming statistics or funny anec-
dotes? Each magazine has its own per-
sonality; dissect it with fervor. 

When you find a magazine whose 
readers might gain from your expertise, 
think of a topic that fits the format. Pro-
fessional magazines won't p romote your 
business, but they do seek articles on 
topics that solve readers' problems. As in 
the case of engineers, what problems do 
engineers have that you can help them 
with? Keep in mind that an article idea is 
different from a general subject. "Train-
ing" is a subject area. Examples of article 
ideas would be "The Engineer's Guide to 
Sett ing Career Goals" (for a general 
engineers' magazine) or "Pinpointing 
Training N e e d s of Engineers" (for a 

magazine read by engineers' administra-
tors). D o you see the difference? You 
must fill a need. Creating an article first, 
then trying to market , can spell disaster. 
Instead, pinpoint your interests and pas-
sions, find markets that coincide and 
create onlv for them. 

Small, specialized magazines typically 
are more tolerant of beginners and will 
serve as an excellent training ground for 
you. After you've established a track 
record, you may want to try top-circula-
tion. general interest magazines. C o m b 
these magazines for "update" sections that 
run short, interesting articles. Now think 
of an aspect of training that might be of 
interest to that readership, whether it be 
composed of housewives, career women , 
or sports-minded folk. It's unlikely that 
the most popular magazines will want a 
major article from you—they receive 
thousands of manuscripts each month and 

prefer to deal with professional writers— 
but it's always possible. 

Regardless of who you want to shoot 
for, don't submit your manuscript until 
you've sent a query letter to the editor 
responsible. What 's a query? It's a one-
page letter describing your specific article 
idea., why you think it might be ap-
propriate, what particular reader problem 
it will solve and how you plan to develop 
it. Include a few sentences on why you're 
qualified to write on the subject. Always 
enclose a self-addressed s tamped enve-
lope (rule ft 1 in writing when you write an 
editor imanything). T h e query saves you 
from wasting t ime on the article in case 
the editor feels your idea won't work or 
has recently run a similar article. Because 
your query represents you (as does an in-
terview), you should make it direct, 
smooth, professional. If you'd like further 
information on writing query letters, con-
sult a book on free-lance writing or read 
Writer's Digest or The Writer, two profes-
sional writers' magazines that frequently 
run query pieces. 

An interested editor probably will ask 
you to submit your manuscript on specu-
lation. This means they'll consider it with 
no strings at tached. In other words, it's 
time for you to write, revise and prepare 
your manuscript for submission—and 
you'd better deliver what you promised in 
the query. But before you start, pull out 
the magazine. Again, look at format, style, 
readership. What do readers already know 
about the subject you're writing on? Start 
there—not above, and certainly not 
below—because you don't want to rehash 
what they already know. Now develop a 
short outline. 
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The Rules of Writing 
for Publication 

1. Your idea m u s t b e marketable as 

well as good . 
2. S t u d y like crazy a publicatioEi or, 

in t h e case of a b o o k , a publ i sh ing 
c o m p a n y , be fo re e v e n a p p r o a c h i n g 

an edi tor wi th an idea. 
3. A l w a y s enc lose a se l f -addressed 

s t a m p e d enve lope . M a k e sure to 
st ick on e n o u g h pos tage . 

4. D e v e l o p a clear , s imple style, 

Put p e o p l e into your wri t ing. E v e n 

t h e m o s t bor ing sub jec t will c o m e 

alive w h e n it's w r a p p e d a round a 

h u m a n story. 
5. Q u e r y le t ters and manusc r ip t s 

m u s t b e impeccably wr i t ten! G o 

th rough at least 10 dra f t s and cu t , 

cu t , cu t . Q u e r y le t ters and 

manusc r ip t s m u s t also b e impec-

cably t y p e d , doub l e - spaced . 

6. M e e t all deadl ines es tab l i shed by 

an edi tor ; follow th rough on your 

p romises . 
7. D o n ' t take re jec t ion persona l ly . 

If your idea is a good one and the 

wri t ing clear, c f iances are that t h e 

t iming w a s w r o n g for t h e magaz ine 
(or publ i sh ing c o m p a n y ) . C h i n up 

and try again! 

An editor's note: When querying an 
editor, .your own credibility -will benefit 
from addressing the editor by name and 
spelling the name correctly. To address 
a woman editor as Dear Sir suggests 
you don't know your audience. Every 
magazine lists tlui editor in the 
masthead at the front of the publication. 

You should go through ac least 10 

draf ts . Sav ing edi tors t h e t rouble an un-

professional manuscr ip t causes will save 

your story. Each t ime, cut out d ie excess , 
e v e n though it hur t s . Use s imple words 

rather than big ones—unless the magazine 

prefers big ones . 
Peop le like to read about peop le , so 

k e e p h u m a n interest high. Set each draft 
aside for a day or two. W h e n you pull it 

out , you'll b e able to read it m o r e objec-

tively. T h e n , when you feel that it's 

pol ished, give it to s o m e o n e who will give 

vou an hones t a s s e s s m e n t . Is it in teres t -

ing? I lelpful? T o the point? Is it organized 

so that the reader can follow it? If you 

don' t know anybody w h o can do this for 

you, consider hiring an editor to read it—a 

small pr ice to pay for a nice article. 
A word about g r a m m a r , punc tua t ion 

and dic t ion: Apply as m u c h a t t en t ion to 

t h e s e a spec t s of profess ional wri t ing as 

vou do to your field. If this is a p rob l em 

for you, t h e n find s o m e o n e to c h e c k your 

s tory . 
W h e n you're certain that you've got the 

bes t p roduc t poss ib le , t ype it double-

spaced on non-erasable whi te paper . Page 

one should carry your n a m e , address and 

t e l e p h o n e n u m b e r in the uppe r corner . 

T h e ti t le should appear about halfway 
down the first page. C o u n t the n u m b e r of 

words in t h e manuscr ip t and place the 

figure in the corner o p p o s i t e your name 

and address . Submi t the manuscr ip t with 

a se l f -addressed, s t amped enve lope . Keep 

a file copy of i-ve/ything you send. 
"There a re o ther issues you may wish to 

invest igate , such as wha t rights to sell. 

W r i t e r s ' g r o u p s suggest selling only I 'irst 

Nor th American Rights. 'This means that, 

upon publ icat ion of t h e article, t h e rights 

rever t to you to resell or r e submi t to 

ano the r magaz ine . Eamiliari/.e yourself 

with cu r ren t copyr ight laws. 
W h a t about pay? Natura l ly , large 

magazines pay t h e mos t—hundreds , even 

t h o u s a n d s of dollars. Smaller magaz ines 

pay up to 15 cen t s per word . N o , you 

won't get rich, bu t think of the benef i t s of 

exposure . "That's why many business peo-
ple wri te for free for profess ional journals 

that do not pay. 

Book writing 
Selling a book idea to a publisher means 

m e e t i n g a marke t n e e d . T o increase your 

c h a n c e s of writ ing a book tha t will mee t 

marke t needs , t he re are a n u m b e r of 

things you should do . according to Sandra 

Di jks t ra , a California literary agen t . In a 

recent talk to the San Diego Wri ters /Edi -

tors Guild, she suggested that an aspiring 

author first unders tand the business. Read 

Publishers Weekly, t h e t r ade magaz ine of 

t h e book indus t ry . L o o k at publ ishers ' 

ca ta logues and find out what 's hot at 

books to re s . Read Small Press, a magazine 
that reviews b o o k s publ i shed by t h e 

n u m e r o u s small p resses . Read the New 

York Times book review section and w eek-

ly Review of Books to see what b o o k s are 

being rev iewed. Ask yourself t h e s e ques-
tions: Is my b o o k t imely? ( In teres t in 

topics c o m e s and goes . ) D o e s m y b o o k 

have a clear focus? Is my book unique? 

You should research what ' s already out 

there , If the re are I 0 b o o k s on your sub-

ject a l ready in ex i s tence , chances are tha t 

no publ i sh ing h o u s e will want to gamble 

on ano the r one . But if your idea is truly 

unique , s o m e o n e m a y be in te res ted . 
If you 've d o n e your research and still 

think you r idea is marke t ab l e , p u t 

toge the r an out l ine and t h r e e sample 

chap te r s , then send t hem to a c o m p a n y 

that publ i shes similar materials . Consu l t 

Writer's Market for a list of publishing com-
panies and t h e types of mater ials they ' re 

looking for . If you see a book on a similar 

topic , t h e publ isher might be in te res ted 

in yours . 

M a n v au tho r s c h o o s e to publ ish their 

own b o o k s . Only do so if you have the 

t ime and ene rgy to en te r the m a r k e t i n g 

and dis t r ibut ing a renas . Buying advert is-
ing. s end ing out review copies , deal ing 

with books tores (most of which prefer not 

to deal with first au thors) : If t he se ac-

tivities appeal to you , self-publishing m a y 

be t h e answer . O n e Massachuse t t s train-
ing consul tan t w h o has successful ly self-

publ ished and m a r k e t e d b o o k s th rough 

mail o rder and wi th t h e help of I V ap-
p e a r a n c e s and wr i t e -ups in nat ional 

magaz ines is Je f f rey Lan t . Lant is au thor 
of The Consultant's Kit and The Unabashed 
Self-Promoter's Guide: What Every Man. 
Woman. Child, and Organization Needs to 
Know About Exploiting the Media (J LA 
Publicat ions, 5 0 Follen Street , Suite 501 , 
C a m b r i d g e , M A 0 2 1 3 8 ) . In addit ion to 

mail o rder , you can sell your (and o the r 
people 's) b o o k s th rough your workshops 

or seminars , as d o e s A1 Galasso , director 

of t h e Amer ican Bookdea le rs Exchange 

(Box 2 5 2 5 , La Mesa , C A 9 2 0 4 1 ) . If 

you ' re at all intr igued by the though t of 

publ i sh ing your own b o o k , you might 

want to take a class on it th rough adult 

e d u c a t i o n and c o m m u n i t y co l l eges . 

A n o t h e r e x c e l l e n t r e s o u r c e is D a n 
Poy liter 's The Self-Publishing Manual, How 

to Write, Print. & Sell Your Own Rook (Para 
Publishing, Box 4 2 3 2 , Santa Barbara, C A 

9 3 1 0 3 ; S I 4 . 9 5 ) . 
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Contributors' columns 
T h e r e a re m a n y o t h e r e x c i t i n g 

possibi l i t ies for t he h u m a n r e sou rce s 

specialist to pu r sue . Wr i t e op-ed p ieces 

fo r t h e e d i t o r i a l s e c t i o n of y o u r 

n e w s p a p e r . Wr i t e le t ters to t h e ed i to r . 

Con t r i bu t e articles to the business sect ion 

of your n e w s p a p e r . O f f e r to wr i te shor t 

pieces for associat ion news le t t e r s . Think 
of s o m e t h i n g interest ing about yourself or 

your bus iness . ( D o you advise cl ients 

while s tanding on your head? Are you one 

of 2 5 kids, all of w h o m b e c a m e millionaire 

trainers?) Approach local newspape r s and 

magaz ines wi th an idea for an art icle on 

you ra ther than by you . 

T h e oppor tuni t ies are endless . This ar-

ticle is jus t m e a n t to get your whee l s 

going. The b o t t o m line is tha t you start 

with a small publ ica t ion and with a lively, 

p rob lem-so lv ing idea. M a k e sure you 

know the aud ience and u n d e r s t a n d its in-

t e res t , p r o b l e m s and n e e d s . C o m e up 

with an idea that will m a k e life easier for 

t he r eade r s . 
M a k e copies of every th ing you publ ish . 

D i s t r i b u t e t h e m to c l ients , co l leagues , 

supervisors, even new' edi tors you want to 

write for. No th ing establ ishes your profes-

sional credibility as m u c h as your n a m e in 

pr int . S o o n you will b e pe rce ived as a 

leader w h o s e opin ion c o u n t s , and w h o 

knows how to write about it. As word ge t s 

ou t , you will b e a sked by bul let in and 

magazine edi tors to analyze t rends , report 

on t rade shows and interview o the r indus-

try leaders . Knowledge , e n t h u s i a s m , t im-

ing and a un ique twis t will get you 

e v e r y w h e r e in t he print med ia . 
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» FUNDAMENTAL APPLICATIONS 
/ ) OF LOSS PREVENTION SEMINAR 
r\J Oc tober 1 5 - 1 7 , 1 9 8 5 

-1^ The WyndKam Hote l a t Greenspo in t 
Houston , T e x a s 

SEMINAR OBJECTIVE 
The student will understand and be able to apply the basic principles of loss prevention and 
control in the design and modification of hydrocarbon processing and petrochemical facili-
ties. Emphasis will be placed on hazard assessment, design and process evaluation and lire 
protection for both land-based and offshore facilities. 

TARGET AUDIENCE 
• Individuals with less than 5 years expeiience in loss prevention and safety. 

• Engineers involved in the design and modification of hydrocarbon processing facilities. 

• Representatives of other allied industries who require information on fire and safety 
design. 

TOPICS INCLUDE 
• Basic Principles of Loss Prevention • Design Considerations for Safe Facilities • Electrical 
Area Classification • Materials Considerations • Fireproofing • Fire Protection of Process 
Facilities • Drawing Reviews • Instrumentation • Pressure Relief Valves • Flare System 
Design • Risk Assessment 

REGISTRATION 
$300 PER PERSON. INCLUDES TWO LUNCHEONS AND PROCEEDINGS. 

ADVANCE REGISTRATION CLOSES OCTOBER 1. 

SPONSORS 
AMERICAN PETROLEUM INSTITUTE COMMITTEE ON SAFETY AND FIRE PRO-
TECTION. 

FOR MORE INFORMATION 
American Petroleum Institute Attention: Gregory G. Noll (202) 682-8135 
1220 L Street. Northwest 
Washington. D C. 20005 
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