
Smith provides some practical advice for how to put down on paper 

all the business wisdom that you carry in your head. 

WRITE 

a 
BOOK 

and Watch Your Company's Profits Soar 
By Martin R. Smith 
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Aleksander Szlam, the 
founder, chairman, and 
C E O of Melita Interna
tional Inc., is not your 

everyday entrepreneur. He built his company into a $50 
million industry leader by designing, manufacturing, 
and marketing a unique line of patented telephone 

devices called predictive dialers. 
Szlam is highly resourceful; he co-

authored a book called Predictive Dial
ing Fundamentals, a primer about his 
company's basic product. The book, 
published by Flatiron Publishing 
Company of New York City, became 

the "bible" of the predictive dialing industry. Besides 
describing how and where to use predictive dialers, 
the book presented the business case—how Melita 
International's products saved buyers thousands of 
dollars—which had great appeal to financial offi
cers and other top executives of companies in the 
market for predictive dialers. It spoke their lan
guage—sales, customer service, and profits. 

The book, used extensively as a marketing tool, posi
tions Melita International as the ultimate authority in 
the field. It has helped generate sales that otherwise may 
have gone to competitors. Today, Melita International is 
the dominant player in its industry. 

From professors to CEOs 
Writing books has long been considered the purview of 
academics. We have all heard the saying, "publish or 

perish." That was yesterday. Today, chief execu
tives, entrepreneurs, and company managers 
understand how published books can help 
increase their companies' revenues, not to 
mention their standing in the financial 
markets. One of the most famous of these 
books was Iacocca, An Autobiography. It 

made Lee Iacocca America's most celebrat
ed businessperson of the time. It formed the 
public's opinion of Chrysler Corporation, not 
only as a company that assembles cars, but also 
as a company that refused to go belly-up 
despite overwhelming odds against it. The 
book resuscitated Chrysler's image and the 
company has flourished since. 

Another, more recent book, Control Your Destiny or 
Someone Else Will, is the story of how Jack Welch, the 
fiery CEO of General Electric, led his company through 
one of the most ambitious and successful transforma
tions in the history of American business. 

But you don't have to be running a Fortune 500 
company to write a bestseller. Aleksander Szlam proved 
that. So did many others such as Jim Clemmer and Bar
ry Sheehy, the best-selling authors of Firing on all Cylin
ders, a prescription for restoring service and quality. 

Clemmer and Sheehy were co-owners of a small con
sulting company who hit it big when their book was 
published. Their company grew and was acquired by 
one of the country's premier consulting firms, Zenger-
Miller Associates. 

Neither does your company have to be high-tech. 
One of the most successful business books of all time 
was Up the Organization, a study based on Avis, the 
famous car rental company. 

How to get published 
As a ghostwriter I have helped several company owners 

and managers steer their way through the pub
lishing minefields. Here are some tips that 
you should consider if you want to write a 
book and see it published: 

The book must have appeal to editors or it 
will never see the light of day. A well-craft
ed book proposal will sell your book. 
Nothing else will, not even a personal con
nection. Editors live or die depending on 

the books they select for publication. If their 
books sell, they keep their jobs; if their books die, 
they start pumping out resumes. 
The book needs to be crafted in such a way as to pre
sent your case in a compelling manner, whatever 
your message may be. If you're selling a product or a 
service, the book must not appear to do so; oth
erwise it will be branded as "commercial." 
Yet, it must help promote your company. 
There is a line that writers cannot cross 
without violating the readers' trust; but 
they should boldly approach that line. 
It should avoid business jargon since 
most of the public won't recognize 
insider words. You do not need the writ
ing skills of a Newsweek or Time journal
ist, but your writing must be clear and 

easily understood by the general 
public. This is harder to do than 
most first-time book writers realize. 
8! The book must contain specific advice 

that other people and other companies 
can use. There is nothing worse than a 

book that purports to dispense valu
able help but leaves the reader with nothing more 
than a mouthful of worthless platitudes. 
Although your book will be nonfiction, it needs to 
contain many of the elements of a novel: It should 
build tension and have vivid characters that bring the 
story to life. Even the most technical book can keep 
readers glued to their seats if the writer knows how to 
build suspense. 

Martin R. Smith is owner and president at Wordshapers USA in Lawrenceville, Ga.; 
770/962-9915; wordshapers@worldnet.att.net; http://www.aaow.com/word
shapers/. 
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