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YOUR
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Your book blueprint is not only the skeleton of your book, but a fabulous reminder of what meat you intend to put on the bones.
It can be designed in such a way that every time you sit down to write, you know EXACTLY what you will be writing about with a
word count guideline to keep you on track.
Get clear on what you want to achieve with your nonfiction book
What is it you want your reader to know?
What do you hope to make them think or feel or do once they’ve read your book?
Do you want to explain a topic that you’re passionate about?
Or do you want to share a story that will inspire or guide your reader?
Understand the subgenre of nonfiction you’re going to write
Narrative nonfiction is nonfiction that tells a story. Unlike fiction, however, the story you’re telling is true. With this kind of
writing, it’s all about creating scenes of events that your reader can engage with in a similar way as they do when reading fiction.
It's about the people (characters) in the story and the tension that comes when the main character (probably you) wants to
achieve something and faces obstacles on the path to achieving it.
Expository nonfiction is not so much about telling a story as it is about explaining subject matter, giving advice or instruction, or
persuading your reader to your point of view. Textbooks, self-help books, and how-to books are all expository.
Choose the structure for your book
The Traditional Three-Act Structure
Here you tell the story in chronological order. You’re essentially setting the scene: introducing the protagonist and describing the
event that sets the protagonist’s story in motion.
The middle part, or the confrontation act, describes the protagonist’s journey and the obstacles and characters they encounter
along the way.
Then, finally, you come to the end part, or the resolution act. This is the climax that you’ve been building towards. After the
climax, you tie up the loose ends and emphasize what you want your reader to take away from it all.
Manipulating Time
With this structure, you start your story somewhere in the middle and then use flashbacks to tell your reader how it all began. You
can also jump forward to future events and then go back to an earlier point in time. This structure is especially effective when
there’s a risk that your reader may lose interest in the set-up and just wants to know what will happen next.
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The Circular Structure

Here you start your story with the climactic event that would normally come at the end. You then go back to the beginning and the
middle, describing what led to this climactic event. At the end of the book, you reiterate the climactic event and tie up the loose
ends.
For expository nonfiction
You may find it makes more sense to divide your book into sections or chapters according to topic. Say, for instance, that you’re
writing a how-to business book describing seven steps or principles. The best way to do this is to tackle each step or principle
separately. However, you can still build in an overarching narrative by letting one step or principle lead on to the next.
Draft an outline
Write down the main parts of your book’s structure. If you’re going with a narrative style, these will be the beginning, middle, and
end parts, in whichever order you decide to tell them. For expository nonfiction, you’ll write down the different main topics you’re
going to cover.
Now consider each part separately. Write down all the points you want to cover in that part.
On the following pages I have drawn out a standard book blueprint.
I have also shared with you one of our client's book blueprints whose book was written and published within 6 months and became and
Amazon #1 Bestseller.

CLIENT
EXAMPLE

Aim - A 40,000 word non-fiction book
Purpose - To give me credibility as a business coach for cake makers.
Ideal reader - Female reader. Professional women with young children who are fed up of spinning s many plates and have found a
love of decorating cakes. They yet making it a profitable business, but would like to!
Aged - 32-42
Problems and Challenges - Lack of belief from partners and parents. Battling the nay sayers who say they won't make it work as a
proper business. Lacking business knowledge and don't know who to ask.
I am going to - Remove Barriers. Any woman can be successful! I will give them confidence and understanding to rise to the top.
What are they searching for? - They want success and to know that it is possible for them. They don't wish to return to the 9-5
and want to be their own boss doing what they love.
What is my ONE BIG PROMISE to them? - They will develop their knowledge to start or grow a successful cake business.
What are the questions these women are already asking me?
- Pricing
- Contracts
- Marketing
- Business advice
Chapter 1 - Empowering the woman to believe she can do it with my help
*Talk directly to them and empower them (1000 words)
*Talk about my own credibility (1000 words)
*Reality of the market place (1000 words)
*Other Barriers (1000 words)
Chapter 2 - Mindset and Confidence
*Why is mindset important (1000 words)
*Dealing with Nay sayers and mood hoovers (1000 words)
*Starting to think like a business woman (1000 words)
*Knowledge will give you confidence (1000 words)
Chapter 3 - Ideal customer
*Why do you need to identify your ideal customer (1000 words)
*How to create your avatar (1000 words)
*Where to find your ideal customer (1000 words)
*How to speak their language (1000 words)
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Chapter 4 - Branding
*Why is branding important? (1000 words)
*Finding your colour & season (1000 words)
*Finding your style (1000 words)
*Creating your collection (1000 words)
Chapter 5 - Pricing & Consultations
*Why is having a pricing structure important? (1000 words)
*Competitor analysis (1000 words)
*Confidence in holding pricing conversations (1000 words)
*Cake Consultations (1000 words)
Chapter 6 - Launch & Marketing
*Why is marketing important (1000 words)
*Online Marketing (1000 words)
*Offline Marketing (1000 words)
*Ideas for a launch plan (1000 words)
Chapter 7 - Legalities & Formalities
*Registering (1000 words)
*Insurances (1000 words)
*Contracts (1000 words)
*Process Mapping (1000 words)
Chapter 8 - Run this like a business
*Why people fail in this industry (1000 words)
*Hobby Baker to business women (tax etc) (1000 words)
*Bank Account (1000 words)
*Accounts (1000 words)
Chapter 9 - Challenges
*We know that its not always plain sailing (1000 words)
*Difficult clients (1000 words)
*Not enough clients (1000 words)
*Customer expectations (1000 words)
Chapter 10 - Ongoing guidance & Support
*This journey doesn’t have to be a lonely one (1000 words)
*Having a business mentor (1000 words)
*4 powerful testimonials from women I work with (1000 words)
*Why and how to continue with my support (1000 words)
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Aim -

Purpose -

Ideal reader -

Aged -

Problems and Challenges -

I am going to -

What are they searching for?

What is my ONE BIG PROMISE to them?

What are the questions these women are already asking me?
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Chapter & Sub-chapter breakdown (Ensure this is a logical and comelling order for your reader)
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Chapter & Sub-chapter breakdown (Ensure this is a logical and comelling order for your reader)
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Chapter & Sub-chapter breakdown (Ensure this is a logical and comelling order for your reader)

WRITE A
TIMELESS
BOOK
USING FOCUS GROUPS
A timeless book is a classic that remains relevant. It's just as good or true now as when it was created.
Try and avoid coming for a place of "I want to position myself as The One this year" and instead embrace "I want this book to be
helpful for decades."
Writing a book makes you the perceived expert, but the substance of the book will determine whether you actually are or not.
Care enough to make it great.
How thoughtful and intentional would be you be with your book if you knew an outstanding book could make you MILLIONS
whilst impacting millions?
A speaker can read their audience - you have to approach this from a different angle.
Feedback is your BEST friend when it comes to writing a timeless book that truly lands with your reader - But that feedback has to
come from your ideal reader -- NOT your peers & not people you would love to impress for the sake of your ego.
Why hold a focus group?
Focus group research is used to develop or improve products or services. The main purpose is to provide data to enhance, change
or create a product or service targeted at a key customer group.
TIP 1- DEVELOP CLEAR OBJECTIVES
You might be tempted, when planning focus groups, to ask as many questions as possible in the belief that you’ll achieve better
‘value for money/time'. This is a myth. It never pays off to bombard participants with questions. What was intended as an
enlightening discussion turns into a verbal questionnaire, with no mental space or time to fully engage with the issues or
questions you wish to explore. I’ve found these three simple questions, answered at the outset, help focus my thinking and weed
out unnecessary lines of investigation.
What do I need to know?
Why?
To what end?
TIP 2 - BE SPECIFIC ABOUT WHO YOU NEED TO TALK WITH AND WHY
To get the best from your focus groups you need to ensure you talk with the right people in the right sort of groups. Clearly
defined groups allow you, at analysis stage, to spot potentially important similarities and differences between them. The ‘tighter’
the group profile, the more robust the insight. The key questions you need to ask yourself here are:
Who do we want to talk with and why? (The types of people that are relevant)
In what ways are they meaningfully similar? (The characteristics they share)
In what ways are they meaningfully different? (The characteristics that need to be unique to each group to provide a valuable
perspective)
What/who do you need to exclude from this research? (Traits, characteristics, behaviours that are not relevant and could skew
the results)
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TIP 3 - DEVELOP A CLEAR SCREENING PROCESS AT RECRUITMENT STAGE
A screening questionnaire (verbal or written depending on the recruitment channel) ensures that those participating are exactly
who you want to talk to. This minimises the potential for rogue participants to skew the results.
Create a list of inclusion and exclusion criteria based on your answers to Tip 2. This will focus your thinking. If, during your
screening process, someone does not fit the bill, a gentle way of excluding them from the research is to say that the group they
qualify for is already full.
TIP 4 - DON'T SAVE THE MOST IMPORTANT TOPICS UNTIL THE END
It’s common in group discussions for participants to run with a topic and you may end up running out of time before you’ve
explored everything. To avoid this, place your most important questions in the middle of the session. This allows participants to
‘warm-up’ to the subject and avoids any potential time crunch that could happen at the end. You could also try assigning time
blocks to each section of your discussion guide and try where possible stick to them. The degree to which you stick to the timings
is a judgment call which comes with experience. A good rule of thumb is to consider whether the strand of extended conversation
is revealing valuable insights that relate directly to your research objectives? If not, move the conversation on.
TIP 5 - TRY OUT A TEST RUN WITH A FRIEND OR COLLEAGUE
It’s not easy to plan a great focus group on your own. Informal run-throughs with a willing ‘ear’ are a great way of snagging a
discussion guide before you go live.
LANGUAGE
What makes sense to you may sound like gobbledygook to someone else. Our professional language may simply come across as
alienating jargon to a layperson.
TIMING
A run-through will also give you a better sense of the timings for the discussion. Do you have too many questions? Are you placing
too much emphasis on a particular topic to the detriment of another?
FLOW
Flow is also an important consideration. Achieving conversational flow encourages people to hold a train of thought and build on
their thinking. Done well, this can add depth and dimension to their answers. A run-through will reveal if you’ve asked questions
in the wrong order. Does it ‘feel’ right? Trust your instincts on this one.
NON-VERBAL COMMUNICATION
Body language, eye-contact and posture are important in managing group dynamics so be mindful of how you are behaving as well
as what you’re saying.
ATTENTIVE LISTENING
Your participants are the most fascinating people in the world at that moment in time. Listen well, be attentive and look
interested in order to increase people’s confidence in speaking their truths.
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TTIP 6 - CREATE A RELAXED, POSITIVE ATMOSPHERE
Your primary responsibility when moderating a focus group is the well-being of the participants. Your own demeanour and
behaviour at the start of the group therefore is extremely important in putting people at ease.
Personally greet as everyone.
Ensure everyone is comfortable and relaxed before you begin.
Provide high quality refreshments if in person.
Be positive, open-minded and interested in what participants say throughout.
Never appear to judge – in word or in body language.
TIP 7 - BE IN CHARGE OF THE VIRTUAL MICROPHONE
As the moderator, you are responsible for managing the discussion. Here are some things to think about:
VERBAL CUES
When moving from one topic to another, give a clear verbal cue that the previous discussion has finished so participants can make
the mental shift to the next element of the discussion. “Great. What I’d like us to do is move on to now discuss...”
KEEPING ON TRACK
There is always someone who ‘goes off on one’ and starts telling a story that is not relevant to the research. I always address this
by raising my hand and then bringing up the metaphor of going ‘off-road’.
"I think we’ve gone a little off-road here. Time is limited so can I bring us back on track to our discussion about ...”
SHARE OF VOICE
Every participant has an important contribution to make. It is vital therefore to obtain balanced representation – or ‘share of
voice’ - across the group. This means proactively dealing with dominant and reticent participants. For the dominant participant
try: “You’ve made some very good points. Thank you... I’m interested in what other members of the group might want to add. Who
else has something to say? ”For the reticent participant try: “Let’s open the conversation out a little. Sarah, what has occurred to
you during the conversation?”
TIP 8 - NEVER ASK LEADING QUESTIONS
It can be very tempting to test out people’s opinions in relation to your own assumptions. The way to address this is to ask open
questions (who, what, when, where, how) or simply invite the group to talk and elaborate from their own perspectives.
LEADING QUESTIONS
Do you think our online booking service is overly complicated? “List 3 things you didn’t enjoy about your last visit to ...”
OPEN QUESTIONS
Tell me about your online booking experience.”
“If you were to describe... to a friend, what would you say?”
The number one question I would always ask is - How do we make this 10% better?
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TIP 9 - NEVER ASSUME YOU UNDERSTAND WHAT PARTICIPANTS MEAN
Your own subjectivity might lead you to misinterpret what someone means. In order to avoid this, keep checking and asking what
people mean when they say something, especially if it involves a judgment or an adjective: “When you say ‘I was disappointed with
the customer service,’ what do you mean by that?” or: "When you say 'I found it confusing,' what was it that was confusing?"
Another approach is to clarify your understanding by paraphrasing what the participant says. If your assumptions are wrong the
participant will soon put you right. “What I’m understanding here is that you... how does that seem to you?
A good way to finish a focus group is to reflect back the key points you have learnt as a result of the discussion and invite
feedback. This may lead to additional insights or clarify key points further. “The key points I’m taking away from this session are...
Does anyone have anything else to add?” or “Am I right in thinking that the main points from our discussion are...?”
“My understanding is that these are what matter to you most... how does that seem to you?"
TIP 10 - LEAVE THEM ON A HIGH
Focus groups are an important experiential brand touch point for all participants that can generate interest and deepen loyalty if
conducted well. It’s important therefore to ‘leave them on a high’.
Here are some pointers:
Thank them for their time.
Praise the session and tell them how valuable it has been.
Tell them what will happen next.
Seek to engage them further by inviting them to join the mailing list or opt-in to take part in further research.
Give them opportunity to do this immediately.
Offer to share the results of the research with them.
Wish them a safe journey home if in person.
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Considerations Do they understand what you do?
Does your blueprint speak to them?
How do they feel you can make it 10% better?
What is missing for them?
What stands out for them?
What didn't they like?
How does the order feel for them?
What language/words are they using?
Are they willing to help you when it comes to your launch? (We will discuss this in the Position module)
Your focus group should be made up of people within your 'ideal reader' bracket and so the language they use is the language your book
can mirror.
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WHAT 'S SELLING
IN YOUR SPACE?
What is currently #1 on Amazon in your space?
Search via your topic and view the books categories
Search via the Bestseller charts
Review the contents pages to see if there is anything you may not have considered.
Most books have a look inside option; for others you may need to download a free sample to kindle.
What stands out to you about these books?
Colours? Fonts? Style? Use of Language?
Which 5 books in your space have the most 5 Star Reviews?
(You can find these by showing the results in order of reviews)
What do the reviews tell you about what people liked / disliked about the book?
3 * Reviews are the most useful because they generally show a balanced view
What language are you picking up on in the reviews that you can use within your marketing?
Again, readers of books similar to yours are most likely being read by YOUR ideal reader
Choose 3 of the book descriptions and note down what stands out about them.
We will also be diving into book descriptions during the Publish Module
Choose your 3 favourite covers and note down what you love about them.
We will also be diving into book covers during the Publish Module
On the following pages - List the things you have found in your research that you want to include in your book
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YOUR PROJECT
MANAGEMENT PLAN

To keep your entire project planned and on track for success, you can purchase and download our Authors & Co Project Management
Board. This covers the entire publishing & positioning process and is included free of charge if you have purchased the full programme.
This is the exact board used by hundreds of Authors & Co bestselling authors.
You can of course create your own project plan too.

