
B U L L E T I N W I N T E R  2 0 2 1

LeUyen Pham



Creators Writing:  
MFA Programs in  

Children’s Literature
TAMMY BROWN

The Power of  
Promotional Groups 

KIRSTEN W. L ARSON, 
RAJANI L AROCCA, 

JEN MALIA, AND 
LINDSAY H. METCALF

What is SCBWI?
AVERY SILVERBERG

Breathing Deep
L AURIE CALKHOVEN

You Can Spend a Lot 
 of Money but First 

Create a Good Book
GREG PINCUS

The Prologue Question
CANDICE RANSOM

The Question of the 
Three Fs

JENNIFER BUSHROE

Three Painless Ways 
to Keep Independent 

Bookstores Alive
TERI DANIELS

34

19

38

22

40

24 28

30

Features

CONTENTS

W I NTER  20 2 1



SCBWIWINTER 2021 3

www.scbwi.org · scbwi@scbwi.org

EDITORS STEPHEN MOOSER & LIN OLIVER
ART DIRECTION AND DESIGN SARAH BAKER & MEAGAN BENNETT
PRODUCTION EDITOR KAYLA CICHELLO
PEOPLE EDITOR REVA SOLOMON people@scbwi.org
MARKETING ADVISOR SUSAN SALZMAN RAAB sraab@raabassociates.com
 
BOARD OF ADVISORS
KATHLEEN AHRENS, Author; LAURIE HALSE ANDERSON, Author;  
BONNIE BADER, Author/Editor; TRACY BARRETT, Author; JUDY BLUME, Author;  
PETER BROWN, Illustrator/Author; PRISCILLA BURRIS, Illustrator/Author;  
DANA CAREY, Illustrator; CHRISTOPHER CHENG, Author; BRUCE COVILLE, Author;  
PAT CUMMINGS, Illustrator; MATT DE LA PEÑA, Author;  
EMMA D. DRYDEN, Author/Editor; ELLEN HOPKINS, Author;  
ARTHUR A. LEVINE, Editor/Author; LAURENT LINN, Art Director/Illustrator/Author; 
MEG MEDINA, Author; LINDA SUE PARK, Author; SUSAN PATRON, Author;  
JERRY PINKNEY, Illustrator; RUTA SEPETYS, Author;  
LESA CLINE-RANDSOME, Author; MELISSA STEWART, Editor/Author;  
LISA YEE, Author; CECILIA YUNG, Art Director; CHERYL ZACH, Author;  
PAUL O. ZELINSKY, Illustrator/Author
 
BOARD MEMBERS EMERITI
JUDITH ROSS ENDERLE, Author; STEPHANIE JACOB GORDON, Author;  
JANE YOLEN, Author 

US REGIONAL ADVISOR COORDINATOR TRACY BARRETT us-rac@scbwi.org  
INTERNATIONAL REGIONAL ADVISOR CHAIR KATHLEEN AHRENS kathleen-
ahrens@scbwi.org  
ILLUSTRATION COORDINATOR PRISCILLA BURRIS us-ic@scbwi.org  
INTERNATIONAL ILLUSTRATION LIAISON DANA CAREY france-ara@scbwi.org  
AWARD COORDINATOR SARAH DIAMOND sarahdiamond@scbwi.org  
POETRY COORDINATOR CYNTHIA GRADY cynthia@cynthiagrady.com  
DATABASE ADMINISTRATOR & TECHNICAL COORDINATOR JOSH SMITH 
joshuasmith@scbwi.org

COVER ART 
LeUyen Pham ©2021

The SCBWI Bulletin is a quarterly publication by the Society of Children’s Book Writ-
ers and Illustrators, a professional international organization for writers and illustra-
tors of children’s literature. Membership dues are $95 for the first year and $80 each 
renewing year. Send an e-mail to membership@scbwi.org for general queries as well 
as membership and conference information; for website issues and questions, e-mail 
webmaster@scbwi.org. All content copyright SCBWI ©2020. The Bulletin makes no 
specific endorsements of any books or products mentioned in its pages.

SUBMISSION  
The Bulletin welcomes submissions of articles of interest to our illustrator and writer 
members. Payment for full-length articles is $200. Submit features to bulletin@scbwi.
org. We also welcome illustration submissions. Payment for black-and-white art is 
$50 per drawing. For illustrations, we retain only first-time rights. For articles we take 
only one-time Bulletin and all SCBWI website rights. For submission guidelines, log 
in at scbwi.org and click on “Publications,” then choose “SCBWI Bulletin” and then 
“Info for members on submitting art or stories to the Bulletin” on the left-hand side of 
the page.

SCBWI ONLINE  
Visit the SCBWI website at scbwi.org, where you will find awards and grants, a 
calendar of events, regional chapter information, and many other resources. Current 
SCBWI members have special access to the latest publications, podcasts, and mem-
bers-only discussion boards. Remember, this is your organization. Please send your 
suggestions and ideas to scbwi@scbwi.org.

Columns

Cover Artist Chat This About That To Market

News & Notes

4 5 6

7
Success Story¡Se Habla  

Español!

Independent  
Perspective

Legally BookishArt Spot

108

12 1411

Art Tips PoemHere, There  
& Everywhere

16 4317

Regional Events

Publishing Industry 
Updates

People

43

45

44



4 SCBWI WINTER 2021

BY  K I M  T URR I S I

LeUyen Pham

COVER  A RT I ST  CH AT

What inspired this cover? 
This is actually similar 
to a piece from my new-

est self-authored book, Outside, 
Inside. The image depicts kids from 
all around the world, isolated at 
home, but sharing one huge heart. 
It’s an homage to community, 
humanity, and love in this strange 
time, that we are all apart together, 
truly. The book is a reflection on the 
early days of lockdown, when we 
were all struggling to understand 
what was happening in the world, 
and shows how much was chang-
ing outside (less cars, people in 
masks, things were quiet) and 
inside (home schooling, anxiety, 
hospitals overrun). I know that 
sounds heavy, but it’s actually a 
book about hope, and about how 
the human spirit can be such an 
amazing thing. This image was 
taken from the book which says, 
“On the outside we are all differ-
ent. But on the inside, we are all 
the same.” 

What’s up next for you? 
Oh boy, my brain has been in a 
muck for so long, it’s hard to get 
it clear to think. Outside, Inside 
comes out January 5th, and I 
really hope it speaks to people. 
BFF Shannon Hale and I have 
a new picture book series com-
ing out in the spring, introduc-
ing the world to a cool little kitty 
named Itty Bitty Kitty-Corn. We 
pulled out all the stops on this 
one, and just had a blast creat-

ing this fuzzy, funny, determined lit-
tle pink cat who is convinced in her 
heart of hearts that she is truly a 
unicorn. It started out as a fun lit-
tle story between the two of us—
we were on tour, sitting at a cof-
fee shop, tossing each other ideas 
that seemed silly at the time. And 
then the idea of this little crea-
ture popped into both our heads, 
and unbeknownst to each other, in 
that coffee shop, while supposedly 
working on other things, we started 
writing and drawing at the same 
time. Fifteen minutes later, we both 

looked up and said at the same time 
practically, “I know we were just 
having fun, but look what I made . 
. .” And next thing we knew we had 
a full story and sketches. The idea 
of this kitty that learns how to let 
the world know who she is, it just 
seemed to have existed before 
us and sprang full grown into our 
heads. 

In August, Shannon and I are also 
releasing the last installment of 
the Friends graphic novel series, 
Friends Forever. It talks about 

Shannon’s eighth grade year 
and her struggles and triumphs 
over the craziness of middle 
school. It’s a big one—we’ve 
been working on it a while now, 
but I think it’s a great ending to 
the series. And then, hopefully 
next winter, we’ll have book 
nine of the Princess in Black 
series. I’m working on that one 
now, and all I can say is that, 
well, maybe a mermaid shows 
up. ·
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Once upon a time agents 
were only for hotshots. The 
rest of us submitted our 

work to nameless editors at far-
away publishing houses and per-
formed our secret good luck ritu-
als. If we got plucked out of a slush 
pile, we giddily signed unread con-
tracts and hoped for the best. But 
times changed, as times do, and us 
regular midlist writers and illus-
trators started needing agents. 
It got so publishers wouldn’t con-
sider us without one.

We began the search.  Maybe 
those who were good at  compart-
mentalizing their emotions man-
aged to hold reasonable expecta-
tions, but the desperately romantic 
among us worked as hard on our 
please-like-me pitches to agents as 
we did on the work we hoped they’d 
represent. Thus began a whole new 
world of rejection possibilities and 
disappointments, allowing us plenty 
of time to refine our Perfect Agent 
fantasy. We wondered what it would 
be like to have someone enthusias-
tic about our work. Someone who’d 
understand what we do and how 
hard we do it. Someone good at 
negotiating and happy to do so on 
our behalf.  Someone to dispel the 
loneliness of creating.

We heard writers and illustrators 
thank their agents in acceptance 
speeches and imagined doing so 
ourselves.

Eventually we signed with some-
one, and thought, “Phew! Glad that’s 
settled!” We figured the hard part 
was over and from then on we’d 

work shoulder to shoulder in sat-
isfying symbiotic symmetry. We’d 
grow old together, and speak mov-
ingly at each other’s funerals.

Or at least they’d return our calls.
Alas, human relationships are 

complicated. While we have just one 
agent, that agent represents many 
clients. We may wish they’d for-
sake all others for us, or at least 
like us best. And we may wish they’d 
shun the editors who reject us, and 
always take our side. And we may 
wish they wouldn’t act exasperated 
no matter how needy and annoying 
we are.

Having hopes together is fun but 
dashed hopes are not fun for any-
one. If it comes to a breakup, we 
may  recall the early 
emails and cozy pillow 
talk. Sweet music swells 
under a montage of 
our advances, awards, 
and surprise subsidiary 
rights. But it grows dis-
cordant with memories 
of misunderstandings 
and the realization that 
our now  ex-agent will 
collect fifteen cents on 
every buck we earn on 
the books they agented. 
Forever and ever.

We begin the agent 
hunt anew.  

I hear Lin Oliver say, 
“What a grim piece!”

But I’m not saying 
the game is rigged for 
unavoidable pain and 
disappointment. I’m 

saying that  just like in real life and 
good literature, stories that deal 
with hopes and humans are com-
plicated. The stakes are high, not in 
money, maybe, but in vulnerability. 
Ultimately though, the  agent-artist 
relationship is that of co-workers 
and teammates. Professionals,  not 
soul mates. If we’re lucky enough to 
sign a few good contracts and have 
some laughs along the way, that’s 
success.

xo Amy. · 

AMY GOLDMAN KOSS has written a bunch 
of picture books and middle grade novels, 
won some awards and judged some. She 
enjoyed a long midlist career and has no 
regrets. Visit www.amygoldmankoss.net 

BY  A M Y  G OLD M A N  KOS S

Being Agented

TH I S  A B OUT  TH AT

CHRIS PARK
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TO  M A RKE T

BY  S US A N  S A L Z M A N  R A A B 

AI, Big Data, and Kids

Artificial intelligence is per-
vasive in business and is 
increasingly part of sales, 

marketing, customer service, and 
production. It is also part of prod-
uct development in the children’s 
book and toy industries and, 
according to a 2020 report from 
the Emotional AI Lab, is an area 
expected to grow throughout the 
decade. Recent news about inte-
grating story and play using AI, 
includes Mattel’s announce-
ment that it is collaborating 
with Bookful, the augmented 
reality (AR) book app, to pro-
duce AR-activated books for 
characters beginning with 
Barbie© and Thomas the Tank 
Engine©. Educational publish-
ers have led the way in digitized 
learning and now earn sub-
stantial revenue from sales of 
digital texts and from data they 
collect. 

But collecting data on young 
users and developing technol-
ogy designed to interact with a 
child on an emotional level is a 
tricky business and it’s import-
ant to consider implications of 
what various aspects of this may 
mean. MIT Technology Review 
said, children “are often at the 
forefront when it comes to using 
and being used by AI, and that 
can leave them in a position to get 
hurt.” UNICEF with similar concern 
has launched the Artificial Intelli-
gence for Children policy to explore 
how to protect children’s rights in 
this area. The authors of the Emo-

tional AI Lab report looked at how 
AI could have the potential to influ-
ence kids’ behavior and project that 
this could add “a commercial dimen-
sion” into the child-parent dynamic. 

There are a good number of prod-
ucts on the market now that can 
respond to what we say and do, but 
now with more biometric data tech-
nology, far more can be captured 
and analyzed. This can include cam-
eras to capture our expressions; 

imbedded microphones to record 
the pitch and timbre of our voice; 
sensors to detect finger movement 
on a keyboard or screen, and mon-
itors to track our pulse, blinks, and 
breathing. 

This biometric data can then be 
analyzed to ascertain how a person 
feels while interacting with a given 
product or experience, and the 
data can be algorithmically ana-
lyzed for predictive modeling to try 
to anticipate how that person might 
behave in the future. This is what 
the Emotional AI Lab terms, “Emo-
tional AI,” and which they define 
as, “technologies that use affective 
computing and artificial intelligence 

techniques to sense, learn about, 
and interact with human emo-
tional life.” 

This raises obvious ethical 
issues when applied to children 
because, as the Emotional AI Lab 
report research says, children 
are vulnerable, “their privacy 
rights are not well protected,” 
and “existing legal instruments” 
like the General Data Protection 
Regulation (GDPR) and the Chil-
dren’s Online Privacy Protection 
Act (COPPA), “do not do enough 
to ensure their data will be kept 
safe.” Further the authors say, 
research shows, “children are, 
depending on their age, unable 
to understand persuasive intent 
or separate ads from content,” 
so, “marketing to children and 
parents based on a child’s neg-
ative emotions [for example, if 
their parent chooses not to get a 

new product that’s been presented 
to them as desirable] is deeply 
unethical and harmful.” 

The authors believe this could 
easily lead to adding a new “com-
mercial dimension into parenting,” 

Collecting 
data on young 
users and devel-
oping technology 
designed to  
interact with a 
child on an emo-
tional level is a 
tricky business.
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NE WS  A ND  NOTESin three ways: 1) marketing to par-
ents when they themselves are vul-
nerable and may be more receptive 
to something that seems to sat-
isfy their child, 2) parents may be 
largely unaware of the type of data 
being collected on their children, so 
would not take effort to stop what 
they might otherwise find unac-
ceptable, and 3) the possibility that 
some companies might make a two-
pronged marketing effort in which 
on one hand they do outreach to a 
child to try to heighten the child’s 
emotions about wanting a product; 
while at the same time targeting the 
parent with the notion that the com-
pany is offering a product that can 
make their child happier. 

With authors and illustrators a 
more active part of the marketing 
process now, and going forward, it is 
important to understand where this 
aspect of business could be headed. 
When involved with a project that 
might involve ongoing audience 
engagement, it is reasonable to ask: 
“What data is being collected?” and 
“What will it be used for?” 

It also behooves those of us who 
focus on children and care about 
their welfare to consider what we 
can do to promote good practice 
and advocate for their welfare, 
since they cannot do that for them-
selves. 

SUSAN SALZMAN RAAB is author of An 
Author’s Guide to Children’s Book Pro-
motion and is SCBWI’s marketing advisor. 
She’s hosted New Books Network’s Chil-
dren’s Literature channel, the University 
of Connecticut’s children’s literature 
podcasts; and has been correspondent 
for nationally syndicated, Recess! Radio. 
She’s President of Raab Associates, a 
marketing agency that works with clients 
internationally. The To Market archives 
are at www.raabassociates.com and 
www.artstomarket.com. Questions can 
be sent to sraab@raabassociates.com. 

Following a fourteen-year lob-
bying effort by the Authors Guild 
and others authors and creators 
just got a major tool in their arsenal 
to protect their works after the US 
Congress enacted the Copyright 
Alternative in Small Claims Enforce-
ment (CASE) Act, which allows the 
resolution of copyright claims—
including claims for infringement—
as an alternative to costly federal 
litigation. The CASE Act passed as 
part of the $1.4 trillion Consoli-
dated Appropriations Act of 2021, 
Congress’s year-end government 
funding package.

“The Act is a very important win 
for authors, giving them a practi-
cal channel for seeking remedies 
for the violation of their rights. Until 
now, authors and other creators 
have had no way to enforce their 
rights except to bring expensive 
federal lawsuits. This has left writ-
ers with no ability to fight pirates 
or big companies, who can outliti-
gate them, for stealing their work,” 
said Authors Guild President Doug 
Preston.

The Act will create a forum called 
the Copyright Claims Board within 
the US Copyright Office to hear 
copyright claims of up to $15,000 
per claim and an aggregate of 
$30,000. The cost of bringing a 
claim will range between a minimum 
of $100 and a maximum of the fil-
ing cost of an action in federal dis-

trict court (currently $350), and 
the claims will be heard by a panel 
of three Copyright Claims Officers 
appointed by the Librarian of Con-
gress, at least two of whom must 
have experience representing both 
owners and users of copyrighted 
works. An opt-out process built into 
the legislation ensures that the tri-
bunals adhere to constitutional 
requirements. The legislation ulti-
mately ensures that individual con-
tent creators and other copyright 
owners who depend on copyright 
for their livelihoods but can’t afford 
the costs of protracted litigation 
gain access to justice.

“Copyright law should protect 
all creators, but the unfortunate 
fact is that it only protects those 
who can afford the high costs of 
federal court and legal repre-
sentation. With the average cost 
of federal litigation at $400,000, 
pursuing a remedy for their rights 
is impossible for most authors—
even the best-selling ones. The 
CASE Act changes this by providing 
authors with a voluntary, inexpen-
sive and streamlined alternative 
that they can use to protect their 
rights, their creativity and their 
livelihoods,” said Authors Guild CEO 
Mary Rasenberger.

The SCBWI and its members are 
most grateful to the Guild for suc-
cessfully lobbying this legislation 
through Congress.

Authors Guild guides  
CASE Act through Congress  

Creating Small Claims Tribunal 
in the Copyright Office
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P OR  JUDY  G OLD M A N

Autor(a) de imágenes y/o 
textos, ¿irás, por primera 
vez, a un congreso para 

creadores de libros para niños y 
jóvenes organizado por la SCBWI? 
¡Bien! No te vas a arrepentir.

Aunque la pandemia ha modifi-
cado muchas cosas en nuestras 
vidas, haciendo casi imposible que 
vayamos físicamente a un congreso 
o taller, esperamos que en un futuro 
próximo sea posible acudir de 
manera presencial. Mientras tanto, 
compartimos algunas sugerencias 
para las dos modalidades para que 
aproveches estos encuentros a lo 
máximo sin importar si son virtuales 
o presenciales. Así, seguramente 
aprenderás y te divertirás mien-
tras estableces contactos sociales 
y profesionales con otras y otros 
creadores y gente de la industria, 
todo en el beneficio de la produc-
ción de libros infantiles y juveniles.

Un congreso virtual puede ser 
igual de abrumador que ir a uno 
presencial. Un congreso presen-
cial junta a más de mil personas y, 
en uno virtual, aunque no los veas, 
estarás con miles de personas de 
muchos países. En las dos modali-
dades habrá una serie de opciones 
emocionantes y, al mismo tiempo, 
desconocidas. ¿Quisieras saber 
cómo aprovechar las dos al máx-
imo? Aquí te damos algunas suger-
encias.

Antes de ir al congreso, estudia 
bien el programa para seleccio-
nar los talleres a los que quieres ir 
y saber algo sobre los talleristas. 
Prepara tus tarjetas y/o portafolio, 

¡y mantente abierto!
Establece una red de contactos. 

En congresos virtuales es más com-
plicado establecer contactos direc-
tos con otras personas pero no es 
imposible. En presenciales, puedes 
conocer a gente en los pasillos, en 
el elevador, en la fila para comprar 
un café, sentado junto a ti en algún 
taller y en los eventos sociales. 
Reparte tus datos o tarjetas de pre-
sentación y guarda las que te entre-
garán a ti. Recuerda que todos los 
que están ahí tienen en común que 
quieren hacer excelentes libros 
para lectores jóvenes. Además, en 
el campo de la literatura infantil y 
juvenil, la gente tiende a ser amable 
y, por lo general, generosa con su 
tiempo y sus conocimientos. Hay 
personas extrovertidas a quienes 
no les cuesta trabajo platicar con 
todas las personas que conocen 
pero si más bien eres una per-
sona introvertida, hay que tratar 
de sobreponerse a esto y platicar 
con los asistentes. De manera vir-
tual y presencial, puedes ir, en las 
noches y ya que han terminado las 
conferencias y talleres, a alguna 
junta de grupos de afinidad mera-
mente sociales como, por ejemplo, 
gente LBGT+, ilustradores, hispano-
hablantes y traductores y compar-
tir información de contacto. Es un 
excelente momento para conocer a 
más personas, incluyendo editores, 
directores de arte y agentes. 

Si ya conoces a algunas personas 
que estarán ahí, búscalas y pón-
ganse al día sobre sus noticias, tri-
unfos y fallas. Si no conoces a nadie, 

piensa que hay muchas personas 
que están en la misma situación 
que tú. Preséntate y seguramente 
conocerás a personas fascinantes. 
Además, algunas de ellas podrían 
convertirse en buenos amigos y 
amigas aunque vivan muy lejos de ti. 

Llega puntual a las conferen-
cias magistrales, citas y a talleres, 
siempre con algo en donde tomar 
apuntes como un cuaderno o una 
tableta. Recuerda ordenar tus 
notas y tarjetas tras el congreso, y 
haz un seguimiento de los contactos 
más enriquecedores y útiles.

Aprovecha que, durante un mes 
después de un congreso virtual, 
podrás meterte a la página de la 
SCBWI para ver los videos que no 
pudiste ver anteriormente o que 
te perdiste por la diferencia de 
horarios. 

Ten en cuenta que muchas editori-
ales en Estados Unidos solo reciben 
material de parte de agentes liter-
arios o de artistas pero, durante los 
congresos, la mayoría de los edi-
tores y directores de arte que están 
ahí están dispuestos, durante un 
tiempo específico, a recibir textos 
y/o muestras de arte de asistentes 
al evento. Haz tu tarea e investiga 
qué tipo de libros publican para ver 
si tu proyecto y/o estilo es uno que 
les puede interesar.

Durante los congresos presen-
ciales te sugerimos que vayas a la 
fiesta de gala que siempre se lleva 
a cabo. Es muy divertida y un buen 
lugar para hacer nuevos amigos y 
amigas. 

No es necesario que vayas a todo 

Navegando un congreso 
SCBWI: 11 consejos

¡ SE  H A BL A  ESPA Ñ OL !
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lo que está en el programa. Se 
necesita tiempo para descansar 
y “cargar las pilas”. Durante con-
gresos presenciales, mucha gente 
va al bar y al lobby del hotel para 
relajarse, socializar y conocer 
otras personas pero no es nece-
sario que te quedes ahí hasta que 
cierren el bar. Al día siguiente hay 
actividades y debes estar fresco 
para aprovechar todo.

Si eres escritor(a), puedes man-
dar un manuscrito completo para 
un libro álbum o ilustrado o tres 
capítulos y una sinopsis de una 
novela en el que estás trabajando 
para que sea leído y comentado 
por un(a) editor(a) o agente. Por el 
momento, esto solo es posible para 
material escrito en inglés y tiene 
un costo adicional a la matrícula. Si 
eres ilustrador(a), la exposición de 
portafolios, con un costo adicional 
a la matrícula, también es una gran 
oportunidad. En el congreso inter-
nacional de verano 2020 los por-
tafolios fueron subidos a la página 
de la SCBWI y los directores de 
arte de varias de las editoriales 
más importantes de Estados Uni-
dos los vieron y tomaron nota de 
los que les llamaron la atención. En 
un congreso presencial, se pasean 
entre las mesas donde se exhiben 
los portafolios y se llevan tarje-
tas de presentación de los artistas 
que les gustan para considerarlos 
para futuros proyectos. El jurado 
escoge a tres ilustradores como los 
mejores y el primer lugar recibe, 
como premio, un viaje con todos los 
gastos pagados a Nueva York para 
tener citas con directores de arte 
de tres editoriales. Aunque no seas 
seleccionado, tu trabajo puede lla-
mar la atención de algún editor o 
director de arte presente.

Hay editores, directores de arte 
y agentes que estarán encanta-
dos de platicar con los asistentes 
al congreso pero otros no. Ten las 
antenas bien paradas para poder 
detectar la diferencia pues no 

quieres que sientan que los estás 
hostigando. 

Cuando ya sea posible ir física-
mente a un congreso, usa zapa-
tos cómodos. Las distancias en los 
grandes hoteles donde se llevan a 
cabo los congresos son muy largas. 
Lleva un suéter o sudadera. El aire 
condicionado durante las confer-
encias magistrales y talleres suele 
ser helado.

Recuerda que los congresos 
virtuales son una gran oportuni-
dad de mostrar tu trabajo a gente 
del sector sin tener que gastar un 
gran presupuesto en viajes y hote-
les. Aprovecha todos los sociales 
para contactar con compañeros y 
otros profesionales del sector. Y de 
nuevo, después del congreso, orga-
niza todas tus notas y contactos: ¡te 
serán útiles!

JUDY GOLDMAN was born in Mexico 
City, where she was raised bilingual and 
bicultural. She writes in both English 
and Spanish and has stories and over 
sixty books published in Mexico, the US, 
Brazil, Colombia, Austria, Germany, 
and, soon, Ecuador. Seven of her books 
are in the Mexican Ministry of Educa-
tion’s nationwide reading program and 
others have been shortlisted by IBBY 
Mexico and the Fundación Cuatrogatos, 
among others. She and Malena F. Alzu, 
the Spanish-Language Coordinator of 
the SCBWI, are the editors of the Bulle-
tin La cometa. She has two grown sons 
and she and her husband live (with their 
corgi Sabrina) in a building on the top of 
one of the mountains that surround Mex-
ico City. Her bilingual webpage is www.
judygoldman4kids.com.

SHANNO
N

 M
CNEILL
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I joined SCBWI in 2015 and began 
attending workshops and confer-
ences. I was immediately struck that 
the Wisconsin chapter wasn’t as 
diverse as I expected, but welcom-
ing and filled with writers who didn’t 
hesitate to share advice. I jumped in 
to volunteer, and soaked up as many 
mysteries of the publishing industry 
as I could. 

Like any industry, obstacles 
are plentiful, but I had faced and 
overcome hurdles throughout my 
career and enjoyed many suc-
cesses. I was up for the challenge. I 
joined a critique group, researched 
mentor texts, and admired the work 
of lauded colleagues, along with the 
passion of my fellow pre-published 
authors.

I set my sights on the middle grade 
market and began to write my man-
uscript featuring multicultural 
superheroes, working on CRIS-
PR-Cas9 gene editing technology, 

who share a love of spy gadgets. 
After many drafts, my manuscript 
for The Stupendous Adventures of 
Mighty Marty Hayes was ready for 
submission. As rejections piled up, I 
continued to refine my craft. 

In August 2017, I knew I was  
ready for publication. Convincing 
faceless strangers was difficult. I 
wrote an article for the national 
Writer’s Digest magazine and 
declared, I was seeking an agent. 

In that same article, I also men-
tioned I had received a request for 
a full manuscript from a former edi-
tor and now publisher who had writ-
ten, “Thanks for sending me your 
manuscript which I have so enjoyed 
looking at. It is such a great fun con-
cept and the ideas you have for fur-
ther titles makes it a more commer-
cial project than we (pursue).”

Great news! This individual has 
successfully shepherded through a 
fantasy series that set global sales 

records, captured the imaginations 
of youth and adults, and gained fans 
from reluctant and avid readers 
alike.

Several months later, I wrote a 
second article for Writer’s Digest 
announcing I had launched without 
an agent and secured a three-book 
middle grade series deal with a tra-
ditional small publisher. 

My aha moment came as I real-
ized I had all the tools I needed to 
carve out my own success. 

As I write this, I can reflect on 
nearly forty appearances around 
the country since my first book was 
published in 2018. I was invited to 
schools, educator conferences, 
bookstores, and book festivals. I 
would not have had these life affirm-
ing experiences if I had ‘waited to be 
chosen.’

I’ve taken care to mentor others 
as I build my career, while continu-
ing to refine my craft and publish-
ing knowledge through SCBWI and 
other industry conferences.

My most recent book opportunity 
was inspired by an Emory Global 
Health Institute competition. The 
challenge was to write a book to help 
children ages six to twelve deal with 
the effects of the coronavirus pan-
demic. The book needed to be writ-
ten in two weeks! I initially shrugged 

Lora L. Hyler

S UCCES S  STOR Y

I began my creative writing journey as a child. As an adult I wrote 
many short stories, screenplays, and one adult novel, before decid-
ing to write children’s books. I worked professionally as a news 

journalist for NPR and ABC affiliates in Milwaukee, Wisconsin. I also 
worked as a corporate communications writer and manager for major 
media and energy companies, and for various corporate and nonprofit 
clients. The latter was through my public relations and marketing com-
pany, Hyler Communications, founded in 2001, still in existence, and 
now focused solely on marketing my books.
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it off. Finally, with ten days left to 
write, I jumped in. I knew I wanted 
this book published, win or no win. 
Our Bodies Stay Home, Our Imag-
inations Run Free was published in 

July 2020. Safety tips 
are intertwined with 
humor and laughter.

Once again, SCBWI 
is at the forefront 
of making the book 
known to audiences. In 
accepting what at first 
glance seemed to be an 
impossible challenge, I 
learned two valuable 
lessons. 
• How to write fast 
• Sacrifice for the 
cause: children will be 
dealing with this coro-
navirus pandemic for 
quite some time.

 My publisher and MG 
series illustrator came 
on board the project. 
It’s been a joy and a 
rewarding accomplish-
ment. A detailed mar-

keting plan is underway.
My advice for budding authors: 

stay humble. Put the work in. Write 
the book only you can write; you’ll 
find your audience.

Thanks, SCBWI for accompanying 
me on this author journey.

LORA HYLER is a former reporter for NPR 
affiliate, WUWM and ABC affiliate, WISN, 
both in Milwaukee, Wisconsin. She also 
worked in corporate communications and 
executive speechwriting for media and 
energy companies. In 2001, she founded 
her public relations and marketing com-
pany, Hyler Communications. She worked 
in television for two years on NBC affili-
ate, TMJ4. She’s been a member of SCBWI 
since 2015 and became a children’s book 
author in 2018. Her debut novel, The Stu-
pendous Adventures of Mighty Marty 
Hayes, is the first in a three-part chil-
dren’s middle grade series. Inspired by 
a challenge from Emory Global Health 
Institute, she has written a book to help 
children, ages six and up deal with the 
coronavirus. Our Bodies Stay Home, Our 
Imaginations Run Free debuted in July 
2020 to great reviews. She’s now work-
ing on her second book in the Stupendous 
Adventures series.

ART SPOT WINNER

karlaanimacion.mypor t fol io.com

Karla
Duenas
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Garnering reviews should be 
a part of every self-pub-
lishing author’s marketing 

plan. Consistent, good reviews 
from readers, bloggers, and 
industry experts will set your 
self-published book apart from 
others in your genre and let 
readers know you’ve produced a 
high-quality product. 

There are many ways to get 
your self-published book reviewed. 
Below are several strategies for 
gaining reviews and for getting 
these reviews in front of potential 
readers.

STRATEGY ONE: REVIEWS 
FROM BOOK BLOGGERS

Book bloggers are avid readers 
who can be very influential in cre-
ating buzz about books. Renowned 
bloggers often have huge followings 
and are trusted sources of book 
recommendations. Not surprisingly, 
book bloggers often find them-
selves deluged with ARCs (Advanced 
Reader Copies) from publishers who 
recognize that, because of their 
specialist readership, bloggers are 
the often most effective vehicle for 
reaching specific audiences. So, the 
more influential a book blogger, the 
more likely they are to be busy. 

Some book bloggers choose to 
reduce their load by refusing to 

review self-published books. Your 
challenge then is to customize your 
pitch to match the blogger’s aims, 
to convince them they will love your 
book—and so will their readers. 
Do your research ahead of time 
and make sure your book fits their 
tastes and preferred genres.

Include the following information 
in any pitch to a book blogger: 

• Your credentials as a 
high-quality author (i.e. links to 
your website, previous media 
coverage, awards, etc.). 

• Existing positive reviews. 
• Evidence of how you will drive 

traffic to their blog through 
your social media following.

• A professional information 
sheet about your book, showing 
the title, cover, summary, and 
any relevant review quotes or 
author information. 

Keep your pitch brief, profes-
sional, and to the point, showing 
how the book blogger’s readers 
will appreciate their review of your 
book. The more customized your 
pitch, the more likely you are to get 
a blogger to review your book. 

STRATEGY TWO: ONLINE  
CUSTOMER REVIEWS

Customer reviews appear 
on retailer sites and also on 
reader-oriented websites like 

Goodreads. Online reviews can be a 
powerful marketing tool for a num-
ber of reasons:

• They are public and posted for 
all potential customers the to 
see. 

• They are relatively accessible. 
Anyone with an account for a 
particular online retail store 
may post a review.

• The more online reviews you 
have, the more visibility you’ll 
have within online stores and 
on search engines, making it 
easier for customers to find 
your book. 

The best way to get customer 
reviews is to build strong rela-
tionships with readers and moti-
vate them to show their support by 
writing an online review. Building 
reader relationships will also help 
you create a base of fans that buy 
every book you write, post reviews, 
and refer your books to their fam-
ily and friends. Make it a mission to 
motivate your readers to respond 
with online reviews!

To make the most of online reviews, 
it’s important to learn the review-
ing rules of each platform before 
you invest time and effort into ask-
ing for reviews. Most self-publishing 
authors sell their books on Amazon. 
Amazon has a set of rules for their 
reviews: For instance, authors can-
not:

I NDEPENDENT  PERSPEC T I VE

BY  L AUR I E  M I LLER

Getting Reviews for Your 
Self-Published Book
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• Self-review their books.
• Get their family members to 

post a review. 
• Pay someone to write an Ama-

zon review. 
• Post a customer review on 

behalf of somebody else.
 

Authors may, however, identify 
and approach top Amazon review-
ers of your book’s genre and send 
them a free review copy of the book. 
You can find a list of Amazon’s top 
reviewers here: www.amazon.com/
reviews/top-reviewers 

Check each reviewer’s profile to 
be sure they read your genre. 

Goodreads Reader Reviews
With fifty million readers, 

Goodreads is a worthwhile platform 
to explore when looking to con-
nect with new readers and collect 
reviews. Goodreads, as the name 
implies, is a site for readers. As an 
author, you can use Goodreads to 
reach readers and garner reviews. 

The site allows an account holder 
to list the books they have read or 
want to read. They are supplied 
with virtual “shelves” to do this. 
Every time an account holder lists a 
book on a shelf, that information is 
shared with all of their friends. 

As a Goodreads author, you can 
place your book on readers’ vir-
tual shelves with book giveaways. 
When a reader enters a Goodreads 
giveaway, the book is automati-
cally placed on their ‘to-read’ shelf 
and this information is shared with 
all of their friends. When the give-
away winner is chosen, write them a 
nice letter asking for a review and 
explain how to do it. 

Goodreads also allows readers 
to form online book clubs that read 
and review chosen books. Becoming 
a Goodreads author and engaging 
with the community of readers that 
reads your genre is an excellent 
way to gain reviews. 

Other Ways to Solicit Cus-
tomer Reviews

On your marketing materi-
als: bookmarks, postcards, or 
any other branded promotional 
giveaways—put instructions 
on how and where to leave a 
review.

On your website: Set up a call 
to action as a widget in the side-
bar and include universal links 
to where you’d like reviews to 
be left. 

Book clubs: Offer book clubs your 
book for discussion. Consider add-
ing book club questions in your back 
matter and end with a request for 
reviews from book clubs following 
their discussions. 

Fans and Followers: Build a group 
of fans who are willing to review in 
return for advance review copies.

Social Media: Post occasional 
memes on social media about how 
new reviews make an author’s day. 

STRATEGY THREE: PAID  
EDITORIAL REVIEWS

Authors, both self-published and 
traditional, can pay for editorial 
reviews. Keep in mind, however, 
that a review that’s dependent on 
the author’s money risks bias—or 
the perception of bias. Good edi-
torial review services will always 
attempt to ensure the separation 
of the reviewer and the purchaser 
to eliminate that risk, so choose a 
review service with a reputation for 
honest, objective reviews. 

Among the reputable fee-for- 
review services are: Foreword 
Clarion Reviews, BlueInk, Kirkus 
Indie Reviews, and Publishers 
Weekly’s BookLife. A number of rel-
atively newer services have also 
sprung up to cater to indie authors. 
If you do choose to invest in an edi-
torial review, you can find trusted,  
reputable service providers in the 
Alliance of Independent Author’s 
Best and Worst Self-Publishing 

Services Guide.
If you can only afford a single 

review, it’s probably best to pass. 
A single review, even if it’s glow-
ing, generally won’t sway booksell-
ers or librarians or other influenc-
ers, unless they’re part of a wider 
review mix of both editorial and cus-
tomer reviews. If a book only has 
paid editorial reviews, or if the edi-
torial reviews are at variance with 
reader reviews, potential custom-
ers will spot this immediately. 

Finally, whichever strategy you 
choose to garner reviews for your 
self-published book, you’ll want to 
keep working on getting reviews for 
your book, as long as you want them 
to keep selling. This is not something 
to pay attention to only at launch 
time, but something to pursue on 
an ongoing basis. Like every other 
aspect of publishing, consistent 
effort over time delivers the best 
results. 

LAURIE MILLER is event coordinator and 
writer-at-large at SCBWI headquarters 
in Lost Angeles. 

*SCBWI advises that you thor-
oughly vet any potential self-pub-
lishing vendor before sending 
payment or signing any type of 
contract. A good resource is the 
Alliance of Independent Author’s 
Watchdog Desk which researches 
and rates hundreds of freelance 
professionals and self-publishing 
service providers. 

ANNA BO
XALL
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BY  L I NDA  JOY  K AT T W I NKEL

How To Use  
Photographs Safely

LEGA LLY  B O OK I SH

Even though photographers 
do not own the subject mat-
ter of their photos, photog-

raphers own copyrights in their 
photographs. Their copyrights 
protect many elements of the 
photographer’s artistic decisions, 
including most obviously for studio 
shots, selection of props, ward-
robes, and backdrops; but in all 
cases, the photographer’s deci-
sions about point of view, lighting, 
cropping, and even the way the 
photographer captured a partic-
ular fleeting moment (as in a con-
cert or sports photo). There may 
also be copyright protection for 
digital enhancements.

Under US and international copy-
right laws, photographers own 
copyright in their photos from the 
minute they are taken. Posting pho-
tos online does not change this. 
Although many people think pho-
tos posted online are in the “pub-
lic domain” and therefore free for 
anyone to use, this is not legally 
correct. “Public domain” does not 
mean “publicly available.” “Public 
domain” means that a work is either 
too old to be protected by copy-
right, is in a category of works that 
don’t qualify for copyright protec-
tion (e.g., photos taken by federal 
government employees or devices, 

such as NASA’s space photos), or 
has been explicitly dedicated to the 
public by the photographer (which 
rarely happens; even Creative 
Commons involves licenses with 
strings attached, such as the credit 
requirement).

This means that copying a photo, 
even one found easily online, car-
ries a risk of copyright infringe-
ment. There are some limited 
exceptions: for example, most social 
media sites have terms and condi-
tions which allow site members to 
copy and share each other’s con-
tent, but only on that site. Copying 
the photo on a different site will still 
be an infringement. Note also that 
many people post content that they 
did not create. Copying such con-
tent could expose you to liability for 
copyright infringement, even on the 
same social media site (anyone who 
copies or distributes infringements 
is liable under copyright law, even if 
you didn’t know what you copied was 
infringing).

Fair use is another excep-
tion to infringement, but this con-
cept is also widely misunderstood 
and much more limited than com-
monly believed. Fair use does not 
mean “noncommercial,” “editorial,” 
“humorous,” or that you have given 
credit to the photographer. As a 

general rule, to qualify for fair use, 
your copy cannot be used in a way 
for which photographers would nor-
mally charge a license fee. Photog-
raphers make their living by licens-
ing their photos for a wide variety of 
uses, including editorial and educa-
tional, so merely that you copy the 
photo for a book or an online blog 
does not qualify. Parody can be a 
legal fair use, but only in the nar-
row legal sense that the parody is 
actually mocking the original photo-
graph; not merely that the photo is 
being used in a humorous way.

BEST PRACTICES
Writers: Don’t use photos without 
permission. Unless you are certain 
that the photograph is too old to be 
protected by copyright (generally, 
earlier than 1924), the best practice 
is to seek permission from the pho-
tographer or the copyright owner 
of the photo you want to use. If you 
think your use might qualify as fair 
use, don’t guess—get legal advice 
from an experienced copyright law-
yer.

Illustrators: Don’t copy photos too 
closely. If you are an illustrator, you 
probably use photographs as ref-
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erences for your images. Unless 
you took the photos yourself, you 
need to be careful about how you 
use them. 

If your illustration copies a pho-
tograph closely, it is likely you are 
copying the copyrightable elements 
of the photo, such as point of view, 
lighting, cropping, pose of the sub-
ject, etc. Even though you are add-
ing your own artistic expression 
through your artwork, it will be 
considered an infringing “deriva-
tive work.” Merely that the medium 
has changed from photography to 
another medium is not sufficient to 
avoid infringement.

Fair use in this context will pro-
tect you from infringement if your 
artistic style is different enough 
from realistic rendering to be con-
sidered “transformative.” However, 
even when your illustration is very 
stylized, it’s best not to copy a pho-
tograph’s point of view, lighting, 
cropping, etc. too closely.

TO AVOID  
INFRINGEMENT  
PITFALLS:

• use several different resource 
photos

• do not replicate the specifics 
of any one of your reference 
photos with respect to studio 
staging, point of view, lighting, 
cropping, etc.

• unless you are specifically 
depicting a known person, do 
not replicate personal fea-
tures (note: editorial depictions 
of famous people are generally 
safe, such as in a book; com-
mercial use on or to promote 
products will risk violation of 
the person’s publicity rights) ·

© 2021 LINDA JOY KATTWINKEL. The 
information in this article is provided 
to help you become familiar with legal 
issues that may affect fictional writers 
and illustrators. Legal advice must be 
tailored to the specific circumstances 
of each case, and nothing provided here 
should be used as a substitute for advice 
of legal counsel. Linda Joy is an attor-
ney, painter, and former graphic artist/
illustrator. She practices intellectual 
property law, arts law, and mediation 
in San Francisco. She can be reached at 
legalities@owe.com.

CHRISTO
PHER AARO

N
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Sketchbooks are essential 
to illustrators in 
developing their style, 

their art executions, and their 
ideas. What are some tips you 
can share with the SCBWI 
readers on your sketchbook 
experience?

Mike Lowery
Instagram: @mikelowerystudio
Web: mikelowery.com

Mattias Adolfsson
Instagram: @mattiasink
Web: mattiasadolfsson.com

For me, the biggest bit of advice that 
I can give is to simply make your 
sketchbook part of your everyday 
routine. Make it a goal to spend at 
least thirty minutes in your sketch-
book every single day. And what you 
draw (or write) doesn’t have to be 
complicated. Don’t give yourself huge, 
difficult-to-accomplish goals. Just fo-
cus on trying to spend thirty minutes 
in there. Draw something funny that 
happened recently. Draw what you 
ate. Draw every letter in the alphabet 
in a different style. What this does is 
it makes you feel more comfortable 
to keep returning to your sketchbook 
and slowly really great stuff can 
evolve from that process. 

MAPLE LAM writes and illustrates 
books. She loves history, and she lives a 
pretty active lifestyle. In her free time, 
she is always happy to catch up with 
friends, old or new.

My use of sketchbooks are probably a 
lot different than most other artist as 
I see them as not a tool for my other 
material but the channel for my main 
artistic output. I early on fell in love 
with the format and the convenience 
of sketchbooks that I find it much 
easier to produce material in them 
then by other means and the fact 
that it is in a book makes it so much 
easier to archive and flip through. 
When doing commission work I have 
to step out of my books though and 
use papers instead, but I am trying 
to quit that habit, doing commissions 
that is.
I use everything from A4 sized to A3 
size but I prefer the A4 sized (spread 
size) as the larger format takes a 
little too long to finish and if I want 
to do larger pieces I tend to do it on 
paper instead.

TIPS FROM OUR @SCBWI  
INSTAGRAM COMMUNITY

Lynnor Bontigao
@lbontigao
lynnorbontigao.com

Ruth Harper Johnson
@rutheharper
rutheharper.com

During conferences, I usually 
use my sketchbook to doodle the 
speaker and write down their 
words or quotes. They become 
reminders of what I learned from 
the session and from whom. My 
sketchbooks also have story ideas 
and characters I want to see in my 
future picture book.

My most valuable sketchbooks are 
large with solid covers that have 
become my SCBWI book inspira-
tions. I have detailed notes from 
every single event I’ve attend-
ed, with drawings; and when I’m 
trying to work out a storyboard 
it all goes in these. Recently I was 
really stuck - hit a true wall - and 
decided to just read through all 
the conference notes of my fa-
vorite speakers. Before I knew it, 
a pattern emerged and epiphany 
struck—and I KNEW how to get 
past my block. It was magic!

EDI TED  BY  M A PLE  L A M

The Art of Sketchbooks
A RT  T I PS

Got a great tip to our upcoming 
topic? Have a question you want to 

ask?  Feel free to email Maple at 
scbwiarttips@scbwi.org

www.maplelam.com
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BY  N ICH OL A S  S OL I S

Where Do I Fit In?

HERE ,  THERE  &  E VER Y W HERE

The Staring Contest  
by Nicholas Solis

Where do I fit in? This is 
a question I have been 
asking myself a lot lately, 

especially as a BIPOC (Black, 
Indigenous, and people of color) 
author. And from what I can 
gather, it isn’t an easy answer 
for any of us. Speaking to other 
BIPOC authors, many of us share 
some of the same concerns. 
“Sometimes I don’t feel Mexican 
enough.” “Sometimes I don’t feel 
Black enough.” “I wish I was flu-
ent in Spanish.” All of these com-
ments have made me feel like I am 
stealing contracts from authors 
that are more Mexican and there-
fore more deserving. From white 
author friends I hear, “Oh, this is 
such a good time for you right now. 
#OwnVoices is really big so you 
have a lot more opportunities.” 
Making me feel like the only rea-
son I am selling books is because 
of my brownness. Leaving me in a 
perpetual limbo. Not quite Mex-
ican enough and not quite white 
enough. 

These feelings aren’t anchored 
in book writing alone. I’ve felt them 
most of my adult life, from that 
moment when you start to realize 
that race and language play a big-
ger role than you had previously 
imagined. My grandparents grew 
up along the Texas/Mexico border 
in Brownsville, as did my parents. 
My grandmother lived in a small 
two-bedroom house that had a 
habit of always leaning. My grand-
father had a house in the ware-
house district next to the railroad 
tracks, with a giant red porch and 
18-wheelers barreling by. Neither 
side of the family had much money, 

so when my parents moved to Aus-
tin, they were determined to make 
something of their lives and mine. 
My mother earned an associate 
degree and my father earned a 
bachelor’s degree and then a mas-
ter’s all while working as a handy-
man at the apartment complex they 
were living at in order to get a deal 
on the rent. I was named Nicholas, 
because Mario, my father’s name, 
was much too hard for people to say 
correctly. And I attended a Baptist 
private school, though we weren’t 
Baptist, because it was the cheap-
est private school in Austin, and 
afforded me a “better 
education” than the 
neighborhoods we 
were living in at the 
time. 

As time went on, we 
moved from poor to 
lower middle class to 
middle middle class. 
But with that rise, 
came a blurring of my 
culture. All my friends 
were white, except 
one African American 
kid. I don’t speak flu-
ent Spanish, and I find 
myself code switch-
ing when I’m with dif-
ferent populations. I 
almost said, “loss of 
culture,” but that isn’t 
quite accurate either. 
Every holiday and sum-
mer was spent along 
the border. We would 
cross into Mexico 
where we would eat 
delicious food, listen 
and dance to fantas-

tic music, and where I would have to 
learn to negotiate at the markets in 
Spanish because my father refused 
to help me. I also joined National 
Hispanic Institute in high school and 
have been dancing ballet folklorico 
for the past twenty years at the ele-
mentary school where I teach. But 
with all that, I still never know where 
I fit in. In middle school, my brown 
skin got me kicked out of Walgreens 
because they thought I was steal-
ing, but they had no worries about 
my white friends. And the looks of 
disappointment from my Mexican 
friends or a parent of one of my 
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students, when they realize I can’t 
speak fluently shows me that I may 
never fully fit in. 

Even the stories I write are now 
analyzed using this filter. I primar-
ily enjoy writing humor, but the book 
that got me an agent is called My 
Bordertown and looks at what life 
is like on both sides of the border. 
Spoiler alert! They’re pretty much 
the same. Good people, good food, 
and good times. The second book I 
sold, The Color Collector, deals with 
immigration. Only my third book, 
which happened to be my debut 
author/illustrator book, The Staring 
Contest dealt primarily with humor. 
So I look at the first book thinking 
Am I Mexican enough to write this 
book? Should I be speaking on immi-
gration? Do I have the credentials 
or the street cred? But another 
part of me says This is your story. 
You lived this for decades. Your stu-
dents have been affected by immi-
gration. So I continually ask myself, 
“Where do I fit in?” Do I write with 
my Mexican heritage, my Indige-
nous heritage, my German heri-
tage in mind? And does my heritage 
always have to be in the forefront of 
my thoughts?

Lamar Giles once said to me, “I 
just want to write a book with a Black 
kid as the main character. I don’t 
want his blackness to be the story. I 
just want him to be Black.” This stuck 
with me when it comes to represen-
tation. So much so that when the 
main character in The Color Collec-
tor was drawn with blond hair and 
blue eyes, I asked if we could change 
him to look more like me. His char-
acter wasn’t given any parameters 
about how to look, so he could have 
been white, Black, brown. It wasn’t 
integral to the story. My publisher 
was open to the idea and the char-
acter was changed to dark brown 
hair and brown skin. 

Maybe I’ll never truly feel like I 
fit in, and maybe that’s ok. Maybe 
fitting between worlds will give me 
more opportunities as a writer and 

more opportu-
nities to create 
characters of 
color that are 
just there. Not 
to be analyzed 
for their rep-
resentation or 
a message they 
are supposed 
to send. Maybe 
they’ll just be 
brown like me, 
doing things 
all kids do, and 
maybe that’s ok 
too.   

NICHOLAS SOLIS is 
an award-winning 
elementary teacher 
and a writing fel-
low at The Writ-
ing Barn in Austin, 
Texas. In 2018, he 
was the recipient 
of the Walter Dean 
Myers Grant from 
We Need Diverse 
Books. He has 
taught students all 
over the globe—from Tanzania to Texas—
and there’s one thing he’s learned from 
his world travels: kids are kids every-
where you go. Nick is a prolific author 
who writes picture books, teaching blogs, 
middle grade novels, and poetry. His 
debut author/illustrator book, The Star-
ing Contest was released with Peter Pau-
per Press in September 2020. The Color 
Collector (illustrated by Renia Metalli-
nou) with Sleeping Bear Press, will be out 
April 15, 2021. Nancy Paulsen/Penguin 
Random House publishes My Bordertown 
(illustrated by Luisa Uribe) Fall 2021. He 
lives with his wife, their dog, and their 
son, Leo, in Austin, Texas. Learn more 
about Nick at www.nicholassolis.com.

The “Here, There & Everywhere” 
page focuses on international 
themes in the world of children’s lit-
erature. The page is edited by  
Erzsi Deàk. If you would like to contribute 

an article, please query her at ErzsiDeak@
scbwi.org. If you are an SCBWI mem-
ber living outside the U.S. and would like 
to start a chapter in your area, please 
contact International Advisor Chair  
Kathleen Ahrens (kathleenahrens@
scbwi.org). If you would like to set up an 
international speaking gig, please con-
tact the local international regional 
advisor: www.scbwi.org/regions.htm. 
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FIND SOME KINDRED SPIRITS. 
Book marketing groups come in many 
shapes and sizes. Our group, the Soar-
ing ‘20s, includes thirty-five authors 
and illustrators with picture books pub-
lishing in 2020 and beyond. With any 
group, the key is to include books and 
creators that appeal to a shared audi-
ence—in our case, buyers and read-
ers of picture books. For tips on form-
ing your own group, please see the 
resources in the sidebar.

DIVVY UP THE WORK. Working as 
part of a group lets you divide up mar-
keting tasks that often seem overwhelm-
ing. Can’t imagine starting your own 
blog or YouTube channel? Contribute to 
your group blog or YouTube channel a 
couple of times a year instead. Let one 
person handle the group newsletter, 
while another keeps everyone account-
able for reviewing each other’s books.

One key takeaway is to have one per-
son monitor everything to make sure 
everyone knows about upcoming dead-
lines and meets them. This person also 
ensures every group member has an 
opportunity to participate in a group 
task.

SOCIAL MEDIA. We have sepa-
rate Twitter, Instagram, Pinterest, and 
YouTube teams who share both orig-
inal content and individual creators’ 

posts, making them more visible. A key 
strategy for discoverability is to use 
the same social media handles across 
all platforms—for example, @soaring-
20spb—and to include the group’s web-
site link in social media profiles to draw 
more traffic back to our website.

BLOG TEAM/WEB TEAM/NEWS-
LETTER. Though all our members con-
tribute two to three blog posts a year, 
the blog team is in charge of schedul-
ing posts on our shared Google cal-
endar, preparing graphics, and coor-
dinating with other teams to advertise 
blog posts on social media and in our 
monthly newsletter. Our newsletter 
also includes announcements from 
individual creators about book birth-
days, new book deals, media coverage, 
and events. The web development team 
keeps the website up-to-date as covers 
are revealed, pub dates get moved, and 
new books are announced.

RECIPROCAL REVIEWS. No matter 
where readers buy books, they often 
research them on Goodreads or Ama-
zon. The more reviews a book has, the 
more likely new readers will discover 
it. We’ve teamed up to read and review 
each other’s books on both of these 
platforms and on social media. The 
reciprocal review team emails digital 
review copies to group members and 
tracks reviews in a group spreadsheet.

LIBRARY PURCHASES. Most librar-
ies allow patrons to make library pur-
chase requests, often using online 
forms. An added bonus: large library 
systems often buy ten to twenty cop-
ies of each book. Normally, all you need 
is the title, author’s name, publisher, 
publication date, and ISBN. One group 
member is in charge of reminding us to 
put in our library purchase requests.

GIVEAWAYS. A team organizes our 
group giveaways in coordination with 
our blog and social media teams. For 
Teacher Appreciation Week, we gave 
away two bundles of Soaring ‘20s 
books to educators, garnering 100-
plus retweets, and over 10,000 views 

T he Soaring ’20s. Las Musas. 
STEAMTeam2020. Almost 
everywhere you look, creators 

are teaming up to promote their books 
in marketing groups. One big reason: 
Partnering with fellow creators helps 
overcome the awkwardness of plug-
ging yourself. You boost their books; 
they boost yours. The best way to 
understand the power of book promo-
tion groups is to study existing ones, so 
let’s take a peek inside our group, the 
Soaring ’20s.
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on an individual tweet for two different 
giveaways. Plus we gained new follow-
ers on our group Twitter and individual 
accounts. We’ve also done critique give-
aways targeted to authors and illustra-
tors to build up our social media follow-
ing.

INFLUENCERS. Each group member 
reaches out to podcasters, bloggers, 
and other influencers they know to line 
up opportunities for our group. One 
week, we even took over the Children’s 
Book Podcast. As a group, we’ve also 
appeared on Tara Lazar’s StoryStorm, 
KidLit.tv, and more.

BOOK EVENTS. Because we know 
each other’s books, skills, and exper-
tise inside and out, we’ve successfully 
pitched panels for national meetings 
like National Council of Teachers of 
English (NCTE), several virtual nErD-
camps, and the Missouri Association of 
School Librarians’ Virtual Book Fes-
tival. These panels provide valuable 
opportunities to connect with teachers 
and librarians—our core picture book 
audiences. Several of us have offered 
a group book promotion webinar for 
SCBWI Mid Atlantic, and we even col-
laborated as a group to write this arti-
cle for you.

BENEFITS OF BUILDING A GROUP. 
At the end of the day, you get out of a 
book marketing group what you put 
into it. Drawing a direct connection 
between marketing efforts and actual 
book sales is tricky, because there are 
so many factors that go into book-buy-
ing decisions, many of which are beyond 
a creator’s control. But book marketing 
groups definitely increase your core 
audiences’ awareness of your book. 
They’re a great forum for testing and 
sharing marketing strategies. They 
create lasting connections with influ-
encers, conference organizers, edu-
cators, and others you can collaborate 
with to promote future books.

The sky’s the limit when it comes to 
group marketing. Study other groups. 

Find a few dedicated teammates. Get to 
work. And have fun! ·

KIRSTEN W. LARSON is the author of Wood, 
Wire, Wings: Emma Lilian Todd Invents an Air-
plane, (Calkins Creek, 2020), A True Wonder 
(Clarion, 2021), and The Fire of Stars (Chron-
icle, 2021). Rajani LaRocca is the author of 
Midsummer’s Mayhem (Yellow Jacket/Little 
Bee Books, 2019), Seven Golden Rings: A Tale 
of Music and Math (Lee & Low Books, 2020), 
and other forthcoming books. Jen Malia is 
the author of Too Sticky! Sensory Issues with 
Autism (Albert Whitman, 2020). Lindsay H. 
Metcalf is the author of Beatrix Potter, Scien-
tist (Albert Whitman, 2020), Farmers Unite! 
Planting a Protest for Fair Prices (Calkins 
Creek, 2020), and co-editor of No Voice Too 
Small: Fourteen Young Americans Making 
History (Charlesbridge, 2020). Find the Soar-
ing ‘20s at Soaring20sPB.com or on social 
media @soaring20sPB.

SOARING ‘20S GETTING 
STARTED GUIDE: 

We’ve put everything we know about 
starting and running a book marketing 
group into a document you can down-
load by signing up for our newsletter 
at soaring20spb.com/newsletters. The 
guide, which includes dozens of helpful 
marketing links, will take you step-by-
step through the process of forming 
your group.

STUDY EXISTING GROUPS: 

Kidlit411.com maintains a list of 
known book marketing groups. Look 
under “Marketing and Creating a Plat-
form” and scroll to the bottom of the 
page.

https://www.soaring20spb.com/newsletters
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I had been meditating off and on for 
about twenty years, starting with Tran-
scendental Meditation lessons in the 
basement of my town’s library in high 
school, and trying other forms of medi-
tation in various classes over the years. 
Finally, it struck me—I should be medi-
tating to get to know my characters.

So I sat down and gave it a try. Breath-
ing in and out for fifteen or twenty min-
utes and then drawing my character 
toward me, having him step out of a 
mist to stand beside me. Then I asked 
questions—simple ones at first, like who 
are you and what do you want?—and 
wrote until the answers stopped com-
ing. Later I cobbled together a series of 

writing prompts from craft books and 
my own reading. Some were designed 
to discover an emotional wound my 
character might be carting around, like 
the thing he was most ashamed of, or a 
strong memory involving a parent. Oth-
ers started out as fun—what’s in your 
treasure box? what was your favorite 
toy?—but also led to sometimes surpris-
ing and deep answers.

I devoted most of my meditation space 
to main characters, of course, but it was 
also immensely helpful in creating the 
other characters that peopled my pro-
tagonist’s world. The novel I was work-
ing on when I started using meditation—
Daniel at The Siege Of Boston—was the 
first one that sold and led to two more 
in a series.

I learned writing by hand in a note-
book after a meditation led to a deeper 
connection than writing on a computer. 
I also learned that if I knew ahead of 
time what question I was going to ask 
my character, then I would think about 
the answer too much instead of clearing 
my mind. The element of surprise leaves 
me more open to unexpected answers. 
Now my writing prompts are written 
on index cards, face down on my desk. 
After I meditate and visualize my char-
acter, I turn one over and write.

Along the way I’ve discovered a 
deeper, richer connection to my char-
acters and my stories. Plot elements 
often arise out of these character med-
itations, and I’ve created other medita-

Breathing Deep

BY  L AUR I E  C A LKH OVEN

I was one of those writers who 
always got nice rejection let-
ters. Something along the lines 

of, “Your plot is intriguing and full 
of action, but your characters are 
wooden and two-dimensional.” 
Those letters were right. I read 
books about creating characters, 
filled out character checklists, and 
spent a lot of time trying to under-
stand what my characters wanted. 
Even so, bringing them to life was a 
struggle. Something about the pro-
cess eluded me.
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tions to help me conjure scenes, solve 
story problems, and revise.

Even taking just five minutes to medi-
tate before a writing session helps still 
the thoughts banging around in my head 
and leads to a more productive writing 
session. And I notice that when I’m med-
itating regularly, more ideas bubble up 
than when I’m not. 

So the next time you’re creating a 
new character, why not give it a try? I 
know this may seem strange to those of 
you have not done much or any medi-
tating, but stick with me. There are 
many different approaches to medita-
tion, some of which are outlined in the 
sidebar at the end of this article, but for 
right now, find yourself a comfortable 
seat, set a timer for five or ten minutes, 
and make sure you have a notebook and 
pen nearby.  

Breathe deep. In and out. In and out. 
When thoughts intrude, try to let them 
go and come back to your breath again. 
Then visualize your character walking 
toward you. Have him or her come and 
stand beside you or even step into your 
body. And then ask questions, beginning 
with:

Who are you?
What do you want?
Why do you want it?

Your character will surprise you with 
the answers, and that will help you cre-
ate living, breathing, three-dimensional 
characters. ·

LAURIE CALKHOVEN, the author of more 
than fifty books for young readers, uses med-
itation at every stage of the writing process, 
from brainstorming new ideas to revision. She 
has taught Meditations for Writers and Illus-
trators at east coast SCBWI Conferences and 
at the Highlights Foundation.

NEW TO MEDITATION?

You can find a sample of one of my 
character meditations here: www.you-
tube.com/watch?v=pzw9o942RHo

There are quite a few smartphone 
apps available to help you begin med-
itating, including Calm (www.calm.com), 
Headspace (www.headspace.com) , 
Smiling Mind (www.smilingmind.com.au), 
and Insight Timer (www.insighttimer.
com). Some are free while others offer 
a free trial before paid service begins. 
Try more than one before you decide if 
one right for you. A useful guide to dif-
ferent types of meditation can also be 
found on the Chopra Center website 
(www.chopra.com/articles/meditation). 

G
ABRIEL EVANS

http://www.headspace.com
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BY  C A NDICE  R A NS O M

The  
Prologue
Question

M
ARISSA VALDEZ
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Mary Kole, former literary agent and 
author of Writing Irresistible Kidlit, 
believes a prologue shouldn’t prop up 
a sloppy first chapter. She describes 
“Prologue Deflation” as how the reader 
feels after reading a slam-bang pro-
logue, then moves into a ho-hum chap-
ter one. Kole thinks some writers use 
a prologue to jump-start their novel, 
hoping the taut prologue prose will 
carry them through subsequent chap-
ters. Agent Victoria Wells Arms agrees 
that readers often skip prologues and 
that editors feel a prologue acts as a 
“short-cut to the heart of the story.”

Your book wants to begin with a pro-
logue. If most readers are eager to 
get to chapter one, what can you do to 
make that “first beginning” winning and 
essential? 

A GOOD PROLOGUE:

• Provides information that is 
important to understanding the 
plot. This information would slow 
pacing if it’s included in the narra-
tive and/or is too complex to fold 
into the story. 

• Conveys information out of 
chronology with the story, most 
often from an earlier time period. 

• Foreshadows a vital future event.
• Establishes the tone of the story.
• Gives a sense of the world, most 

often used in fantasy or s/f novels.

A POOR PROLOGUE:

• Dumps information. The prologue 
isn’t the place to unload too much 
background. That material should 
be woven into chapters through 
dialog and exposition.

• Serves only to hook the reader. A 
scene lifted from the middle of the 
story or the climax is cheating. The 
scene will appear later, and the 
reader will recognize it. 

• Contains too much action and/or 
too much emotion. The reader has 
had no time to become invested in 
this world or its characters. Read-
ers may be distracted as they move 
into the story, waiting for the event 
in the prologue to happen.

• Is boring. Prologues need elements 
found in stories: a character and a 
source of tension, though without 
a true ending. A prologue is not a 
mood piece—something must hap-
pen.  

Y ou’ve just started your novel, 
but what you’re writing isn’t 
chapter one. It’s something 

that needs to come before the first 
chapter. Uh-oh, you think. Is this a  
prologue? You’ve read that editors, 
agents, and most readers dislike pro-
logues. Should you keep these pages? 
Or follow the consensus that prologues 
are old-fashioned, unnecessary, and 
possibly a detriment to having your 
novel read by an industry professional?
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• Is too long. Prologues shouldn’t be 
stories, but a single scene, punchy 
and strong. 

• Lacks relevance to the novel. Pro-
logues should lay the foundation 
for the story to come or contribute 
to the character’s journey. Beware 
of writing a prologue that sets 
story off in a direction different 
from the novel. 

WRITING THE MUST-READ  
PROLOGUE:

If your prologue contains one or 
more of the above good points, you’re 
off to a fine start. Your prologue can be 
a flashback, focusing on an important 
event that happens before the actual 
story yet is too complicated to work into 
the narrative. 

In The Garden of Eve, author K.L. 
Going opens with a conversation 
between two characters. Set in italic 
font, this section is a bedtime story 
between the main character and her 
mother. The fairytale quality with its 
hint that the mother is dying is enough 
to compel the reader to find out what 
happens to Evie. The gentle tone echoes 
the style of the novel.

Sometimes a prologue gives the end-
ing of the story, and the book is about 
what happened. In Avi’s The True Con-
fessions of Charlotte Doyle, an adult 
Charlotte assures the reader the tale 
she is about to relate is based on her 
childhood journal. Most often, pro-
logues are written in third person, even 
if the rest of the novel is in first per-
son. If the main character is mentioned 
in your prologue, refrain from provid-
ing many details. Think of the prologue 
as the appetizer and the protagonist’s 
story the main course. 

The prologue can employ POV char-
acters never seen again. Jeanne 
DuPrau begins The City of Ember 
with a scene between the city’s chief 
builder and his assistant discussing the 
fate of Ember’s future citizens. A box 

with secret instructions is given to the 
mayor, who must pass it down to the next 
mayor. One mayor disobeys the order. 
Chapter one begins with two children 
in a future time. This prologue provides 
information needed to understand the 
plot, hinting at, but not giving away, the 
problem the characters will face.  

In my middle grade novel, Rebel McK-
enzie, I didn’t want to slow my fast-
paced first chapter with back story. 
Instead, the reader first encounters 
a poster of the Ice Age Dig Rebel tries 
to get to. Without using the word “pro-
logue” or any characters, readers have 
background information and a glimpse 
of the inciting incident that sets Rebel 
on her journey. A prologue doesn’t have 
to be a narrative. You can “disguise” 
your prologue as ephemera or art.

Still on the fence about your pro-
logue? Use the checklist as a test. Ulti-
mately only you know if your story 
requires a prologue. As Victoria Wells 
Arms says, a prologue could provide 
readers with just the right hook to draw 
them into your story. ·

CANDICE RANSOM is the author of over one 
hundred and fifty books. Her newest picture 
book, Bones in the White House: Thomas Jef-
ferson’s Mammoth, released February 2020.

MARISSA VALDEZ
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PROLOGUE CHECKLIST:

• If readers skip your prologue, will they miss anything important?
• Can information in your prologue be worked into the main story?
• Does your prologue have a gripping first sentence? Does it end with trouble?
• Does your prologue tie into your plot in some way?
• Is your first chapter as compelling as your prologue?
• Is your main character too prominent in the prologue? This is a clue your  

prologue is likely your first chapter.
• Is your prologue written in the same style and tone as your novel? Is it written  

in third person or a different point of view character? 
• Change the heading “Prologue” to “Chapter One.” How does it read? If it’s  

too different to work as a first chapter, leave it as a prologue.

OTHER BOOKS WITH PROLOGUES:

Echo by Pam Muñoz Ryan

Wonderstruck by Brian Selznick

Everything Everything by Nicola Yoon

Ghost Boys by Jewell Parker Rhodes

As Brave As You by Jason Reynolds

Lovely War by Julie Berry

MARISSA VALDEZ

MARISSA VALDEZ
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FURY:

My furies usually pertain to an “-ism” 
or “-phobia”—racism, sexism, xenopho-
bia, homophobia, etc. Sometimes they’re 
triggered by cultural movements like 
#MeToo, and other times by political 
events. They’re the things that stick in 
my craw and camp out in my mind, so 
writing becomes a productive release 
and a way to encourage more public 
conversations about these important 
issues.

FEAR:

It’s often a fear rooted in my past that 
I want to explore in a YA or MG story to 
help a teen or child who’s facing a simi-
lar situation. Addressing these fears in 
my writing is not only a way for me to 
stare them down, but encourages my 
readers to do the same. To quote Jean-
nette Walls, “The things that haunt you, 
the things that have power over you—
once you confront them, they lose their 
power.”

FASCINATION:

Fascinations for me include specific 
historical time periods, the dynamic 
nature of fairy tales, random facts 
that lead me down the rabbit hole of 
research . . . These are fun subjects that 
I just want to know more about, which 
is why I enjoy writing about them—so I 
have “permission” to spend hundreds of 
hours exploring them even more. 

If the answer is “no” to The Question 
of the three Fs, then I table the idea 
until I can find new story elements to 
intersect with the original idea to bring 
it alive through one or more of my Fs. 

The Question of

the Three Fs

A s a writer of numerous sub-
genres, age groups, and for-
mats, I find it difficult to choose 

my next project. Should I focus on a 
poem or a novel? Will I write for a MG 
or an adult audience? Invent my own 
fantasy world or explore an established 
myth? I have so many ideas filling up 
notebooks and Word docs that, to aid me 
in the selection process, I’ve devised The 
Question of the three Fs:   “Does this idea 
trigger a fury, help me confront a fear, 
or let me explore a fascination?”

BY  J ENN I FER  BUSHROE
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Whenever I doubt the 
validity of making my proj-
ects this personal, I remem-
ber Neil Gaiman’s advice: “The 
moment that you feel that, just 
possibly, you’re walking down 
the street naked, exposing too 
much of your heart and your 
mind and what exists on the 
inside, showing too much of your-
self, that’s the moment you may be starting 
to get it right.” Instead of hoping to discover 
this moment sometime during the writing 
process, I like to stack the odds in my favor 
that I’m “starting to get it right” from the 
very beginning.

We’ve all heard write what you know and 
write what only you can write, and the three 
Fs method ensures that a) I stay focused 
on choosing projects that speak to my soul 
(as opposed to trying to anticipate trends), 
and that b) I will be passionate enough to 
see them to fruition over months or years. 
This way, even if a project doesn’t sell (and 
many haven’t), I can still rest in the satisfac-
tion and pride of having explored something 
meaningful to me, and therefore it was time 
well spent. ·

JENNIFER BUSHROE follows wherever the Idea 
Fairy leads her, and thus is a published or forth-
coming author of poetry, flash fiction, short stories, 
novellas, novels, and nonfiction for MG, YA, and adult 
audiences. Her favorite topics are fairy tales, his-
tory, and mythology. If you have a reading recom-
mendation for any combination of the above, she’d 
love for you to reach out via Twitter or Goodreads!

SHIHO
 PATE
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  Three Painless Ways to Keep  

Independent 
Bookstores   
 Alive

BY  TER I  DA N I EL S

One in five US shops are dying 
during COVID-19

SHAREE MILLER
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  Three Painless Ways to Keep  

Independent 
Bookstores   
 Alive Then COVID-19 came in the spring. 

American businesses shuttered for 
months upon months. Some closed 
down for good. And while we bat-
tle a protracted virus and feed our 
needs through Amazon, many indepen-
dent bookstores — our neighborhood 
gems — teeter on the brink.

The pandemic isn’t the only assailant. 
The demise of brick-and-mortar book-
stores is a long time in the making. In 
1995, Amazon Books was the first kiss of 
death. Then big box stores cut deeper 
into business. Now COVID looms over 
the coffin, ready to lower the lid.

Ponder these deadly October stats 
from the American Booksellers Associ-
ation (ABA):

• 20% of American independent 
bookstores are in danger of clos-
ing.

• Thirty-five bookstores have closed 
during the pandemic, averaging 
one per week.

Two tragic casualties, both conduct-
ing business for fifty years, are the tip 
of a growing issue: The Bank Street 
Bookstore in New York City closed in 
August, and the Book Nook in Monroe, 
Michigan, is closing its storefront near 
yearend.

A number of stores turned to crowd-
funding to keep doors open. Here are a 

few: Papercuts Bookshop in Boston; City 
Lights Books in San Francisco; the Eye-
SeeMee African American Children’s 
Bookstore in University City, Missouri; 
Rainy Day Books in Fairway, Kansas; and 
the Strand in New York City.

But consumers can make a difference 
in a sustainable way by changing their 
buying habits. Purchase books from the 
Amazon alternatives that share their 
profits with indie bookstores or buy 
directly from shops on the ground. 

Three painless changes in how we 
shop can positively impact struggling 
stores.

1. BUY BOOKS FROM AMAZON 
ALTERNATIVES.

For printed books, discover Book-
shop.org:

To help a single, local store or a pool 
of stores across the country, patron-
ize Bookshop.org — think mini Amazon 
for indies. Andy Hunter, founder and 
startup CEO, launched this national 
online platform in January 2020, with 
a firm commitment to bolster indepen-
dent bookstores.

For book buyers, the process is sat-
isfying. Click and pay online, receive 
few-day shipping, and feel really good 
knowing know that profits will be shared 
with independent stores.

For booksellers, the rewards are 
desperately needed. About nine mil-
lion dollars has been raised thus far for 
indies. Here are some specifics on how 
independent bookstores benefit:

• 10% of regular sales on Bookshop.
org are divided and distributed to 
ABA members that operate store-
front bookstores.

• A bookstore opting to sell through 
Bookshop.org earns 25% of the 
cover price on every sale they gen-
erate (30% during COVID).

• All orders are fulfilled by the 
wholesaler Ingram.

In collaboration with Ingram and the 
ABA, Bookshop offers socially conscious 

W ill you turn back time 
with me? Remember 
autumn of 2019, when we 

browsed our local bookstores, joined 
stimulating book talks, sipped hot java, 
and perused glossy magazines. We lin-
gered at the help desk to learn about 
new releases, and picked up gifts for 
the holidays in person. We brought our 
children to story hours and “Meet the 
author” events, and treated them to 
cherished autographed books.

https://bookshop.org/
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consumers a book purchasing alterna-
tive to the major online retailers. Buy-
ers can shop from the Bookshop.org 
homepage or shop within on the affili-
ate page of their favorite participating 
store. More than five hundred indepen-
dent booksellers have created affiliate 
pages on this platform since its incep-
tion.

For audiobooks, visit Libro.fm:
Audiobook buyers can support a 

neighborhood store by purchasing 
through Libro.fm. This Seattle-based 
provider is a solid alternative to Amazon 
Audible, listing 150,000 new releases, 
including New York Times bestsellers 
and staff recommendations.

Buyers on Libro.fm can purchase 
audiobooks one at a time or subscribe 
to a monthly membership ($14.99). And 
every buyer gets to select a bookstore 
to share in the profits!

Booksellers earn 15% on single sales, 
10% on monthly memberships, and 
access Libro.fm’s customer service for 
their audiobook clientele.

Libro.fm currently partners with 
independent bookstore throughout the 
US and Canada by co-branding audio-
book storefronts on the platform.

2. ENGAGE WITH LOCAL BOOK-
STORES.

Brick-and-mortar bookstores are 
meaningful socially, culturally, and eco-
nomically. 

In a world with a mounting habit of 
online living, bookstores are neighbor-
hood hubs with a personal touch, plan-
ning enriching activities for all ages 
that include readings, book clubs, and 
festivals. Local stores also support the 
work of local authors and keep tax dol-
lars and hires within their communities.

Hipocampo Children’s Books, a Lat-
inx owned establishment in Rochester, 
New York, carries a large inventory of 
books representing diverse cultures 

while hosting learning programs and  
performances for kids.

Are you willing to step up?
While independent bookstores need 

your online support, they also want you 
back in their shops. Purchase directly, 
attend virtual and onsite events, opt in 
for newsletters, and chat them up in 
person and on social media.

Need help finding bookstores?
• IndieBound finder 
• Bookshop finder 

3. PIN BUYING ALTERNATIVES TO 
YOUR PHONE SCREEN.

Old habits die hard. Remind your-
self to buy from Amazon alternatives 
by bookmarking websites to the home 
screen of your phone. The bookmarks 
will look like downloaded apps that you 
can tuck into a folder.

Add a Safari Bookmark to an iPhone 
(iOS) home screen:

• Open the desired website on your 
phone in Safari

• Tap the Share button (the arrow on 
a box)

• Scroll to “Add to Home Screen” (the 
plus inside a box)

• Edit the bookmark and add
Add a Chrome bookmark to an 

Android home screen:
• Open the desired website on your 

phone in Chrome
• Tap the Menu button (the three 

dots at the upper right
• Scroll to “Add to Home Screen”
• Edit the bookmark and add

I created bookmarks for my nearby 
stores, the Dolphin Shop and the Book 
Review, and bookmarks for those sup-
portive online vendors, Bookshop.org 
and Libro.fm. Then I dropped these 
shortcuts into a folder I entitled “Book 
Buying” below my Amazon app, so I 
wouldn’t forget to use them.

Though reading at home has gained 
speed during COVID-19, profits are 

https://bookshop.org/pages/store_locator
https://bookshop.org/pages/store_locator
https://libro.fm/
https://hipocampochildrensbooks.com/
https://www.indiebound.org/indie-store-finder
https://bookshop.org/pages/store_locator
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not staying local. So throw your busi-
ness in helpful directions: buy books on 
supportive platforms, engage with indie 
bookstores, and pin Amazon alternatives 
to the front of your phone.

We, the reading public, have the 
power to save our neighborhood shops. 
Will you move forward with me on this 
important mission? ·

TERI DANIELS writes books for children, arti-
cles, essays, and poems for adults, and blog-
posts at KidLitCrossing.com.

RESOURCES:

• How Bookstores Are Weathering 
the Pandemic, Oct. 25, 2020

• American Booksellers Association 
Launches National “Boxed Out” 
Campaign, Oct. 13, 2020

• How this Small Children’s Bookstore 
Manages to Survive in Tough Times, 
Oct. 29, 2020

• Indies Launch GoFundMe Cam-
paigns to Survive Coronavirus  
Shutdown, Apr. 24, 2020

• Can Bookshop Become the Indie 
Amazon? Oct. 25, 2019

• ABA Board Announces Affinity  
Partnership with Bookshop,  
Jan. 8, 2019

SHAREE M
ILLER

https://www.vox.com/the-goods/2020/10/25/21517545/bookstores-pandemic-booksellers-closing
https://www.vox.com/the-goods/2020/10/25/21517545/bookstores-pandemic-booksellers-closing
https://www.bookweb.org/sites/default/files/diy/FINAL%20%2010.13%203_25pm%20ABA%20Press%20Release%20ABA%20.pdf
https://www.bookweb.org/sites/default/files/diy/FINAL%20%2010.13%203_25pm%20ABA%20Press%20Release%20ABA%20.pdf
https://www.bookweb.org/sites/default/files/diy/FINAL%20%2010.13%203_25pm%20ABA%20Press%20Release%20ABA%20.pdf
https://www.democratandchronicle.com/story/news/2020/10/29/hipocampo-childrens-books-in-rochester-ny-delivers-diversity-through-literature/6038447002/
https://www.democratandchronicle.com/story/news/2020/10/29/hipocampo-childrens-books-in-rochester-ny-delivers-diversity-through-literature/6038447002/
https://www.democratandchronicle.com/story/news/2020/10/29/hipocampo-childrens-books-in-rochester-ny-delivers-diversity-through-literature/6038447002/
https://www.publishersweekly.com/pw/by-topic/industry-news/bookselling/article/82865-indies-launch-gofundme-campaigns-to-survive-coronavirus-shutdown.html
https://www.publishersweekly.com/pw/by-topic/industry-news/bookselling/article/82865-indies-launch-gofundme-campaigns-to-survive-coronavirus-shutdown.html
https://www.publishersweekly.com/pw/by-topic/industry-news/bookselling/article/82865-indies-launch-gofundme-campaigns-to-survive-coronavirus-shutdown.html
https://www.publishersweekly.com/pw/by-topic/industry-news/bookselling/article/81577-can-bookshop-become-the-indie-amazon.html
https://www.publishersweekly.com/pw/by-topic/industry-news/bookselling/article/81577-can-bookshop-become-the-indie-amazon.html
https://www.bookweb.org/news/aba-board-announces-affinity-partnership-bookshop-575204
https://www.bookweb.org/news/aba-board-announces-affinity-partnership-bookshop-575204
https://www.bookweb.org/news/aba-board-announces-affinity-partnership-bookshop-575204
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Creators 
Writing:  

MFA Programs in 
Children’s Literature

BY  TA M MY  BROW N

MONIKA BAUM
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C hildren’s literature and 
young adult literature have 
gone beyond what was once 

thought of as minor categories 
that were written by people who 
were not “serious” writers. Now, 
children’s and YA books are part 
of the multi-billion-dollar publish-
ing industry with these books stay-
ing on high profile bestseller lists 
for weeks, if not years, and winning 
awards by the boatload. Colleges 
and universities in the US have 
taken notice as far back as 1975 that  
there was a desire for advanced 
degrees in writing for children 
that would nurture that desire and  
educate writers who loved telling 
those stories.

Three of the best known and respected 
MA/MFA writing programs for children’s 
literature are conducted by Hamline 
University in St. Paul, Minnesota, Hol-
lins University in Roanoke, Virginia, and 
Simmons University in Boston. We con-
ducted email interviews with Hamline’s 
Mary Rockcastle, Director, MFA in Writ-
ing for Children and Young Adults, Hol-
lins’ Lisa Rowe Fraustino, Director, 
Graduate Programs in Children’s Lit-
erature, and Cathryn Mercier at Sim-
mons, Children’s Literature Graduate 
Program Director. Hamline and Hollins 
are low residency programs meaning 
they involve some distance education 
for students coupled with brief on-cam-
pus/on-site residencies that may be one 

weekend or several weeks. Simmons is a 
full residency program where students 
are on campus full-time.

All these programs are built on a 
foundation of teaching the craft of writ-
ing and revision. Some students enter 
these programs having written a full 
manuscript or book and are looking to 
refine their skills and learn some new 
things. Others are new to undertaking 
writing at this level. There are varia-
tions in how each university runs their 
programs—requirements, courses—and  
those can be factors in assisting a pro-
spective student in deciding which is 
right for them. The purpose here is not 
to suggest one program is better than 
the other or that this is the best way to 
become a children’s/YA writer. This is 
information for members who may be 
thinking about taking this step. What 
these universities offer are valuable 
information and networking opportu-
nities that will help build better writing 
skills and exposure to all facets of the 
publishing industry. 

Hamline University’s students come 
with all different levels of writing experi-
ence. Program director Mary Rockcas-
tle notes that, “Those who have already 
published before coming into the pro-
gram share several goals: (1) they want 
to learn more about craft, process, and 
the business of publishing; (2) they want 
to bring their writing to a higher level; 
(3) they want to earn an MFA creden-
tial to teach; (4) they want one or more 
of these goals, plus a community of like-
minded writers to be part of.” Hamline’s 
“tool box of craft techniques” is imparted 
to each student and that assists them in 
learning how to “deconstruct a text as 
writers” as well as how to revise their 

https://www.hamline.edu/cla/mfac/
https://www.hamline.edu/cla/mfac/
https://hollins.edu/academics/graduate-degrees/childrens-literature-graduate-program/master-fine-arts-childrens-literature/
https://hollins.edu/academics/graduate-degrees/childrens-literature-graduate-program/master-fine-arts-childrens-literature/
https://www.simmons.edu/graduate/academic-programs/graduate-and-certificate-programs/childrens-literature-and-writing-for-children
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work. Rockcastle also mentioned that the 
curriculum focuses on five craft elements 
that go across genres: plot, charac-
ter, setting/world-building, theme, point 
of view/voice. In addition, there’s time 
spent on the business of writing including 
working with agents and editors, promot-
ing and marketing your work, and other 
ways to be a polished professional writer. 
Hamline’s faculty has flexibility in how and 
when they teach. “Not all faculty choose 
that pedagogical approach and not all 
students learn best that way,” said Rock-
castle. Small groups or even one to two 
students are ways Hamline adapts to the 
diversity of how its students learn and its 
faculty teaches.

Hollins University has a low residency 
summer program that, according to 
program director Lisa Rowe Fraustino,  
“. . . was the first of its kind in the world, 
offering a rich array of both critical and 
creative writing courses in the study of 
children’s and young adult literature. 
Today our synthesis of creative and criti-
cal approaches remains a core strength 
in all of our degree options, now including 
the MFA in Children’s Literature and the 
MFA in Writing & Illustrating Children’s 
Books.” The point about Hollins being the 
only program that offers a degree for 
illustration is significant. Illustration is 
a critical component of showing under-
represented people in books for young 
readers. Fraustino further points out, 
“The inclusion of illustration in our pro-
gram enriches the study of those in our 
other tracks, as well—creative writers 
and scholars seeking the MFA or MA in 
Children’s Literature.” Hollins faculty of 
recognized scholars, authors, and illus-
trators provide students with not only 
guidance in craft but also mentorship 
in helping to realize “. . . career goals in 
publishing, higher education, and other 

fields relating to children’s literature.”
Simmons University’s Children’s Liter-

ature program has its roots in crossing 
academic disciplines in pursuit of the best 
program it can offer students. Cathryn 
Mercier, the program’s director pointed 
out that “Hybridity is the key word for 
understanding our programs” as dual 
degrees with, for example, library sci-
ence. Further to the point, Mercier said, 
“Student writers meet those studying 
to be librarians, those librarians meet 
future doctoral candidates, would-be 
teachers meet those entering publishing 
as editors, publicists, or marketing pro-
fessionals, future agents meet prospec-
tive reviewers, and they all meet each 
other.” Simmons’ program is focused on 
writing for contemporary children’s and 
YA literature with time devoted to what’s 
relevant in the current market and pro-
viding mentorship in the publishing indus-
try. The program also draws upon critical 
study across all genres including fantasy, 
nonfiction, poetry, and folklore. The rich-
ness in curriculum, a mixture of students 
that are not just writers but teachers, 
librarians, editors, illustrators, and aca-
demics brings a dynamism to a program 
and university that states “. . . one ele-
ment of our mission is to become the most 
diverse university in Boston.”

One large common thread through-
out all of these programs is their com-
mitment to diversity. Underrepresented 
people who are interested in pursuing 
an MA or MFA have opportunities at all 
these universities. Hamline has donors 
underwrite scholarships for BIPOC and 
LGBTQIA+ writers. Class reading lists 
are regularly updated to be as inclusive 
as possible. Diversity among the faculty 
is also paramount. Mary Rockcastle at 
Hamline says, “Since 60% of the audience 
for children’s and YA literature is diverse 
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(BIPOC and LGBTQ+), we want our students 
to understand the role their own visions and 
assumptions have in influencing young read-
ers.” Hamline also has several scholarships 
available to its students. There is a bi-an-
nual scholarship given to incoming students, 
and one underwritten by Lerner Publica-
tions. Hollins has a scholarship for students 
from underrepresented groups in honor of 
the New York Times best-selling author Dho-
nielle Clayton, an alumna and co-founder of 
We Need Diverse Books. Cathryn Mercier at 
Simmons commented on their diversity ini-
tiatives, “We are particularly interested in 
attracting students with a diversity of voices 
and experiences and dedicate scholarship 
funds to meet those goals. We offer the Lee 
& Low . . . and Friends scholarship intended to 
increase diversity in the publishing pipeline.”

As these graduate programs serve as con-
duits for writers (and illustrators) of all types 
to hone their skills and get their work out into 
the publishing industry, they see the need for 
supporting and funding ways to make this 
happen. These are high quality programs 
that have produced award-winning creators 
who have gone on to be Newbery Honor 
Award recipients, Coretta Scott King Award 
winners, Robert F. Sibert Honor Award win-
ners, and National Book Award Longlist. 
Their commitment to making their programs 
available to a diversity of voices is what will 
create a more inclusive publishing industry. ·

TAMMY BROWN is the Director, Community Market-
ing and Engagement for SCBWI and sits on SCBWI’s 
Executive Committee. She previously held senior 
level marketing positions at The Walt Disney Com-
pany, Viacom/MTV Networks, and Technicolor.

FOR MORE INFORMATION ON 
THESE UNIVERSITIES AND 
THEIR PROGRAMS:

Hamline: 
www.hamline.edu/cla/mfac/

Hollins: 
Writing
www.hollins.edu/academics/grad-
uate-degrees/childrens-litera-
tur e - gr a du ate -p r o gr am/mas-
ter-fine-arts-childrens-literature/

Writing and Illustration
hollins.edu/academics/graduate-de-
grees/childrens-book-writing-illus-
trating-m-f-a/

Simmons:
w w w. s i m m o n s . e d u /g r a d u a t e /
a c a d e m i c - p r o g r a m s /g r a d u -
ate-and-certif icate-programs/
chi ldrens-l i terature-and-writ-
ing-for-children

http://www.hamline.edu/cla/mfac/
http://www.hollins.edu/academics/graduate-degrees/childrens-literature-graduate-program/master-fine-arts-childrens-literature/
http://www.hollins.edu/academics/graduate-degrees/childrens-literature-graduate-program/master-fine-arts-childrens-literature/
http://www.hollins.edu/academics/graduate-degrees/childrens-literature-graduate-program/master-fine-arts-childrens-literature/
http://www.hollins.edu/academics/graduate-degrees/childrens-literature-graduate-program/master-fine-arts-childrens-literature/
https://hollins.edu/academics/graduate-degrees/childrens-book-writing-illustrating-m-f-a/
https://hollins.edu/academics/graduate-degrees/childrens-book-writing-illustrating-m-f-a/
https://hollins.edu/academics/graduate-degrees/childrens-book-writing-illustrating-m-f-a/
https://www.simmons.edu/graduate/academic-programs/graduate-and-certificate-programs/childrens-literature-and-writing-for-children
https://www.simmons.edu/graduate/academic-programs/graduate-and-certificate-programs/childrens-literature-and-writing-for-children
https://www.simmons.edu/graduate/academic-programs/graduate-and-certificate-programs/childrens-literature-and-writing-for-children
https://www.simmons.edu/graduate/academic-programs/graduate-and-certificate-programs/childrens-literature-and-writing-for-children
https://www.simmons.edu/graduate/academic-programs/graduate-and-certificate-programs/childrens-literature-and-writing-for-children
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But that doesn’t mean cracking into 
the industry is impossible, and that 
doesn’t mean it is impossible to learn 
more about the business. I remember 
feeling like everyone was in on this big 
secret filled with fancy, publishing terms 
I didn’t know. Before I knew about 
SCBWI, I remember wishing for a place 
just like it—where no question is consid-
ered an absurd one. 

How can I get published? How many 
words is a YA novel? What is picture 
book pagination? Do I need an agent to 
find an editor? Do I need to find an illus-
trator or will the publisher do that for 
me? How do I read a contract? How do 
I find a freelance editor? 

Published authors, illustrators, art 
directors, editors, and agents; I imag-
ine you receive questions like these all 
the time. I also imagine you are much 
too busy to answer them. But of course, 

those questions naturally arise while 
you’re at a cocktail party, a book club, 
mid-pre-school-pickup line (all over 
Zoom, of course), when someone asks— 
“I love your books! I have an idea for a 
middle grade novel . . . Do you know how 
I can get published?” 

That’s where SCBWI comes in—send 
them to us! Unsure of how to pitch us? 
Here’s a quick blurb for what you might 
want to say: 

“I recommend taking a look into The 
Society of Children’s Book Writers and 
Illustrators!  Joining SCBWI provides 
you with an automatic network of chil-
dren’s book writers and illustrators. 
They ensure both education and sup-
port to writers and illustrators through 
conferences, webinars, manuscript cri-
tiques, awards, grants, and the commu-
nity. It is a guaranteed way to network 
with editors, agents, fellow creatives—
while developing your skills as an author 
at the same time.” 

It is important to remind others that 
SCBWI is there for you, no matter the 
level of experience you have within the 
industry. We have multiple member-
ship categories: Associate Membership 
(prepublished writers and illustrators/
published in areas other than Children’s 
lit), Full Membership (open to those who 

What is SCBWI? 

T here is a hard yet true fact 
every writer and illustrator 
must learn—after, of course, 

the adrenaline dies down from creating 
great art. Publishing is a business, and 
it is far from the quick, romantic comedy 
montage we often see.  

BY  AVER Y  S I LVERBERG
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have been published), and PAL Mem-
bership (open to those who have had a 
book published by a traditional publish-
ing house that meets our PAL Publisher 
guidelines). Wherever you are in your 
process, we have programs set in place 
for you. 

And because so much of our com-
munication is online these days, I 
encourage you to pass along the link 
to our Membership Benefits page; 
a quick answer for the most com-
mon question: “What does SCBWI do?”  
Publishing questions float around 
Book-Twitter every day. If you are 
tagged in a question (I’m looking at you, 
agents) feel free to tag @scbwi—and 
send them over to us!  

Every author and every illustrator at  
one point had a debut. We want to see 
those SCBWI success stories—more  
Vashti Harrison’s, more Ruta Sepetys’!  
Let’s not forget—soon, those asking the 
questions will be the ones answering 
them. ·

AVERY SILVERBERG acts as a voice for SCBWI, 
answering phone calls, emails, and assisting 
members with any questions they may have. 
She helps everyone in the office with adminis-
trative tasks, such as logging the Golden Kite 
awards, copy-editing newsletters, research 

and more. She graduated from Chapman Uni-
versity in 2019 with a BFA in creative writing, 
and is passionate about making a difference in 
children’s literature. You can follow Avery on 
Instagram  @a.very.fast.reader and Twitter @
averyfastreader for young adult and middle 
grade book reviews!

PRISCILLA APLAUGH

https://www.scbwi.org/membership-benefits-new/
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You Can Spend  
a Lot of Money  

but First 
Create a 

Good Book 
BY  GREG  PI NCUS

REBECCA SINCLAIR



SCBWIWINTER 2021 41

Social media ads have the advantage 
of being able to reach people outside 
your personal network, a big plus when 
it comes to things like book promotion—
something authors and illustrators are 
encouraged to be part of today. At the 
same time, unlike simply connecting 
with people on social media, ads involve 
an investment of money, not only time. 
There are many pro and con arguments 
about ads, often specific to a project or 
individual as opposed to one size fits all 
analyses. Regardless, this article is not 
an endorsement or repudiation of ads 
nor a detailed tutorial on how to do 
them. Rather this is meant as an over-
view and food for thought—because 
whether you choose to advertise or not, 
thinking through the process of creat-
ing an ad can be a helpful exercise on 
its own. 

The longer social networks have 
been around, the more and more data 
they’ve collected about their users. 

That, in turn, means the ability to have 
ads reach a highly specific audience 
has gotten better and better. There are 
steps involved in creating ads other than 
just picking the audience—what type of 
action you want folks to take, the style 
of the ad, the length of your campaign 
and so on—and these are important to 
focus on, too. But after you’ve gotten 
through the basic setup, you start to dig 
into who you want to be advertising to. 
And this is where the thought you put 
into the process can lead you to inter-
esting actions beyond ads.

When it comes to thinking of the audi-
ence you want to reach, on any network 
you’ll start with big picture targets—
what language they speak, what coun-
try they live in, and their age ranges 
as a few examples. After that, you can 
start to dig down into the more specific. 
For example, do you want to reach folks 
who work in education? Do you want 
your ad in front of people who are dog 
lovers? What about people who fit both 
those categories? While networks don’t 
yet let you be too granularly specific—
there’s information they don’t have 
and category lists might not include 
what you want—you will find a range 
of options on each different site that 
help you make your targeted audience 
pretty specific. On many networks, you 
can also add additional keywords you 
think are relevant that will further help 
you hone your audience.

The ad creation process also advises 
you, in a sense, along the way. The net-
works will show you, for example, if 
you are being too specific with your 
choices—the expected reach of your ad 
becomes so small that it is unlikely to be 
helpful because there are not enough 
people the network can identify as in 
your target audience who are active on 
the site—or too broad. Going through 
this process can help any book creator 
think about the sweet spots for what-

I f you’ve spent time on any of the 
major social networks, you’ve no 
doubt seen ads go by in your feed. 

Some flit past and barely (or maybe 
don’t even) register. Others catch your 
eye and feel like something you could 
maybe be interested in. And others, 
like when you get an ad for the exact 
type of food you just mused about, 
might make you convinced that the 
network you’re on is spying on you. In 
many cases, these ads are targeted to 
be shown specifically to you and folks 
just like you based on what the network 
knows about you. And if you want to flip 
the script, you can be the one taking 
out the ads instead of watching them. 
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ever type of promotion they might be think-
ing of, as well. In other words, an ad on social 
media is targeted based on what you pick, 
it still requires someone matching the ‘pro-
file’ to be active and identifiable, whereas a 
direct approach means you can reach your 
highly specific audience (an organization or 
group, for example) with an email, letter, or 
any other form of one-to-one communica-
tion. 

There are many best practices for creat-
ing ads—a quick search will find you dozens 
of good articles and videos—but it usually 
takes trial and error to make something that 
helps your specific book or project. Each net-
work gives you tools for tracking the results 
of each ad or ad campaign you set up and 
run. Studying the data lets you know what is 
and isn’t working and also lets you see the 
results you’re getting—how many people see 
and interact with your ad and if they’re doing 
what you hoped. Being successful with social 
media ads pretty much requires you to get 
into these details, so if that sounds anathema 
to you, your time and money are likely better 
spent elsewhere.

Ads can have a range of results, but there 
is no question that social media ads can draw 
attention. Search the web and you’ll find 
authors who have tracked their own data and 
share their successes and failures. However, 
while you can experiment with ad campaigns 
for only a few dollars a try, it can easily 
cost thousands of dollars to get a meaning-
ful jump in sales. If you are not self-pub-
lished, the financial risk-reward by itself may 
not be worth it if that is your main concern. 
At the same time, it’s impossible to know the 
‘long tail’ effect of ads—folks might see your 
ad in their feed and then much later on be 
at a bookstore, see your book and only then 
decide to buy it. Plus, ads don’t have to only 
be about sales. You can take out ads to have 
people sign up for a newsletter or visit a web-
site or come to your online launch or take any 
number of other actions. There’s usually no 

single calculation you can make that will tell 
you whether embarking on an ad campaign 
will be worthwhile in advance, but as with 
everything else online, having reasonable 
goals and measurable data will help you have 
a clearer vision after the fact.

When you know you are going to be visi-
ble to a specific audience, it is easier to hone 
your message to them. Much as you probably 
would not do the same presentation for kin-
dergartners as for high school seniors, you 
might very well promote different aspects of 
your book to different audiences. Thinking 
through the various options for an ad, and 
then seeing all the different audiences that a 
social network has already narrowed down, 
is a place where the process can be very 
useful for any book creator. As you narrow 
down your target, think of places those same 
types of people might already gather—are 
there Facebook groups you can join, orga-
nizations to contact, hashtags on Instagram 
to explore, or even offline places to think of 
advertising or contacting? 

The process of online advertising is largely 
one of thinking through what makes your 
book or other offering unique and appealing, 
how you’d express that to others, and trying 
to figure out which people are the best match 
for what you’re advertising. Whether you 
want to pay for ads or not, that same knowl-
edge is good to have and something you can 
use for free wherever you go, online or off. 
And if you use that knowledge for successful 
advertising, that’s a win, as well. ·

Have a social media marketing success 
story you want to share? We’d love to hear 
about it @scbwi on Twitter.

GREG PINCUS is a contributing editor reporting 
on industry trends as well as legal and legislative 
issues of concern to authors and illustrators. He 
writes middle grade, poetry, and too many emails. 
You can find him online on Twitter @gregpincus or at 
www.gregpincus.com.



JOANN EARLY MACKEN is the 
author of Flip, Float, Fly: Seeds 
on the Move; Write a Poem Step 
by Step; and Grow (spring 2021). 
She walks, reads, gardens, and 
sews in Wisconsin. Visit  www.
joannmacken.com.
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For umpty-some years as 
a writer, 
I scribbled my stanzas in 
pen, 
filled notebooks I bought 
by the dozen, 
then printed again and 
again. 

I wrote on both sides of 
the paper, 
recycled so diligently. 
In spite of my earth-
friendly efforts, 
somebody chopped down 
a tree. 

My memory’s not what it 
once was, 
but lately, I’ve learned a 
new trick: 
I dictate my drafts and 
revisions. 
The software’s conve-
nient and quick! 

Technology’s always 
improving. 
So sad the environment’s 
worse. 
Let’s help make the world 
a bit greener 
while drafting our stories 
and verse. 

— JoAnn Early Macken

Paper-Free 
Plea 

SCBWI Regional Events
Due to the current restrictions on gatherings, many of the sched-
uled regional events were either postponed, rescheduled, or 
cancelled, and therefore will not be included in this Bulletin.  
Please check your regional chapter’s website for updates or at: 
www.scbwi.org/regional-chapters-new

ALAN JO
NES



AWARDS

Jan Greenberg and Sandra 
Jordan - Two Brothers Four Hands: 
The Artists Alberto and Diego Gia-
cometti - Illustrated by Hadley 
Hooper (A Neal Porter Book - Hol-
iday House) 2020 Notable Social 
Studies Trade Book for Young 
Readers; Bank Street Best Books 
of the Year; five starred reviews in 
Booklist, School Library Journal; 
Kirkus; Horn Book, and Publishers 
Weekly; Kirkus Best Books; A Junior 
Literary Guild Selection.

Nikki Grimes - Publishers Weekly 
Starred Review: Legacy: Women 
Poets of the Harlem Renaissance - 

The Alan Award 2020 - for artistry, 
courage and outstanding contri-
butions to young adult literature - 
awarded by The Assembly on Liter-
ature for Adolescents of the NCTE; 
Best Book of 2020 - Bedtime for 
Sweet Creatures - Illustrated by 
Elizabeth Zunon - Barnes & Noble 
Best Book of the Year, Kirkus Best 
Book of the Year, Publishers Weekly 
Best Book of the Year, Chicago Pub-
lic Library Best of the Best List. 

Regan W. H. Macaulay - two pic-
ture books - Mixter Twizzle’s Break-
fast (Mirror World Publishing) illus-
trated by Wei Lu and Merry Myrrh, 
The Christmas Bat (Guardian Angel 
Publishing) illustrated by Alex Zgud 

- 2020 Honorable Mentions for the 
Purple Dragonfly Book Awards. 
Both titles have also won Pinnacle 
Book Achievement Awards.

Lesléa Newman - Welcoming  
Elijah: A Passover Tale With a Tail - 
Illustrated  by Susan Gal - 31 Days, 
31 Lists: 2020 Transcendent Holi-
day Picture Books, on Tablet’s 2020 
Best Jewish Children’s Book List; 
received the 2020 Northern Dawn 
Book Award in the Religious/Spiri-
tual category; 69th National Jewish 
Book Awards 2020 - Children’s Lit-
erature: Lesléa Newman author, 
Amy June Bates, illustrator -  
Gittel’s Journey: An Ellis Island 
Story (Abrams Books for Young 
Readers, an imprint of Abrams).

Steven James Petruccio - Illus-
trator - picture book - The Boy Who 
Touched The Stars (Arte Público 
Press, 2019) Written by José M. 
Hernández - Junior Library Guild 
Gold Standard Selection 2019, 
Junior Literary Guild and Northern 
Lights Book Award 2019.

Jean Reidy - picture book -  
Truman (Atheneum/Simon & 
Schuster, 2019) illustrated by  
Lucy Ruth Cummins - awarded 
a Parent’s Choice Gold Award, a 
Junior Library Guild Selection and 
a 2020 Charlotte Zolotow Honor 
Book.

NOTE FROM THE EDITOR:  If you sent Awards information for  
the Fall People/Awards Column, please resend and it will appear 
in the next column. My apologies - due to technical problem 

on my part. Please send any Awards, honors, starred mentions by 
publications, or recognition for your work to be posted in this column to  
people@SCBWI.org.

Reading is the key that opens doors 
to many good things in life. Reading 
shaped my dreams, and more read-
ing helped me make my dreams come 
true. 

Ruth Bader Ginsberg (March 15, 1933 - September 18, 2020)  
Associate Justice US Supreme Court
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REVA SOLOMON is a pub-
lished writer, award-win-
ning mixed-media artist, 
teacher and creative life 
coach celebrating twen-
ty-seven years as an 
SCBWI member. Her cli-
ents are creative people 
she teaches to dream big, 
reach for the stars, and 
make things happen. Visit 
her Facebook page: Cre-
ative Rebel Gal aka Reva 
Solomon; Twitter: @Cr8ti-
veRebelGal. 
WE WANT TO HEAR 
FROM YOU! Send all 
your good news about 
AWARDS in children’s 
writing and illustrating 

only. Please send any Awards, hon-
ors, starred mentions by publica-
tions or other recognition for your 
work to be posted in this column to 
people@SCBWI.org. Please sub-
mit Awards news only - in the for-
mat used in the column: (your name 
- author or illustrator - genre of 
publication - title of publication 
(publisher, date) title of award - 
organization who awarded it). Send 
to people@SCBWI.org. NO ATTACH-
MENTS and NO PRESS RELEASES. 
We prefer emails but if you need 
to send via US mail: Reva Solomon, 
People Editor, 118 W. 72nd Street 
#401, New York, New York 10023. 
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PUBLISHING INDUSTRY UPDATES

Jennifer Kelly has been promoted to art director at Dial Books for Young Readers.

Katherine Jacobs has joined Zonderkidz as senior acquisitions editor; she was formerly senior edi-
tor at Roaring Brook Press.

Sally Morgridge has been promoted to senior editor at Holiday House, from editor.

At Simon & Schuster Children’s Cindy Kim has been promoted to associate editor for Little Simon, 
from assistant editor.  Carlo Péan  has joined as editorial assistant, Atheneum/Caitlyn Dlouhy 
Books. Kilson Roque has joined as editorial assistant, Aladdin Books. Sally Hosokawa has been pro-
moted to associate editor, from assistant editor. Nicole Fox has been promoted to assistant editor, 
from editorial assistant.

Shannon Gallagher has been promoted to associate agent at Wernick & Pratt Agency; she joined 
the agency in 2018.

Triada US has several promotions.  Brent Taylor  has been promoted to senior agent, from 
agent.  Laura Crockett  has been promoted to agent, from associate agent.  Lauren Spieller  has 
been promoted to agent, from associate agent.  Elle Thompson  has been promoted to assistant 
agent, from literary assistant.

NEW VENTURES
Inkyard Press, the YA arm of Harlequin, will launch a line of middle grade books beginning in 2022, 
focusing on action-driven novels, including humor and fantasy, and stories with series potential.

PRISCILLA APLAUGH

mailto:people@SCBWI.org
mailto:people@SCBWI.org


REGISTRATION IS OPEN FOR THE ONLINE WINTER CONFERENCE 
which takes place February 19-22, 2021. This year’s event includes a  

line-up of stellar keynote speakers and an inside look at the  
children’s book industry through visits, mock meetings, and an in-depth, 

state-of-the-industry interview with Jean Feiwel. There is also a full  
day intensive for illustrators, plus the career-launching portfolio showcase. 

Two new events have just been added:
• A keynote address from author, Tami Charles

• An opportunity to get your manuscript in front of over 100 agents  
and editors in our first-ever Manuscript Gallery!

Don’t miss out! For more information and to register visit:  
www.scbwi.org/events/winter-conference-2021


	_GoBack

