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������ 
������ an 

established 
author or a new 

one, chances are 
you�re both facing 

the same challenges 
when it comes to 

selling your books: 
getting the word out. You may have 
written the novel of the century, but if 
no one knows about it, your book will 
languish in the back of a distributor�s 
warehouse. So, how can you generate 
excitement for your work when you 
have a limited marketing budget and no 
experience? It�s simple. By using your 
imagination and sticking to a plan.

In the fall of 2004, I was working as a 
ski instructor at the largest ski resort in 
the country, Vail Mountain in Vail, 
Colo. While waiting for our annual pre-
season kick-off meeting to begin, one of 
the instructors at the table regaled us 
with a story about teaching a 7-foot-tall 
basketball star how to get down the 
mountain on 3-foot-long skis.

�Oh yeah?� objected one of the other 
instructors. �If you think that�s funny,  
let me tell you what happened to me  
last year.�

Within minutes, instructors began 
trying to one-up the others, each story 
better than the last. Voilà! Ski Instructors 
Confidential: The Stories Ski Instructors 
Swap Back at the Lodge was born.

A helping hand
 After teaching skiing for seven years, 

I knew there had to be thousands of 
great stories about ski instructors that 
recreational skiers would enjoy reading. 
Given, however, that winter lasts but six 
months and there is a large but limited 
number of skiers in the United States, 
selling enough copies of this niche-
genre book to pay for its production 
wasn�t going to be easy. 

Although I had been writing for over 
20 years, I was humbled by the prospect 
of publishing a book. I knew little about 
it, but what I did know is that I needed 
help. After an intensive search on the 
Internet for book-publishing consul-
tants, I found Elliott Wolf at Peanut But-
ter Publishing in Seattle. 

I pitched my idea to him about put-
ting together a collection of entertaining 
stories from the most experienced ski 
instructors in the business�from hor-
rendous crashes to wardrobe mishaps to 
children who �say the darndest things.� 
At first, he was reluctant to take on a 
self-publishing client, but he recognized 
how successful the book could be and 
agreed to help guide me.

My original idea was to put together 
a small collection of stories that were 
exclusive to our resort. Elliott suggested 
that, allowing for the rejects and the 
salty stories I�d be unable to print, we�d 
need several hundred short stories to 
pick from in order to fill a book. And, 

instead of being one big clump of sto-
ries, the book would be more appealing 
if divided into seven themed chapters.

Going ‘global’ for stories
I decided to interview ski instructors 

from resorts across the western U.S. The 
initial plan was to market the book to 
newspapers, bookstores and retailers at 
the resorts where those contributors 
taught skiing. Our sales plan was al-
ready taking the direction we�d use once 
the book was published�an advance-
planning strategy I�d advise for anyone 
self-publishing a nonfiction-niche book. 

As the winter of 2004 progressed, I 
interviewed ski instructors (by phone, 
by e-mail or in person) from dozens of 
well-known ski resorts that had large 
enough markets to sustain book sales. I 
soon realized that finding great ski sto-
ries was going to be more difficult than 
I thought. By the end of January 2005 it 
was clear that if I hoped to meet my goal 
of several hundred stories before the 
end of ski season, when instructors 
bolted for the beach, I was going to need 
more material. A lot more.

We decided to go �global� and inter-
view instructors all across the country. 
As I collected stories from Alaska to 
Vermont, our proposed market in-
creased exponentially, too. I discovered 
that most ski instructors don�t live in the 
mountains year round but return to 
their homes in Iowa, Louisiana, Ohio 
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