








About Front Matter, Back Matter, and Metadata


In the modern world of publishing where authors are expected to publish several books a year, standards and literary traditions that have existed for centuries can understandably be overlooked. Additionally, in the rush to place a book on the market, authors often do not adequately utilize the excellent opportunity to promote themselves from within their own books. With modern technology, we can do better.

As part of the Best Practice Guides for Authors from BB eBooks, Front Matter, Back Matter, and Metadata is a short guide that will help you:

•    Ensure you have front matter and back matter that is organized properly to give your book a professional look

•    Understand what metadata can be embedded within an eBook and how it relates to discoverability

•    Gain comprehension of how more complicated back matter like an Index and Notes section can function in an eBook

•    Utilize vendor-specific buy links to boost your sales and author brand

Pick up a copy of Front Matter, Back Matter, and Metadata and improve your publishing level of knowledge to give you a professional edge.
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To be in hell is to drift; to be in heaven is to steer.


—George Bernard Shaw
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Covers: eBooks and Print
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You Can’t Fake a Good Cover


Unless you’re a graphic designer or artist, it is highly recommended that you invest in a professionally-designed cover. You might be able to get away with editing from your neighbor, and you might be able to get away with uploading a Word document to KDP to convert into the eBook formats (although we hope you contact BB eBooks for our ridiculously low prices on high-quality eBook formatting), but you absolutely cannot have a second-rate cover. A good cover is even more essential for highly-competitive genres like Erotica, Contemporary Romance, and Crime/Thriller.

A good cover should make your book stand out, use genre-appropriate fonts, be risqué while pushing the limits of the vendor’s censorship policy (depending on your genre), and it must be readable as a thumbnail and full page image. You can get a good idea for covers in your genre by looking at the excellent covers on Joel Friedlander’s cover design awards. Conversely, you can engage in snark by examining the poor book covers at the appropriately-named Lousy Book Covers.

BB eBooks does not have the artistic talent in-house to do covers, so we highly recommend the following cover designers, some of whom go as low as $125 (a bargain at twice the price):

•    Kellie Denison – Novel Graphic Designs

•    Kari Ayasha – Cover to Cover Designs

•    Syd Gill – Syd Gill Designs

•    Amber Shah – Book Beautiful

Let’s talk about the specs on covers as this is a constant source of confusion among the publishing community. Whether or not you are an artist, it is important to understand the technical considerations for covers. We have trouble ourselves just trying to keep up with all the changing requirements at the various vendors, so please let us know if anything is in error.

Embedded Covers for eBooks


At BB eBooks, we often get the question from clients about why they need to send us their covers when their eBooks are formatted. The reason is that eBooks must function as a standalone package, and no eBook is complete without a cover. EPUB2 and EPUB3, both Fixed Layout and Reflowable type eBooks, should always have the covers embedded on the first page. Additionally for EPUB2/EPUB3, there should be a link to the cover page in the Table of Contents. There is coding on the cover page that maximizes the cover image to the edge of the reading device’s viewport no matter what its size.

MOBI/KF8 is slightly different, since the Kindle Publishing Guidelines specify that there should not be any hyperlinks to the cover for reasons known only to Amazon. Fortunately, Kindle users can access the cover from the proprietary Kindle menu by tapping on “Cover” or paging backwards to the beginning of the eBook. On the Kindle Previewer, you can access the Cover by scrolling backwards or pressing CTRL+R.

PDF eBooks should also have the cover, since they must be standalone. Likewise, for All Romance Ebooks PDFs, a cover should be embedded on the first page of the PDF since many ARe readers are going to run the PDF through Calibre. However, when publishing a .doc through Smashwords, the cover needs to be uploaded separately and there should not be a cover on the first page, since Smashwords’ Meatgrinder will compile the eBooks using the cover uploaded separately.

Generally, embedding a cover that is 1024px in height at 85% quality will work great on any eReading device. This usually equates to around 150-200kb of overhead in the eBook. Large image sizes (e.g. >2MB) can actually cause serious lag problems on eReading devices, and iBooks will reject any embedded cover greater than 3.2 million pixels. It is not necessary to embed the one your cover designer sends (it is easy for BB eBooks to downsize using a program like Gimp or Photoshop, so please feel free to send whatever you have). However, please note that Amazon is adjusting their guidelines and will require covers to be embedded at a larger size to support the new Kindle Fire HDX. This means the MOBI sizes will be much bigger, but thankfully the cover image size is not a factor in the dreaded delivery fee calculation if you’ve taken the 70% royalty option.

Tip: Gimp is an open-source program that works great to resize images and even make your own covers.

Ratio and Color Space for Covers


A fool’s errand is trying to resize the ratio of your eBook cover’s height to width based on a specific device. Amazon is notorious for providing arbitrary cover image guidelines based on whatever Kindle Fire version they have released that month. If your eBook cover is between 1.3:1.6 (height:width) ratio, it will look fine anywhere. Go with what you feel looks best, and don’t restrict your artistic vision based on the latest gadget of the month.

Also, please note that covers should be in the RGB color space as they are intended for digital reading. Your cover designer can handle this for you, but it’s easy to do with Photoshop or Gimp. DPI (dots per inch) isn’t really an issue for digital images (since you’re not printing it out), but 300 DPI works fine on any device.

Marketing Cover Images


One note of confusion is that all eBook vendors require you to upload your cover separately. This is for the eBook’s product page and not what gets embedded in the eBook, which is why it is commonly referred to as the marketing cover. For these covers, the resolution specifications are different, but it’s always wise to upload a JPEG in the RGB color space. Below are the marketing cover specs for the major vendors; but, you’ll be fine uploading a 1600x2400px JPEG that is under 2MB at any major vendor:

•    Amazon Kindle Store – Minimum of 1000 pixels on the longest side and a height/width ratio of 1.6:1 (1562x2500px recommended by BB eBooks, but 1600x2400px works fine too). Please note this may be changing in the very near future.

•    Barnes & Noble Nook Press – Between 5KB and 2MB – 1400px minimum recommended on both width and height (1600x2400px recommended by BB eBooks)

•    iBookstore – Minimum width of 1400px (1600x2400px recommended by BB eBooks)

•    Kobo – PNG or JPG with a maximum file size of 2MB (1600x2400px recommended by BB eBooks)

•    Google Play – Unclear guidelines, but 1600x2400px recommended by BB eBooks

•    Smashwords – Minimum width of 1400px and height should be 1.3-1.65 times greater than width (1600x2400px recommended by BB eBooks)

•    Draft2Digital – 1600x2400px JPEG recommended

Print Covers for CreateSpace/Lightning Source


The cover for the print edition is a different story. For both CreateSpace and Lightning Source it must be one big PDF file that includes the back cover, spine, and cover—including a bleed space. The PDF must be uploaded separately from the PDF print interior. The PDF should be 300 DPI, and there are helpful automated template builders for both CreateSpace and Lightning Source that provide a PDF layout based on the trim size, page count, and paper type of the print interior.

At CreateSpace, they can add the ISBN barcode in the lower-right corner of the back cover after you upload the PDF, but at Lightning Source the ISBN barcode must be added by you or your cover designer in the lower-center of the back cover. CreateSpace allows the cover to be in the RGB color space; however, CMYK is recommended (since it will be printed and RGB is intended for digital display). Lightning Source is much less forgiving. Lightning Source requires the cover to be in the CMYK color space and it must be PDF/X-1a:2001 or PDF/X-3:2002 compliant. Preflight tools in Adobe Acrobat Pro (press CTRL+Shift+X) can help test for this compatibility.

Often the file size of the PDF cover wraps is massive (>5MB), but that’s okay since they will be printed so device lag isn’t an issue—obviously. You have to be careful about having writing that extends into the bleed area, since it might get cut when the print book is created. The templates from Lightning Source and CreateSpace are very helpful in this regard.

To determine the spine width on the print cover, it depends on the page count of the POD interior and the type of paper (cream paper is slightly thicker). The page count of a POD interior can depend on a large number of factors including trim size, font face, font size, outer margins, and gutter margin—just to name a few. A good rule of thumb is 300 words/page for the POD interior, but we have seen interiors ranging between 150–550 words per page depending on the design author wanted for their book. For this reason, it is best to wait until the POD interior is approved for publishing before finalizing a spine width and preparing the cover PDF.
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Front Matter for eBooks by Section
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No Hard Rules, but Keep Consistent


There aren’t any definitive rules for how the different sections of front matter in an eBook should be organized, and it is very unlikely that your book will be rejected for publishing based on how you have structured it (except for Smashwords, the nitpicky ones). However, there are some best practices that we recommend to our clients for their front matter that are heavily influenced by how The Chicago Manual of Style identifies a print book be structured. Whatever way you choose to present your front matter, it is best to keep it structured in a similar fashion with all the eBooks you publish to give your reader a consistent experience. Let’s talk about the different sections associated with front matter first.


The Many Types of Front Matter


For those who were too afraid to ask, here is a glossary of the different sections of front matter and what they are:

Half Title: This is often the first page with just the title of the book (i.e. no author name or subtitle). The half title is usually only seen in print books and is not necessary for eBooks.

Blurb: This marketing copy can be one or two paragraphs about the book. It is not required, but often good to have on the first page as voracious readers who own hundreds of eBooks may forget what the book is about when they open it up. The blurb can also be embedded in the metadata of the eBook, but very few reading systems (Kobo for iPad and Calibre are a few exceptions) make use of the blurb metadata embedded in the EPUB file. It is advantageous to actually have the blurb within the content of the book itself.

Reviews/Praise: These include rave reviews of the book on a page by itself from journals, other authors, book bloggers, and fans. Reviews are typically before or after the Title Page.

Also by the Author: A list of other works by the author; however, we recommend this be placed in the back to entice the reader to buy more of your books after they are finished. (Please see more about promotion of your other eBooks in buy links).

Promotional Hyperlinks: A list of links to the author’s website, social media, etc. These can appear on a page by themselves or, more frequently, on the Title Page or Copyright Page. We typically recommend promotional links go in the back matter of the book with the other promotional material, but many successful authors like Carly Phillips put them up front.

Frontispiece: This is very traditional, and it is an illustration designed to be on the left-hand page facing the Title Page for the print edition. This should not be the cover. A frontispiece works great for eBooks too if you have an interesting illustration that wasn’t used on the cover. We recommend placing it after the Title Page.

Title Page: This is simply the title, subtitle, and author(s) name(s). For print books, it is customary to have the publisher’s name, a small logo, plus the city where the publisher’s offices are located. While a publishing imprint may seem a bit unnecessary, and even pretentious, for indie authors, we recommend it to add professionalism to your brand.

Copyright Page: This is the most complicated part of the front matter and it includes the full copyright notice, information on the edition, publisher’s address, an ISBN (if there is one), and an “All rights reserved” statement. This will be discussed in further detail in the Copyright Page section.

Dedication: A short, heartfelt note from the author to someone important in their life (a mentor, family member, a kind reader who helped propel them to fame, etc.). This is usually no more than one sentence and is in italics.

Table of Contents: This is a comprehensive list of headings and subheads that allow the reader to understand how the book is structured and facilitates discoverability and navigation. The Table of Contents is not required for print books—and almost always unnecessary for novels—but a Table of Contents is always required for eBooks. More details will be provided in the Table of Contents section.

Epigraph: This is a quote from a famous body of work or notable quotable from a well-known living or dead person that can tangentially relate to the book itself in a clever way. The quote is a usually on a page all by itself with the name of the person followed by the work cited. An example of an Epigraph for the next great post-apocalyptic novel would be When there’s no more room in hell, the dead will walk the earth—George Romero, Dawn of the Dead.

Acknowledgments: A display of gratitude for people who helped make the book possible (your editor, your beta readers, your street team, etc.) This is also a good time to make liberal use of hyperlinks to payback those who helped you with your book who may not have been financially compensated. You can also cite trademark acknowledgments if you feel it is necessary—as an example if your book makes numerous references to M&Ms you could acknowledge the M&M trademark by Mars Inc. Please note: there is ambiguity over whether there is an “e” between the “g” and “m” in Acknowledgments (i.e. Acknowledgments or Acknowledgements). We prefer Acknowledgments, without the “e”, since that is how The Chicago Manual of Style spells it.

Foreword: This section is usually a few pages and contains remarks about the book that are written by someone other than the author. At the end of the Foreword, it is recommended that the person’s name be listed along with their credentials. These are typically only for works of non-fiction. Please note: it is not spelled “Forward”!

Preface: This section contains remarks about the book that are written by the author, usually in the first-person. For a classy touch, the author can add their name at the end like they are signing it. Like the Foreword, the Preface is typically only seen in works of non-fiction.

Introduction: For works of fiction or anthologies, an introduction may be used rather than the more formal Preface and Foreword. These can be written by the author, editor, or another person.

Recommended Order of Front Matter


There is a significant amount of material that can go in the front matter, and it is best left to the author to determine how much or how little is needed. One thing to be mindful of is that if there is too much front matter, a potential reader may not be able to get to the first chapter when sampling with the “Look Inside” feature on Amazon—this is especially true for shorter novellas and novelettes. It is common for many authors to move the Copyright Page and Acknowledgments to the back matter.

Warning: Smashwords may or may not prevent your book from going Premium if the Title Page isn’t the first page of the eBook.

We would recommend the following order for front matter:

1.   Blurb

2.   Reviews/Praise (if any)

3.   Title Page

4.   Frontispiece (if there is one)

5.   Copyright Page

6.   Dedication (if any)

7.   Table of Contents

8.   Acknowledgments

9.   Foreword (non-fiction only)

10.  Preface (non-fiction only)

11.  Epigraph

12.  Prologue/Chapter One…

Example of a Title Page


Title pages generally are centered and have the following order: 1) Main title, 2) Subtitle, 3) Author Name, and 4) Imprint (if any). The imprint is usually on the very bottom of the page for print books, but it is not possible at this time to force something to the bottom of the page for eBooks (unless you are doing a Fixed Layout type eBook). This is because eReading devices come in all shapes and sizes, and the bottom of the page on a Kindle Fire might be the middle of page two on an iPhone as an example. Some trade publishers will embed an image as the Title Page to force everything onto one page, but this does not scale well to all eReading devices: reflowable text is a much better solution in our opinion. We recommend that the Main title and subtitle be bold, and the author name be regular text that is slightly larger than the body content, but this is a matter of author preference. Sometimes it may look good to have everything in the same font (in the example below the font is League Gothic). Below is an example of a Title Page:

[image: Image No. 1]

Example of a Dedication


For the Dedication, it usually not necessary to have the heading “Dedication” at the top. Rather, center-aligned, italicized text in a font size slightly bigger than the body content will look great and your reader will clearly understand that it’s a dedication from the author. Again, it is not possible to vertically center the dedication on the eBook’s “page”, but you can add some white space above the text to offset the dedication slightly. Below is an example of a Dedication:

[image: Image No. 2]

Example of a Preface


On the Preface (or Foreword), the content should follow with a “signature” of the person who wrote it. This could be the typed out full name or initials. If you would like to get fancy, you can embed a PNG of the hand-drawn signature itself. It is also customary to include the month, year, and location. Below is an example for the end of the Preface section:

[image: Image No. 3]

Example of an Epigraph


The Epigraph should start on its own page and contains a succinct 1–4 line notable quotable. The quote is typically flush left rather than centered, but again the formatting is a matter of author preference. To credit who wrote or spoke the famous saying, it is recommended to make the name not italicized and the body of work (if applicable) italicized. Below is an example:


[image: Image No. 4]

Warning: Please be careful about quoting song lyrics in your Epigraph as this can be considered a copyright violation.
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The Copyright Page
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Here Comes the Lawyers!


Copyright law is an extremely complicated subject that is best left to lawyers, policymakers, and other folks that didn’t have angst-ridden childhoods like those of us in the indie publishing community. However, as an author or small press you should be aware of a couple basic bits of knowledge about copyright law that will protect you and your work from unnecessary legal proceedings and heartache. The software development community has been under siege from so-called “patent trolls” for several years, and it is only a matter of time before a bunch of lowlifes find out that indie publishing is big business and there’s money to be stolen from the hard work of artists via the legal system. Having a clear copyright page in your eBook or print book can help ward off these creeps.

As an Author, Who Owns My Copyright?


If you’re an author, you may ask what you have to do to own the copyright. The quick and dirty answer is nothing: the minute you type or write something down that is original, by U.S. law (and the laws of most countries around the world), you have complete control of the copyright unless you chose to give it away through a contractual agreement. Ever since new laws were passed in 1989 in the United States, even if your work is already published and you don’t have a copyright notice in it, you still have the copyright. For more information, you can peruse the U.S. Copyright Office website. The copyright law very much favors content creators—maybe a bit too much, but that’s a political situation outside the scope of this book.

The Copyright Notice


Even though a copyright notice isn’t necessary, it’s still a good practice to include one on the copyright page inside your eBook or print edition, even if it is very simple. All that is required for a copyright notice is:

1.   The word “Copyright” and/or the symbol © (most people use both)

2.   The year the work was first published (if subsequent editions include those years too in chronological order)

3.   The name of the person or organization (pen names are okay)

So an example would be: Copyright © 2013 Paul Salvette

That’s it! As you can see making a copyright notice is very simple to do.

Tip: To make the little copyright symbol © on your keyboard press Alt+0169 (PC) or Option+g (Mac).

Structure of the Copyright Page


For eBooks and print editions, a complete Copyright Page typically includes the following:

1.   The copyright notice

2.   An ISBN (if you have one)

3.   The type of edition (e.g. Kindle Edition, Smashwords Edition, Print Edition, etc.)

4.   Credit to contributors who worked on the book (editor, cover designer, etc.)

5.   An “all rights reserved” statement

6.   A disclaimer if your book is risqué and only suitable for an adult audience

7.   A website/mailing address for you or your organization

For eBooks, the Copyright Page typically follows the Title Page; although, you may wish to consider placing it in the back so that it doesn’t show up in your sampler. Per The Chicago Manual of Style the copyright page for print books should be on the left-hand side immediately after the full title page (usually page ii or iv). Since this page is primarily for the lawyers, feel free to set in a smaller font than the body copy of your eBook/print book. At BB eBooks, we usually set the font at 85% of what the body copy is so that it is readable, but the reader will understand it’s not an integral part of the work.

Special Note for Smashwords


Like many other things, Smashwords has to buck the trend and do things differently. They ask that the copyright notice be placed on either the Title Page or Copyright Page immediately followed by “Smashwords Edition”. This notice will work okay for Smashwords:

My Awesome Book

By Paul Salvette

Copyright © 2013 Paul Salvette

Smashwords Edition

More details on Smashwords’ requirements are available in the Smashwords Style Guide.

Example Copyright Page


An example Copyright Page could be as follows. Please feel free to cut, paste, and modify as necessary:

Copyright © 2014 BB eBooks Co., Ltd.

ISBN: 978-x-xxxxxx-xx-x

Kindle Edition

Written by Panich Choonhanirunrit

Edited by Paul Salvette

Cover Design by Boonyalisa Salvette

All rights reserved. No part of this publication may be reproduced, distributed or transmitted in any form or by any means, or stored in a database or retrieval system, without the prior written permission of the publisher.

Disclaimer: The material in this book is for mature audiences only and contains graphic content. It is intended only for those aged 18 and older.

BB eBooks Co., Ltd.

1/2 On Nut 44

Sukhumvit 77 Road

Suan Luang, Bangkok 10250
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http://bbebooksthailand.com

Registering Your Copyright


In a perfect world, you would not need to register your copyright with the U.S. Copyright Office (or those of your applicable country if you’re not ’merican). However, formal registration is necessary if you end up in court for some reason to dispute your copyright. Registration also can come in handy if you get the dreaded email from Amazon or another vendor saying that you must prove you own the copyright or they are going to unpublish your book. This unfortunate incident happened to one of our regular clients, Ron Ledwell, who has been drawing and publishing comics for decades. Since his work is being sold by comic book stores, eBay, and a host of online avenues, he has quite the visible Google footprint. More maliciously, if someone has stolen your work and tries to publish it as their own, you could be the person having to prove your own innocence! If Amazon’s algorithms flag your work as possibly not your own, you will get a rather surly and threatening email demanding that you prove your copyright.

Fortunately, Mr. Ledwell had registered his comic books with the U.S. Copyright Office over the years, so he just needed to show them the documentation the U.S. Government sent him after he registered his copyrights. It costs $35 to register an original work in which you are the author and can be done online. This probably isn’t necessary if you’re just starting out as an author, but if you have a lot of books and/or are a successful, it’s best to protect your assets and consider taking these extra steps.
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Table of Contents for eBooks
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Why a Table of Contents is Required for eBooks


The Table of Contents inside an eBook serves two primary purposes: 1) it gives the reader an idea of how the eBook is structured and 2) it allows the reader to quickly access specific parts of the eBook. It is usually not necessary for novels to have a Table of Contents inside a print edition, but a Table of Contents is required for all eBooks. Furthermore, for complex eBooks (such as cookbooks, textbooks, etc.) a well-designed Table of Contents will enhance the reading experience and accessibility in ways that a print book cannot.

The Different Flavors


There are actually two kinds of Tables of Contents required in EPUB2 and MOBI/KF8-type eBooks: the HTML Table of Contents and the NCX Table of Contents. The HTML Table of Contents is what is embedded as part of the eBook and usually in its own section. The NCX is sort of like metadata, and it contains information on the name of the section and where it is located in the eBook file. For EPUB3 type eBooks, there is actually a third Table of Contents called the NAV. This was meant to replace the EPUB2 NCX, but since eReading adoption of EPUB3 has been so lousy, it is advised to also include an NCX in EPUB3-type eBooks for backwards compatibility purposes. The NCX on MOBI-type eBooks cannot be directly accessed, but Kindle devices use it for navigational purposes when jumping to the previous or next section, so it is advised to include one.

eReading devices vary widely on how the Table of Contents is utilized. For Kindles you can click on the Table of Contents from the menu and this will transport you to the HTML Table of Contents. For iBooks, when you click on the Table of Contents icon, it pulls up a visual representation of the NCX (or NAV for EPUB3). For Adobe Digital Editions, the NCX is on the left pane. Below are some examples:

[image: Image No. 5]
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While the way Tables of Contents are utilized varies from device to device, the essential purpose is the same: allowing the user to quickly access different parts of the eBook.

Where to Put the Table of Contents?


The HTML Table of Contents is actually content within the eBook itself, while the NCX and NAV are embedded like metadata. It is recommended to place the HTML Table of Contents after the dedication (or after the Copyright Page if there isn’t one) and before the Acknowledgements, Preface, Introduction, Epigraph, or first chapter—whichever of these comes first. Some authors find that the Table of Contents takes up too much space in the sample feature on Amazon. In that case, it is recommended to move the Table of Contents to the end of the eBook. However, please be advised that placing the Table of Contents at the end of an eBook may adversely affect the “last read” or “percent complete” feature that many eReading devices have. For the NCX and NAV, these are separate files that function like metadata, so placement isn’t a consideration.

Different Levels in the Table of Contents


Every element in the Table of Contents should be clickable and take the reader to am appropriate location in the eBook. This can get complicated and there’s a high probability of error, so attention to detail is a necessity. For more complicated eBooks, different levels of the Table of Contents may be necessary to cue the reader as to which headings are major and which are subheads. For example, if you have an eBook that is divided into 10 chapters, numerous subheads within each chapter, plus minor subheads, it would be best to have the chapter headings be “Level 1”, the subheads be “Level 2”, and the minor subheads be “Level 3.” An example of this type of formatting would be as follows in both an HTML Table of Contents and an NCX:

[image: Image No. 8]
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For the HTML Table of Contents, notice how the “Level 1” Table of Contents entries are bold and flush left, the “Level 2” entries are not bold and indented left. If there were “Level 3” entries, they could have a greater margin on the left than the Level 2 entries. This formatting makes the reader understand how the eBook is structured. Please note that the level limit for the NCX is four, and for the EPUB3 NAV it is six.

For simple novels, a Table of Contents can almost always just have one level. However, you may consider jazzing up the headings so it’s not dull (Chapter 1, Chapter 2, etc.) A good idea is if your chapter headings contain additional information (like the location), so Chapter 1: Bangkok, Chapter 2: Istanbul, as an example. Otherwise, you may want to consider writing out the word for the actual chapter number to give a more professional look (Chapter One, Chapter Two, etc.) Jaye Manus has some fun ideas on how to make a novel’s Table of Contents look more fancy.

How to Design the HTML Table of Contents


If you are a client of BB eBooks, we will be happy to handle a professional Table of Contents for you (you do not even have to include a Table of Contents in your manuscript). If you are a DIYer and using Word to create eBooks, you can utilize the Smashwords Style Guide to use the dreaded bookmarks and hyperlink feature in Word. Please note that automated conversion of Word documents (at KDP, Smashwords, et. al.) has some limitations when creating a detailed Table of Contents. For Calibre and Sigil users there are also some tools to automate creating the Table of Contents (both HTML and NCX) that may be useful, including multiple levels.

For the HTML Table of Contents, it is recommended that you add a bit of line spacing in between each entry to prevent users from fat-fingering the wrong entry on touch devices. Also, we recommend removing the underlines that normally accompany hyperlinks on the Table of Contents, so there isn’t a sea of underlines. Below is an example:
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Please note that BB eBooks does not advise trying to change the color of the hyperlinks in the Table of Contents, especially to black. This can cause serious usability problems on many eReading devices—especially the Kindle when in night mode. It is best to leave the Table of Contents hyperlinks in the default color (which is the universally-recognized blue on most devices).

Another practice by some of the legacy publishers is to have each Chapter heading be its own hyperlink that links back to the Table of Contents so that everything is cross-referenced. We advise adding cross references for footnotes but generally discourage this practice for chapter headings and subheads because 1) it looks tacky and 2) it is easy for the reader to access the Table of Contents on any eReading device.


A Note on the “Cover” Hyperlink


A cover is always required to be embedded inside an eBook. However, for reasons known only to Amazon, they do not allow adding a hyperlink to the cover anywhere inside MOBI-type eBooks. Therefore, for EPUB2 and EPUB3 Tables of Contents, the first hyperlink should be to the cover page. However, for MOBI eBooks, the first link is usually to the title page. Kindle users can access the cover by tapping “Cover” on the menu or paging back to the beginning.




5.


eBook Back Matter by Section for Non-Fiction Books
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The Major Components


It is recommended that most novels primarily focus on using back matter as a means of promotion of the author’s brand with the liberal use of buy links. We’ll be certain to discuss some tips and tricks for this later in the book. However, for more complex works of non-fiction it may be necessary to include certain sections that are typically seen in print editions. These include:

•    Appendixes

•    Endnotes (usually headed as Notes)

•    Glossary

•    Bibliography

•    Index

•    Colophon

Endnotes are discussed in detail in this part of the book, and the index will be discussed in a separate post. Let’s talk a look at some of the pieces of non-promotional back matter seen in non-fiction.

Appendixes (aka Appendices)


Appendixes are often necessary for technical works and books that require extensive research. Technical drawings, excerpts from laws, survey results, and checklists are great to put in the Appendix rather than the book’s chapters. For example, if you’re writing a book that explores the ups and downs of a complicated policy like Obamacare, you probably want to cite various portions of the law and provide some statistical evidence. However, you might bore your reader to death by using too many excerpts within the content of the book (please cf. my 2-star review of Charles Murray’s The State of White America). Rather, it may be advantageous from a reader’s standpoint to have this material conveniently in the Appendix so that the reader can easily cite if needed, but the material (often technical) does not inhibit the flow of the book.

Rather than numbers, Appendixes usually start with a letter (Appendix A, Appendix B, etc.) It’s common practice to give the Appendix a descriptive name so that it can be accessed easily through the Table of Contents as seen in the below example:
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Glossary


A Glossary contains an alphabetical list of uncommon words used once or more that the reader can reference. It is almost a necessity for technical works where a lot of jargon may be used, and it can also be handy for fantasy and science-fiction authors who may develop their own language to enhance the book’s setting. The paragraph formatting is typically block style rather than first-line indent, but may be flush-and-hang based on the author’s preference. The word being defined is typically set in bold with a definition following a colon, period, or en dash. Below is an example of a Glossary:
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Bibliography


The Bibliography is a list of references cited throughout the work of the book. Unlike endnotes, you do not need to have cross-references in the book’s content every time a reference in the Bibliography is utilized. It is rarely seen in fiction, but a Bibliography is typically seen in more scholarly and technical works. The Bibliography is organized alphabetically by the author’s last name. The format of a citation can get complicated, but a basic prototype for a Bibliography entry is as follows:

Last Name, First Name. Book. Publisher, Year.

The Bibliography is typically set in flush-and-hang style, where the first line has no indentation and subsequent lines are indented. If you have entries from the same author, one after the other, you can omit writing the name and use three em dashes instead. Below is an example:

———. Book. Publisher, Year.

Colophon


The Colophon is a bit obscure and probably belongs as a $2,000 Jeopardy! clue. However, the Colophon has a rich tradition in publishing and you may consider using one in your eBooks on the last page. It is a single page that describes the production techniques, information about the cover, information about the interior design, and/or where the book was made. You can use this space to explain if you used any special fonts or the meaning of your cover design. Please note that this information is typically included as part of the copyright page. Below is an example of a Colophon:
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Endnotes
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Footnotes and Endnotes: Introduction


Footnotes and endnotes are typically utilized in more scholarly works of non-fiction, but they can be used in narrative non-fiction and even novels in some cases. Footnotes and endnotes are a means to specifically cite another book, website, or some other reference. They can also be used to provide amplifying information about something within the body of the work. Due to SEO habits creeping into the way we think and write, many eBooks prefer to cite sources like a blogger would: hyperlinking a few words within the body to the appropriate URL. Providing direct hyperlinks or using endnotes is a matter of author preference. However, direct hyperlinks are obviously not an option for print editions, and the use of footnotes and endnotes can give a more scholarly feel for eBooks.

Footnotes Don’t Really Exist in eBooks


In print editions, the difference between footnotes and endnotes is that footnotes appear at the bottom of the page of content in which the citation appears, while endnotes appear at the end of the applicable chapter or in a section in the back matter entitled Notes. Although for eBooks, there really isn’t a “bottom of the page” for reflowable eBooks, so all citations are placed in an endnotes section. Apple iBooks has a pop-up footnote feature that makes use of the EPUB3 specification; however, with large numbers of citations, the iBooks software tends to crash out unfortunately. Therefore, BB eBooks recommends keeping everything as endnotes for the time being.

Numbering and Style for Endnotes


If you just have a few endnotes, it is not necessary to get into a complicated numbering scheme. You can cite the applicable portion of the book and use the same symbol as the appropriate endnote. You can use the following characters to designate a citation with a corresponding endnote: * (asterisk), † (dagger), and ‡ (double dagger). You should use the symbols in that order (*, †, then ‡), and if you have more than three citations in your section, you can start again with a ** (double asterisk) or choose to use a numbered sequence. For print editions, it is permissible that you can start the first citation of each page with the *, but for eBooks it is not possible to say where a page ends and where one begins. Therefore, BB eBooks recommends only using one of these characters per chapter/section and having an endnotes section at the end of each chapter/section. The Chicago Manual of Style suggests using the § character (section sign) to designate a citation, but we would advise against this since many legal references use the section sign to reference portions of the law and it may cause some confusion among legal eagles.

Below is an example of citations within the body content and a Notes section at the end:
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For books with large numbers of citations, it is best to use a numbered sequenced for the endnotes. It is recommended to start at “1” at the beginning of every chapter/section: some eBooks can have thousands of footnotes and it can get ugly within the book with all those long numbers. It is recommended that the citations should be superscripted within the body and have the default underlines on hyperlinks removed. However, we recommend keeping the blue color so that the reader knows the citation is clickable. The endnotes section should list these in sequential order. If you would like an endnotes section at the end of every chapter, you can just have a small subhead that says “Notes”. However, if you have separate back matter for all endnotes in the entire book, you can organize by chapter.


Below is an example of how the citations would look inside an eBook.

[image: Image No. 15]

And below is an example of a Notes section that contains all endnotes in the back matter for the entire book:
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Cross-Linking Endnotes


Even though eBooks lack the ability to place footnotes at the bottom of a page, they do have the distinct advantage of being able to cross-link from one to the other. In other words, the clickable citation within the body of the book can go to the appropriate place in the Notes section, and then you can click on the same number/symbol for the endnote to go back to your location in the body content. Below is an example of how this works:

1)   Reader clicks on citation in the book’s content
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2)   Reader is taken to applicable endnote in the Notes section
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3)   Reader clicks on the number/symbol for the same endnote
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4)   Reader is taken back into the same paragraph in the body of the work

[image: Image No. 20]

This is a nice alternative than having to flip through a bunch of pages like in a print edition.
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The Index
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Who Needs an Index?


An index is useful for complex works of non-fiction and academic books since it allows the reader to quickly access specific topics and references. In regards to eBooks, many people wonder why an index would be necessary, since almost every eReading system has some sort of search feature. Unfortunately, the search on many eBook devices is not particularly sophisticated and unintended queries are common. A professionally-made index adds a powerful navigational aid that can allow the reader to more deeply appreciate the book and access specific items of interest.

Index Appearance and Function


An index consists of an alphabetically-ordered series of entries. Each entry contains one or more “locators” that instruct the reader where to go to find the information. For print books, the locators are usually page numbers—and occasionally footnotes. Entries are typically formatted in flush-and-hang style and below is an example:
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Notice how page numbers from the print edition are used in this eBook’s index, even though page numbers don’t really exist in eBooks. Different reading systems (iBooks, Adobe Digital Editions, etc.) have different page numbering schemes in their software. For example, what might be 300 pages in iBooks using a particular font will be 200 pages in the exact same eBook on Adobe Digital Editions. Kindle doesn’t even use page numbers at all, instead opting for Amazon’s own scheme called “locations.” The reason page numbers are used as locators is because it allows reader to still conceptualize where specific topics are located and how frequently.

Another approach is to use the section name (or number) rather than a page number as the locator in the eBook index. Below is an example from an O’Reilly eBook on Python:
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This helps accessibility for eBooks since the reader will recognize what part of the book they are going to rather than a page number, which may avoid confusion.

Providing the Hyperlinks


Both Word and InDesign have automated index creation features. However, a human element is always required to make sure the index is a valuable asset to the reader. This is an extremely labor-intensive process. The process to turn the index from a print book into a properly-hyperlinked index for an eBook is also labor-intensive. Many publishers will leave in the index but provide no hyperlinks on the locators (i.e. the page numbers or section numbers) for the eBook edition. This is not very useful to enhance the eBook’s accessibility.

To make a hyperlinked index, it is necessary to provide anchors for every single page in the eBook that correspond to the print page. Once the anchors are made, the index can be hyperlinked whereby the locators can be clicked and go to the proper location in the eBook. If you would like to get even more advanced, the anchors can be placed within paragraph elements within each page, so clicking on a locator for Ammunition will take you to the correct paragraph. This is extremely difficult for authors/publishers using open source tools like Calibre and Sigil. The use of a scripting language is necessary to avoid having to do this manually. We can help with this at BB eBooks.
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Promotional Back Matter
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Romance Authors Lead the Way


Most authors are under extreme pressure to publish their book quickly to meet the insatiable appetites of their fans and the back matter may be overlooked. This is a mistake, since the back matter is the best place in your book to sell your brand and additional books to your readers. As a workaround to having to remake back matter for every single book you publish, it is advisable to have a master document in your favorite word processor to use for all your books. You can use the same material to copy and paste into the backs of all your eBooks (with the possible exception of excerpts).

Since most readers read fiction eBooks to escape reality, it is suggested that back matter be fun rather than read like a résumé. You should focus less on your credentials (like the college degree you have) and more on the contests, social media links, and most importantly info about other books.

Promotional Back Matter Structure


You should feel free to change up the order based on your preference, but a suggested structure for promotional back matter would be as follows:

•    Website/Social Media (with Call to Action)

•    Excerpts

•    Buy Links (more on vendor-specific buy links)

•    About the Author

Successful romance author and client Carly Phillips was kind enough to let us use a few screen shots from her latest hit, Dare to Desire, to highlight some best practices.

Calls to Action


After the book finishes, it is imperative that you really put a call to action right in the face of the reader. This must be in the simplest terms possible and it must be as easy for them to complete as possible. Putting a link that is not hyperlinked that just says visit your website is too much work for the reader (they would have to type it into the browser) and does not provide enough incentive for the reader to complete the action. Carly Phillips entices readers with a monthly contest to visit her website. Please see below:
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Additionally, instead of just providing links to her social media, Carly directly encourages the readers to click on these links. Also notice the fun Carly Phillips logo used to enhance branding:
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Tip: You can find freeware clip art to make a small logo for your brand at Open Clip Art.

Excerpts


There is very little cost to add additional excerpts from your other books to your eBooks. If you write in series, consider adding the next book in the saga (plus a buy link if it’s published). Even if all you have is something unedited, the first chapter in the next book of the series will encourage long-term reader loyalty. If you would like to support your fellow authors, consider adding an excerpt from another author’s book. An excerpt exchange with another author (especially a bestselling author) is a tremendous opportunity to bolster your sales. Many indie authors are very open to this type of cross-promotion. Kallypso Masters’ books all have a different author’s excerpt at the end, as an example.

About the Author


The last part of the eBook is often an About the Author page. Carly Phillips uses a professional photo plus a fun description of herself. Pro headshots can get pricey (several hundred dollars), so you may want to consider using a logo or no image at all if you’re on a budget. Additionally, you may wish to remain anonymous, so perhaps a small image that conveys your brand would be most suitable. Notice that Carly makes a few jokes. She is not applying for a job so the About the Author blurb is not dull and sterile. Rather, she creates a fun atmosphere to connect with her fans.
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You should not overlook the opportunity to have promotional back matter to entice your readers to become more interested in your author brand.
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Buy Links
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A Captive Audience


As an independent author or small press, you never want to pass up the opportunity to advertise yourself. Nowhere do you have a more engaged customer who is interested in purchasing your work than someone who has already purchased and just finished reading one of your books. This is particularly true for authors who write novels in series. While only providing self-promotion and advertisements on your social media channels is considered tacky to say the least, it is considered savvy and even entrepreneurial to treat the back matter of your novel as a giant billboard for your books and your brand. This is the perfect opportunity to encourage your readers to purchase more of your work by providing direct vendor buy links and information about your other books.

Vendor Limitations on Buy Links


Unfortunately, one eBook edition to go to all vendors is not a good solution if you intend on placing buy links in the back matter. As an example, if you have a link to an Amazon product page for one of your books in your Smashwords edition, it will get flagged during the review process and not achieve premium status. The iBookstore is particularly notorious for this; and your eBooks can get held up in review for weeks if you are using an aggregation service like Smashwords or Draft2Digital to get onto iTunes. Even if you use a link shortening tool like bitly, you can still run into problems.

The Workaround for Buy Links in eBooks


To ensure your eBooks are rapidly approved for distribution, it is a best practice to have different back matter intended for different vendors. Therefore, you must create separate editions of your eBook for each vendor (e.g. a Kindle edition, a Nook edition, etc.) This process can be cumbersome, since when you want to update your eBook you have to make the same changes to multiple editions. Therefore, it is advised to keep the content the same for the actual body of the eBook for all editions, but use different back matter (and a different copyright page) for the different vendors. An even better method is to only adjust the paragraph that contains the buy link for each edition. This is the method we use at BB eBooks.

An example would be having different buy links after an excerpt. Notice in the below example that the only difference is “Buy it now at Amazon” vs. “Get it now at Smashwords”:
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Use the Right Hyperlinks


The hyperlink schemes that the vendors use can be complicated and ugly. Therefore, it is advised to actually embed the hyperlink on the text you would like the user to click rather than actually writing out the URL. Additionally, you should use URLs to your product pages that do not have tons of nonsense on the end of them: you can usually strip off everything including and past the ampersand (&) in the hyperlink. Also, verify that the hyperlink you embed actually goes to your intended product page rather than a search page.

For example the unwieldy hyperlink:

http://www.amazon.com/America-Goes-On-A-Novella-ebook/dp/B005I5WYU6/ref=sr_1_1?ie=UTF8&qid=1389294354&sr=8-1&keywords=america+goes+on+salvette

Could become:

http://www.amazon.com/dp/B005I5WYU6/

An example of URL schemes for product pages at the various eBook vendors are as follows:

•    Amazon: http://www.amazon.com/dp/xxx

•    Nook: http://www.barnesandnoble.com/w/some-page/xxx?ean=xxx

•    Kobo: http://www.kobobooks.com/ebook/some-page/xxx/page1.html

•    iTunes: https://itunes.apple.com/us/book/some-page/xxx?mt=11

•    Smashwords: https://www.smashwords.com/books/view/xxx

•    All Romance Ebooks: https://www.allromanceebooks.com/xxx.html

•    Google Play: https://play.google.com/store/books/details/some-page?id=xxx

Tip: You can use a link-shortening service like Smart URL to manage your hyperlinks.

An Example from Jean Brashear


Many of the clients at BB eBooks are New York Times and USA Today bestselling authors. The pattern we have noticed is that they utilize their back matter extensively to provide excerpts and buy links to all books in all their series. One outstanding author is Jean Brashear, who has excerpts from each book in her series, plus the buy links. She uses a technique that proves effective by embedding the buy links when mentioning the book’s title, as well as providing a call to action.

Below is an example of one part of her back matter. Every hyperlink goes to the product page for the specific vendor where the eBook was purchased:
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Again, the back matter is not a time to be modest, and you should effectively use it to advertise yourself and let your readers know where they can buy your other eBooks.

Affiliate Codes Are Okay in eBooks


Affiliate links are hyperlinks to your product pages where the vendor knows that you provided the link from your eBook, website, or email. Depending on the vendor, these pay out around 1-5% if a purchase is made by the user. The hyperlink has special coding on it so that the vendor knows you provided the link. To sign up for a particular affiliate program, it’s fairly easy to do at most vendors and is free at all of them. Below are the links to get signed up for your affiliate accounts:

•    Amazon.com Associates

•    iTunes Affiliates

•    All Romance Ebooks Affiliate Program

•    Smashwords Affiliate Marketing Program

•    Rakuten LinkShare (for Nook and Kobo)

At most vendors, when a purchase is made after a user clicks through one of your affiliate links, you’ll get both the sale and the affiliate payout—not a bad way to make some extra cash! To get the affiliate links, all vendors have an online widget where you can manually generate the special affiliate hyperlink based on a product page you input.

There is some confusion over whether it is okay to embed affiliate links in eBooks and the documentation from the vendors is unclear. However, BB eBooks has embedded affiliate hyperlinks for numerous clients in their eBooks and there has never been a problem. You can embed the affiliate buy links for any vendor as long as the affiliate link is for the eBook edition at the same vendor (e.g. the Kindle edition eBooks sold through Amazon have only Amazon affiliate links).

A Note on Hyperlinks for iPhone/iPad Apps


Despite a contentious court ruling against Apple by the U.S. Department of Justice, Apple will still not allow links to other vendors through their apps. So, the Kindle app and the Nook app for iPhone/iPad will actually block the hyperlink if it goes to Amazon or Nook giving an error message that says “This operation is currently not supported.” There is no way around this at present, since it is not possible to specify separate editions at Amazon and Nook for separate devices. It is recommended that authors continue adding in buy links even if iPad users can’t access them, and hopefully Apple will stop this practice.
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eBook Metadata
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Why eBooks Need Metadata


eBook metadata is information that describes the book such as its title, author, and blurb. This data can be stored in a database by proprietary software platforms and utilized to organize catalogs of books or enhance discoverability by vendors, libraries, and third-party platforms. One convenient feature of the EPUB specification is that it allows the metadata to be embedded within the eBook itself rather than relying on an external database. The EPUB standard is open source, so retrieval of the metadata can be easily implemented by software developers. When the EPUB eBook is converted to MOBI for the Kindle platform, the metadata is ostensibly maintained.

Unfortunately, it is unclear how the various platforms utilize the metadata that is embedded in the eBooks and the majority of vendors and proprietary eReading software are not at all forthcoming with how the metadata is accessed. Therefore, when publishing at the different eBook vendors, the metadata that gets entered separately during the upload process is usually more important than anything that is embedded in the eBook file itself (both EPUB and MOBI).

Since it is difficult to predict how eReading software will evolve in the future, it is considered a best practice to properly embed accurate metadata in the eBook so that future reading systems can utilize it appropriately. Some reading systems already do utilize portions of the metadata and some examples are highlighted below.

The Different Bits of eBook Metadata


The EPUB specification developed by the International Digital Publishing Forum (IDPF) allows the embedding of metadata using XML. If you do not know what XML is, please don’t be afraid. It is simply a way to encode data that both humans and computers can easily recognize. Below is an example of some metadata in an EPUB2 and EPUB3 type eBook for The Wizard of Oz:
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The following metadata is required for EPUB2, EPUB3, and MOBI/KF8 eBooks:

•    Title: the book’s title

•    Language: the language that the book is in (e.g. en for English, de for German, etc.)

•    Author: the author’s name or multiple authors’ names if a group project/anthology

•    Unique Identifier: this can be a Universally Unique Identifier or an ISBN; more details on uniquely identifying an eBook in the ISBN portion of this book

The following metadata is optional, but strongly encouraged to be used in all eBook editions to accurately describe the book:

•    Publication Date: the date that the eBook was created

•    Publisher: the name of the publisher (or the author’s name if independently published)

•    Contributors: this includes the editor, cover artists, book designer, and many more; a complete list of contributors that can be listed is provided by the Library of Congress

•    Rights: a copyright notice; more on copyright in this part of the book


•    Description: a blurb about the book; if no blurb is available, the description can be something simple like The Wizard of Oz: A Novel

•    Keywords: these can be the same as what you type in at the eBook vendors (seven keywords is a good rule of thumb); you can also pick and choose from the predefined BISAC Subject Headings to make things easy (e.g. Fiction/Romance/Erotica)

Additionally, EPUB3 allows some metadata to more accurately describe the book if it is part of a series or a revision. The additional metadata is as follows:

•    Short Title

•    Extended Title

•    Subtitle

•    Edition Number

•    Series that the book is a part of

It is important to be as accurate as possible in metadata, since a pesky typo in the author’s name may go unnoticed in some reading systems (e.g. Adobe Digital Editions), but show up on the top of every left-handed page on other reading systems (e.g iBooks).

Example of Metadata in Action


While most reading systems ignore much of the metadata embedded in the eBook, some reading systems use certain portions of the metadata (most notable the title and author metadata). Below are a few examples from different reading systems:

The Kindle devices place the title metadata embedded in the eBook on the top of every page like a running header.
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iBooks places the author metadata on left-handed pages, and the eBook’s title metadata on the right-handed page in a fashion that is typically seen for running headers in novels.
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Readium allows access to the publication date, identifier, and publisher metadata when the user peruses the “Details” in their eBook library.
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Calibre probably makes the best use of metadata and allows access to both the description and keyword metadata when the user browses their eBook library.
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Since there are so many reading systems on the market and the metadata is part of the open-source EPUB platform, it is considered a best practice to always embed as much accurate metadata as possible. At BB eBooks, we’re happy to handle this for our clients as part of our conversion services.
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A Note On ISBNs
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What is an ISBN?


An International Standard Book Number (ISBN) is a way to uniquely identify your book, and they are issued by a wide range of institutions depending on your country of publication. ISBNs were a 10-digit number until 2007, but they are now issued as 13-digit numbers, which for books begin with the prefix 978- or 979-. If you choose to use an ISBN, we recommend just using the 13-digit ISBN even if you get a 10-digit ISBN issued as well.

Why You Don’t Need an ISBN for eBooks


ISBNs are required for print books, but no major eBook vendor requires them for eBooks (except for Smashwords which can provide one for free). There is some conventional wisdom about ISBNs in eBooks: 1) they make your eBook and brand look “professional”, and 2) they increase your eBook’s discoverability. BB eBooks is very skeptical about both these claims. Many of our clients who have cracked the Top 20 for all books on Amazon have never used ISBNs in any of their numerous eBooks. Further examination of other bestsellers confirms that ISBNs have little to no bearing on whether a book and author are deemed “professional” by the reading public. Would you still buy a great book even if it didn’t have an ISBN? Probably!

The second claim about eBook discoverability being improved with ISBN usage is even more dubious. The ISBN agencies provide little to no information that would be useful for eBook platform/web app developers to utilize in making online discoverability tools and organizing online catalogs. The ISBN agencies are run by governmental organizations or government-sanctioned monopolies and are perfectly content to keep things like it was 1972 (i.e. just providing antiquated databases to libraries and registered booksellers). Google tried to organize books online based on ISBNs during the previous decade, but all they got was a lousy, unnecessary, and prolonged lawsuit from the Author’s Guild that was finally dismissed in 2013. It is our opinion that the tech world is not going to be doing cartwheels to utilize ISBNs anytime in the near future. Rather, the major eBook platforms have their own algorithms and methods to determine how an eBook is promoted to readers. This is based on the metadata you enter when you publish your eBook at their platform.

Furthermore, the 900 lb. gorilla doesn’t use the ISBN system for its product API. Amazon uses their own proprietary Amazon Standard Identifier (ASIN) system for all their products—everything from your eBook to an old VHS tape of Sweatin’ to the Oldies has a unique ASIN that gets automatically assigned when the product page is created. Amazon has, by far, the most advanced and well-documented product API available on the internet powered by their massive infrastructure. Developers can utilize this to create web-based discoverability tools and apps much better than anything the ISBN agencies are providing.

Uniquely Identifying Your eBook


Per the International Digital Publishing Forum, all eBooks are required to have a unique identifying number embedded in the metadata. They can be either an ISBN or what’s called a Universally Unique Identifier (UUID). The best way, in our humble opinion, to uniquely stamp your eBook is to generate a UUID. This is a 32-character alphanumeric combination that can be generated with a few simple lines of code. It is so unique that you are more likely to get hit in the face with a meteorite than generate the same combination twice. However, if you would like to use an ISBN, please make sure it is the 13-digit ISBN (this is required per the EPUB spec if you use an ISBN in an eBook). The ISBN gets embedded within your eBook’s metadata, and is usually written on the copyright page. It is advised that you use a different electronic and print ISBN. The UUID is generally not written on the eBooks’s copyright page, but it certainly can be if you like.

Tip: We can always generate one for our clients’ eBooks during the production workflow on each of their eBooks, but for DIY formatters you can make some UUIDs at our metapad.

ISBNs for Print Books


Traditionally, all print books have an ISBN due to the way books are distributed to bookstores and libraries. If you are using an ISBN for the eBook edition, the ISBN for the print edition should be different. There usually is a barcode with the ISBN number on the back cover. Below is an example of an ISBN barcode:

[image: Image No. 34]

If you are going through CreateSpace for Print-on-Demand, they will assign you an ISBN for free. Additionally, they will place the ISBN barcode on the back cover when you upload the PDF of your back cover/spine/cover. Alternatively, you or your cover designer can add the barcode ahead of time. For Lightning Source, they require that you obtain an ISBN before publishing. When you make the PDF cover template for Lightning Source, you can type in the ISBN and it will conveniently place the barcode inside the template for you or your cover designer to utilize. More on cover design in this part of the book.

Where Do I Get an ISBN?


Below is a non-exhaustive list of where to obtain ISBNs based on your country of publication, as well as the cost. As you can see, in the USA and UK they are extremely expensive. Your hard-earned money is probably better invested elsewhere rather than buying a 13-digit number:

•    USA (issued by Bowker) – 1 ISBN for $125, 10 ISBNs for $250

•    Australia (issued by Thorpe-Bowker) – 1 ISBN for $AU42, 10 ISBNs for $AU84

•    Canada (issued by the Library and Archives of Canada) – Free!

•    UK (issued by Nielsen) – 10 ISBNs for £132.00

•    Thailand (issued by the National Library of Thailand) – Free!

Keep in mind, if you publish through Smashwords, Draft2Digital, or Createspace, they will issue you an ISBN for free. Also, keep in mind that you probably don’t need to purchase an ISBN.

Don’t Get Multiple ISBNs for Your eBook


In a sleazy and cynical attempt to make you part ways with your money, many of these agencies like to say that you need a unique ISBN, not just for print and electronic, but also for different formats of eBooks. Hypothetically, you would need to purchase a different ISBNs for your EPUB2 for Nook, your EPUB3 for iTunes, your MOBI/KF8 for Amazon, your PDF ARC, etc. Some clients require up to 12 different editions of their eBooks bound for different vendors. This would be more than $250 worth of ISBNs for one eBook (if you’re U.S.-based)! For that kind of money you could get a killer cover, a good proofread, or something else with real benefit to your craft besides a bunch of 13-digit numbers. We have formatted many eBooks for clients that use the same ISBN for all eBook editions, and so far these publishers and BB eBooks have not been visited by the ISBN police. BB eBooks recommends using one ISBN for all eBooks, if you even choose to use an ISBN for your eBooks at all.




Appendix A


Suggested Book Structure
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Fiction


1.   Blurb

2.   Reviews/Praise (if any)

3.   Title Page

4.   Frontispiece (if there is one)

5.   Copyright Page

6.   Dedication (if any)

7.   Table of Contents

8.   Acknowledgments

9.   Epigraph

10.  Prologue/Chapter One/Chapter Two etc.

11.  Website/Social Media (with Call to Action)

12.  Excerpts from Other Books

13.  Buy Links

14.  About the Author

Non-Fiction


1.   Blurb

2.   Reviews/Praise (if any)

3.   Title Page

4.   Frontispiece (if there is one)

5.   Copyright Page

6.   Dedication (if any)

7.   Table of Contents

8.   Acknowledgments

9.   Foreword (if any)

10.  Preface (if any)

11.  Epigraph

12.  Prologue/Chapter One…

13.  Appendixes

14.  Endnotes (usually headed as Notes)

15.  Glossary

16.  Bibliography


17.  Index

18.  Website/Social Media (with Call to Action)

19.  Excerpts from Other Books

20.  Buy Links

21.  About the Author

22.  Colophon




The Best Practice Guides for Authors


The BB eBooks’ Best Practice Guides for Authors is a series of short books designed to give independent authors and small presses a competitive edge in today’s publishing world. These guides will help you increase the level of professionalism in your books, boost marketing savvy, and provide tips to take advantage of distribution options available to authors and publishers. Additionally, case studies of successful clients are discussed so that aspiring authors can learn what works and what does not in today’s marketplace. Please feel free to peruse them at your leisure.

Please have a look at all the guides on the BB eBooks website.




About BB eBooks
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BB eBooks is a Bangkok-based company that was founded in 2013 to provide design services for the rapidly-growing worldwide eBook market. We provide publishers and authors with eBook creation solutions, technical advice, and assistance in getting their eBooks available for sale at all the major vendors. BB eBooks is committed to promoting better digital standards for eBooks, and we also offer Substance B for our valued clients as an eBook promotion tool and eBook autographing service.

BB eBooks is always on the lookout for new clients whether they are first-time authors or veteran publishers. Please feel free to contact us for a no-obligation quote today so we can help you make your books attain the professionalism they deserve.

Please Learn More About Us


Company Website:

bbebooksthailand.com

Blog:

bbebooksthailand.com/blog

Email:

info@bbebooksthailand.com

Substance B:

substance-b.com

Twitter:

@PaulSalvette

Pinterest:

pinterest.com/substanceb1

Facebook:

facebook.com/BBInternet

YouTube:


youtube.com/user/PaulSalvetteVids

Please don’t forget to sign up for our newsletter to stay informed of the latest eBook industry news, design tips, and marketing strategies for your books.




About the Author
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Paul and his wife, Boonyalisa Salvette, decided to found a company in 2013 dedicated to eBook technology for authors and publishers—BB eBooks—so that Paul could get a work permit. When not conducting business he enjoys watching TV, reminiscing on his younger years, and spending time with his family. He has only been deported from Thailand once.
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Copyright (c) 2014, Telefonica S.A.

This Font Software is licensed under the SIL Open Font License, Version 1.1.
This license is copied below, and is also available with a FAQ at: http://scripts.sil.org/OFL

-----------------------------------------------------------
SIL OPEN FONT LICENSE Version 1.1 - 26 February 2007
-----------------------------------------------------------

PREAMBLE
The goals of the Open Font License (OFL) are to stimulate worldwide development of collaborative font projects, to support the font creation efforts of academic and linguistic communities, and to provide a free and open framework in which fonts may be shared and improved in partnership with others.

The OFL allows the licensed fonts to be used, studied, modified and redistributed freely as long as they are not sold by themselves. The fonts, including any derivative works, can be bundled, embedded, redistributed and/or sold with any software provided that any reserved names are not used by derivative works. The fonts and derivatives, however, cannot be released under any other type of license. The requirement for fonts to remain under this license does not apply to any document created using the fonts or their derivatives.

DEFINITIONS
"Font Software" refers to the set of files released by the Copyright Holder(s) under this license and clearly marked as such. This may include source files, build scripts and documentation.

"Reserved Font Name" refers to any names specified as such after the copyright statement(s).

"Original Version" refers to the collection of Font Software components as distributed by the Copyright Holder(s).

"Modified Version" refers to any derivative made by adding to, deleting, or substituting -- in part or in whole -- any of the components of the Original Version, by changing formats or by porting the Font Software to a new environment.

"Author" refers to any designer, engineer, programmer, technical writer or other person who contributed to the Font Software.

PERMISSION & CONDITIONS
Permission is hereby granted, free of charge, to any person obtaining a copy of the Font Software, to use, study, copy, merge, embed, modify, redistribute, and sell modified and unmodified copies of the Font Software, subject to the following conditions:

1) Neither the Font Software nor any of its individual components, in Original or Modified Versions, may be sold by itself.

2) Original or Modified Versions of the Font Software may be bundled, redistributed and/or sold with any software, provided that each copy contains the above copyright notice and this license. These can be included either as stand-alone text files, human-readable headers or in the appropriate machine-readable metadata fields within text or binary files as long as those fields can be easily viewed by the user.

3) No Modified Version of the Font Software may use the Reserved Font Name(s) unless explicit written permission is granted by the corresponding Copyright Holder. This restriction only applies to the primary font name as presented to the users.

4) The name(s) of the Copyright Holder(s) or the Author(s) of the Font Software shall not be used to promote, endorse or advertise any Modified Version, except to acknowledge the contribution(s) of the Copyright Holder(s) and the Author(s) or with their explicit written permission.

5) The Font Software, modified or unmodified, in part or in whole, must be distributed entirely under this license, and must not be distributed under any other license. The requirement for fonts to remain under this license does not apply to any document created using the Font Software.

TERMINATION
This license becomes null and void if any of the above conditions are not met.

DISCLAIMER
THE FONT SOFTWARE IS PROVIDED "AS IS", WITHOUT WARRANTY OF ANY KIND, EXPRESS OR IMPLIED, INCLUDING BUT NOT LIMITED TO ANY WARRANTIES OF MERCHANTABILITY, FITNESS FOR A PARTICULAR PURPOSE AND NONINFRINGEMENT OF COPYRIGHT, PATENT, TRADEMARK, OR OTHER RIGHT. IN NO EVENT SHALL THE COPYRIGHT HOLDER BE LIABLE FOR ANY CLAIM, DAMAGES OR OTHER LIABILITY, INCLUDING ANY GENERAL, SPECIAL, INDIRECT, INCIDENTAL, OR CONSEQUENTIAL DAMAGES, WHETHER IN AN ACTION OF CONTRACT, TORT OR OTHERWISE, ARISING FROM, OUT OF THE USE OR INABILITY TO USE THE FONT SOFTWARE OR FROM OTHER DEALINGS IN THE FONT SOFTWARE.
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Apache License
                           Version 2.0, January 2004
                        http://www.apache.org/licenses/

   TERMS AND CONDITIONS FOR USE, REPRODUCTION, AND DISTRIBUTION

   1. Definitions.

      "License" shall mean the terms and conditions for use, reproduction,
      and distribution as defined by Sections 1 through 9 of this document.

      "Licensor" shall mean the copyright owner or entity authorized by
      the copyright owner that is granting the License.

      "Legal Entity" shall mean the union of the acting entity and all
      other entities that control, are controlled by, or are under common
      control with that entity. For the purposes of this definition,
      "control" means (i) the power, direct or indirect, to cause the
      direction or management of such entity, whether by contract or
      otherwise, or (ii) ownership of fifty percent (50%) or more of the
      outstanding shares, or (iii) beneficial ownership of such entity.

      "You" (or "Your") shall mean an individual or Legal Entity
      exercising permissions granted by this License.

      "Source" form shall mean the preferred form for making modifications,
      including but not limited to software source code, documentation
      source, and configuration files.

      "Object" form shall mean any form resulting from mechanical
      transformation or translation of a Source form, including but
      not limited to compiled object code, generated documentation,
      and conversions to other media types.

      "Work" shall mean the work of authorship, whether in Source or
      Object form, made available under the License, as indicated by a
      copyright notice that is included in or attached to the work
      (an example is provided in the Appendix below).

      "Derivative Works" shall mean any work, whether in Source or Object
      form, that is based on (or derived from) the Work and for which the
      editorial revisions, annotations, elaborations, or other modifications
      represent, as a whole, an original work of authorship. For the purposes
      of this License, Derivative Works shall not include works that remain
      separable from, or merely link (or bind by name) to the interfaces of,
      the Work and Derivative Works thereof.

      "Contribution" shall mean any work of authorship, including
      the original version of the Work and any modifications or additions
      to that Work or Derivative Works thereof, that is intentionally
      submitted to Licensor for inclusion in the Work by the copyright owner
      or by an individual or Legal Entity authorized to submit on behalf of
      the copyright owner. For the purposes of this definition, "submitted"
      means any form of electronic, verbal, or written communication sent
      to the Licensor or its representatives, including but not limited to
      communication on electronic mailing lists, source code control systems,
      and issue tracking systems that are managed by, or on behalf of, the
      Licensor for the purpose of discussing and improving the Work, but
      excluding communication that is conspicuously marked or otherwise
      designated in writing by the copyright owner as "Not a Contribution."

      "Contributor" shall mean Licensor and any individual or Legal Entity
      on behalf of whom a Contribution has been received by Licensor and
      subsequently incorporated within the Work.

   2. Grant of Copyright License. Subject to the terms and conditions of
      this License, each Contributor hereby grants to You a perpetual,
      worldwide, non-exclusive, no-charge, royalty-free, irrevocable
      copyright license to reproduce, prepare Derivative Works of,
      publicly display, publicly perform, sublicense, and distribute the
      Work and such Derivative Works in Source or Object form.

   3. Grant of Patent License. Subject to the terms and conditions of
      this License, each Contributor hereby grants to You a perpetual,
      worldwide, non-exclusive, no-charge, royalty-free, irrevocable
      (except as stated in this section) patent license to make, have made,
      use, offer to sell, sell, import, and otherwise transfer the Work,
      where such license applies only to those patent claims licensable
      by such Contributor that are necessarily infringed by their
      Contribution(s) alone or by combination of their Contribution(s)
      with the Work to which such Contribution(s) was submitted. If You
      institute patent litigation against any entity (including a
      cross-claim or counterclaim in a lawsuit) alleging that the Work
      or a Contribution incorporated within the Work constitutes direct
      or contributory patent infringement, then any patent licenses
      granted to You under this License for that Work shall terminate
      as of the date such litigation is filed.

   4. Redistribution. You may reproduce and distribute copies of the
      Work or Derivative Works thereof in any medium, with or without
      modifications, and in Source or Object form, provided that You
      meet the following conditions:

      (a) You must give any other recipients of the Work or
          Derivative Works a copy of this License; and

      (b) You must cause any modified files to carry prominent notices
          stating that You changed the files; and

      (c) You must retain, in the Source form of any Derivative Works
          that You distribute, all copyright, patent, trademark, and
          attribution notices from the Source form of the Work,
          excluding those notices that do not pertain to any part of
          the Derivative Works; and

      (d) If the Work includes a "NOTICE" text file as part of its
          distribution, then any Derivative Works that You distribute must
          include a readable copy of the attribution notices contained
          within such NOTICE file, excluding those notices that do not
          pertain to any part of the Derivative Works, in at least one
          of the following places: within a NOTICE text file distributed
          as part of the Derivative Works; within the Source form or
          documentation, if provided along with the Derivative Works; or,
          within a display generated by the Derivative Works, if and
          wherever such third-party notices normally appear. The contents
          of the NOTICE file are for informational purposes only and
          do not modify the License. You may add Your own attribution
          notices within Derivative Works that You distribute, alongside
          or as an addendum to the NOTICE text from the Work, provided
          that such additional attribution notices cannot be construed
          as modifying the License.

      You may add Your own copyright statement to Your modifications and
      may provide additional or different license terms and conditions
      for use, reproduction, or distribution of Your modifications, or
      for any such Derivative Works as a whole, provided Your use,
      reproduction, and distribution of the Work otherwise complies with
      the conditions stated in this License.

   5. Submission of Contributions. Unless You explicitly state otherwise,
      any Contribution intentionally submitted for inclusion in the Work
      by You to the Licensor shall be under the terms and conditions of
      this License, without any additional terms or conditions.
      Notwithstanding the above, nothing herein shall supersede or modify
      the terms of any separate license agreement you may have executed
      with Licensor regarding such Contributions.

   6. Trademarks. This License does not grant permission to use the trade
      names, trademarks, service marks, or product names of the Licensor,
      except as required for reasonable and customary use in describing the
      origin of the Work and reproducing the content of the NOTICE file.

   7. Disclaimer of Warranty. Unless required by applicable law or
      agreed to in writing, Licensor provides the Work (and each
      Contributor provides its Contributions) on an "AS IS" BASIS,
      WITHOUT WARRANTIES OR CONDITIONS OF ANY KIND, either express or
      implied, including, without limitation, any warranties or conditions
      of TITLE, NON-INFRINGEMENT, MERCHANTABILITY, or FITNESS FOR A
      PARTICULAR PURPOSE. You are solely responsible for determining the
      appropriateness of using or redistributing the Work and assume any
      risks associated with Your exercise of permissions under this License.

   8. Limitation of Liability. In no event and under no legal theory,
      whether in tort (including negligence), contract, or otherwise,
      unless required by applicable law (such as deliberate and grossly
      negligent acts) or agreed to in writing, shall any Contributor be
      liable to You for damages, including any direct, indirect, special,
      incidental, or consequential damages of any character arising as a
      result of this License or out of the use or inability to use the
      Work (including but not limited to damages for loss of goodwill,
      work stoppage, computer failure or malfunction, or any and all
      other commercial damages or losses), even if such Contributor
      has been advised of the possibility of such damages.

   9. Accepting Warranty or Additional Liability. While redistributing
      the Work or Derivative Works thereof, You may choose to offer,
      and charge a fee for, acceptance of support, warranty, indemnity,
      or other liability obligations and/or rights consistent with this
      License. However, in accepting such obligations, You may act only
      on Your own behalf and on Your sole responsibility, not on behalf
      of any other Contributor, and only if You agree to indemnify,
      defend, and hold each Contributor harmless for any liability
      incurred by, or claims asserted against, such Contributor by reason
      of your accepting any such warranty or additional liability.

   END OF TERMS AND CONDITIONS

   APPENDIX: How to apply the Apache License to your work.

      To apply the Apache License to your work, attach the following
      boilerplate notice, with the fields enclosed by brackets "[]"
      replaced with your own identifying information. (Don't include
      the brackets!)  The text should be enclosed in the appropriate
      comment syntax for the file format. We also recommend that a
      file or class name and description of purpose be included on the
      same "printed page" as the copyright notice for easier
      identification within third-party archives.

   Copyright [yyyy] [name of copyright owner]

   Licensed under the Apache License, Version 2.0 (the "License");
   you may not use this file except in compliance with the License.
   You may obtain a copy of the License at

       http://www.apache.org/licenses/LICENSE-2.0

   Unless required by applicable law or agreed to in writing, software
   distributed under the License is distributed on an "AS IS" BASIS,
   WITHOUT WARRANTIES OR CONDITIONS OF ANY KIND, either express or implied.
   See the License for the specific language governing permissions and
   limitations under the License.
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HTML Table of Contents: The Table of Contents that s ac-
tual HTML markup and will be displayed to the reader. It
should always have hyperlinks and it should never have
page numbers

HTML Validator: Web-based application provided for frec
by the W3C to check for errors in HTML.

ookstore: The eBook store created by Apple to compete
with Amazon. It only represents about 10% of market share.
The iBookstore works exclusively with the iBooks app on
iPhone and iPad and is part of the i Tunes ecosystem.
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Into the pretensions of both, and equally to reject the usur-
pation of either.

In the following sheets, the author hath studiousk
avoided every thing which is personal among uurselveé
Com

iments as wellas censure to individuals make no part
theredf Jhe wise, and the worthy, need not the triumph of
a pamphlet; and those whose sentiments are injudicious, or
unfriendly, will cease of themselves ynless too much pains
are bestowed upon their cunvsrsio®

‘The cause of America s in a great measure the cause of

necessary to say, That he is unconnected with any Party, and
under no sort of Influence public or private, but the influ-
ence of reason and principle.

Philadelphia, February 14, 1776

Notes
© Dragonetti on virtue and rewards.

(@ Thomas Anello otherwise Massanello a fisherman of Naples,
who after siriting up his countrymen in the public
marketplace, against the oppressions ofthe Spaniards, to
whom the place was then subject prompted them to revolt,
and i the space of a day became king

@ See Entic’s naval history,intro. page 56.
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Chapter 1
1 Dragonetti on virtue and rewards.

= Thomas Anello otherwise Massanello a fisherman of
‘Naples, who after spiriting up his countrymen in the public
‘marketplace, against the oppressions of the Spaniards, to
whom the place was then subject prompted them to revolt,
and in the space of a day became king,

4 See Entic’s naval history, intro. page 56.

Chapter 2

1 Those who would fully understand of what great
consequence alarge and equal representation is to a state,
should read Burgh's political disquisitions.
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2 “Thou hast tasted of prosperity and adversity; thou knowest
‘what it i to be banished thy native country, to be over-ruled
as well as to rule, and set upon the throne; and being
oppressed thou hast reason to know how hateful the
oppressor is both to God and man: If after al these
warnings and advertisements, thou dost not turn unto the
Lord with all thy heart, but forget him who remembered
thee in thy distress, and give up thyself to fallow lust and
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“Thou hast tasted of prosperity and adversity; thou knowest
‘what it is to be banished thy native country, to be over-ruled
as well as to rule, and set upon the throne; and being
oppressed thou hast reason to know how hateful the
oppressor is both to God and man: If after al these
warnings and advertisements, thou dost not turn unto the
Lord with all thy heart, but forget him who remembered
thee in thy distress, and give up thyself to fallow lust and
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Tn order to gain a clear and just idea of the design
and end of government, let us suppose a small number
of persons settled in some sequestered part of the
earth, unconnected with the rest, they will then
represent the first peopling of any country, or of the
world.' In this state of natural liberty, society will be
their first thought.* A thousand motives will excite
them thereto, the strength of one man is so unequal to
his wants, and his mind so unfitted for perpetual
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Abbreviations on maps, 272
Advance guards, 166

Advance party of advance
guard, 167, 168

Advice to riflemen, 197
Aiming rifle, 191
Alignments, 76, 150
Ammunition, 29, 150
Arm signals, 59





