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Disclaimer

The information and viewpoints in this book are those of Nicolette Lemmon. As the owner of a marketing agency for over 35 years, the intention of this marketing handbook is to share key marketing processes and ideas to enable authors to successfully promote and sell their book(s). 

During the writing and editing of this handbook, every attempt has been made to verify the information, examples and customer stories provided to illustrate ways to effectively create author marketing. Neither the author nor the publisher assumes any responsibility for errors, omissions, or contrary interpretations of the subject matter herein. The views expressed are based on the author’s personal experiences within the corporate world, education, and everyday life.

This book is for guiding authors in their understanding of marketing only. The views expressed are those of the author alone and should not be taken as expert instruction or commands. The reader is responsible for his or her future action. This book makes no guarantees of future success. However, by following the steps that are listed in this book, the ability to market your book(s) successfully has a much higher probability. Neither the author nor the publisher assumes any responsibility or liability on behalf of the purchaser or reader of these materials. 

ISBN: 978-0-9650880-4-6
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Introduction
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A Quick Story!
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[image: ]Why were you attracted to this workbook? Whether you aspire to be published or are already a published author, if your idea of success is selling hundreds or thousands of books with adoring readers, and watching money roll in, it boils down to understanding the business of writing. While you must write a great fiction novel or non-fiction book, after writing is a profession and a business, there is one critical element: Marketing.

Years ago, I joined a group for mystery writers and was excited to meet other members. When I sat down at a table, one man introduced himself and handed me a flyer about his book. I asked how many he had sold so far, and he answered, “about 100.” Another author introduced herself and handed me a printed bookmark that had her book cover and description on it. To others at the table, I asked how many books each had written as well as how many had been sold. 

Then, the nosy marketer side of me asked what they were doing to sell more books. For example, how many people were on their email lists. 

All looked at me like deer in headlights. 

As the owner of a marketing firm for decades, it was clear these authors as well as other aspiring authors, self-published or traditionally published authors, most often have no clue about marketing. Some writers come from backgrounds in government, education, medicine, or other careers where they were never exposed to the elements of marketing. Most believed that a publisher would market their book. 

Here are three things I learned from stepping into the writer’s world:  

First, many writers/authors are not comfortable with marketing because they do not know where to start or know little about the process and strategies. Second, if an author is traditionally published or seeking to be, they believe the publisher will do all the marketing. Third, most writers are not prepared to fund, or expect to fund, marketing and advertising to generate book sales. 

According to an article by Berrett-Koehler Publishers2, most book marketing today is done by authors, not by publishers. And according to Publishers Weekly, the average book in the United States has sold less than 200 copies per year and fewer than 1,000 copies in its lifetime.3  In addition, Amazon has made it easier than ever to upload a manuscript as an e-book. The numbers have escalated to over twelve million eBooks on Amazon4 with millions more uploaded every year. 

With millions of eBooks available in the marketplace, there is also a huge backlog of existing books to add to the mix. That means there is incredible competition for a reader’s attention. Whether traditionally or independently published, to sell books, you need to create an author brand and platform to engage readers and fans – an Author Success Plan. 

From my long career in running a marketing agency and presenting workshops in a variety of industries, I found myself helping friends in writing groups to better understand how to promote their books. 
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Description automatically generated]In recent years I have presented writers workshops and tailored my marketing expertise into quick start strategy, tools, and tips for author branding and book sales. Several authors requested a workbook, so I tailored this handbook to help authors, regardless of their backgrounds, with a step-by-step process to promote and sell more books. Having often been asked for a workbook, I pulled together this one to support the busy writer who needs a jumpstart for their marketing.  

The following pages offer an easy guide to treating writing as a business and the books are your products you create. Check out the “3 Action Steps” at the end of each chapter to help you move forward to build your book marketing. If you follow the guidance in this handbook, and complete the action steps, you will have a marketing plan that will propel sales. 

The key is to use the ideas in this handbook to work their magic for your success.
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Chapter 1
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Getting Started – Is Writing a Business or Hobby
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Choosing Your Path

[image: ]Do you consider writing a business or a hobby? If you are not clear, here is a quiz to find out: 


	Are you writing to get a fiction novel or non-fiction book published?

	Is getting your story or message read by lots of people the main goal?

	Do you want to make money from your writing?

	Do you regularly take courses, attend webinars, listen to podcasts, and read newsletters to sharpen your writing skills?

	Do you want to be traditionally published? 

	Are you looking to independently publish on Amazon or another indie platform?



If you answered “YES” to 4 or more of the above questions, you have indicated you want more from your writing than merely to have it sit on your computer.

If you are striving to get your stories or expertise into the world, you are acting more like a businessperson than a hobbyist.

It is important to determine your motivation for writing. Over the last several years, Amazon has made it easier than ever to upload a manuscript as an eBook. Therefore, the hobbyist can upload an eBook and give family and friends a place to buy it.  

If you are an author who wants to earn money by selling lots of your books, you are considering it a business. Every business requires marketing to sell its products or services, and the same applies to selling books. Marketing is a critical skillset to your writing business success.

A study suggests that of the millions of books carried in Barnes and Noble stores, less than 20% sell more than 1,000 copies. The Pareto Rule of 80/20 holds true with only 20% of the traditionally published authors selling more than 2,000 copies. Even the average indie published author makes around $1,000 per year according to The Guardian6. That’s including many authors who have multiple books and a huge list of fans. In fact, nearly a third of the indie published authors made less than $500 a year and 90% of books sold less than 100 copies.6 


The key to achieving more success is an Author Success Plan and consistent, ongoing marketing. Those best-selling authors who make six figures spend their time, talent, and treasure to achieve remarkable results. One of my writer friends has earned over half a million dollars as an indie author and she spends an hour per day on her book marketing.  

It is achievable to have success in your writing business with focus and a plan.



You, as a Business

[image: ]With many writers, the idea of crafting an amazing story is the initial focus. Once the manuscript is traditionally or indie published, writers often assume that their part is done. As mentioned in the introduction, often new authors are clueless about how to generate more sales and lack business/marketing knowledge. 

3 ACTION STEPS: 


	Make the decision if you are a hobbyist or a business owner? Which one fits your writing dream? 

	For the choice of making your writing a hobby or business, write a statement of what it will look like when you publish your book. Include how many books you want to sell, how many readers to join your email list, and a starter amount you can budget to get the book to market. Start with “When my book is published, I will feel successful when _______________________.  [Examples: From book sales/royalties, I make back all the costs of writing, publishing, and marketing. I will feel successful when my book sales reach 1,000. I will feel successful once my royalties exceed my advance and I start receiving royalty checks. I will feel successful when I earn enough money from my book sales to quit my day job.] 

	To be clear, if you want to earn money from the sale of your book(s), today’s competitive marketplace requires that you have a business focus. The starting point is to understand what you need to learn more about. On a scale of 1-10, where 1 is “little” and 10 is “proficient:” 
	What is your level of knowledge with business planning? 

	What is your level of experience with marketing? 







Notes:
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​Chapter 2
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Start by Defining Your Goals  
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The Concept of Goals  

People use goals to focus on finishing projects, achieving dreams, and keeping life on track. The most important goal as a writer is to make the time to write.  

Having the commitment with goals to working on your projects, in essence, provides the diligence to produce the best story and manuscript possible. And, setting goals helps with all projects, to get them completed using your time, talent, and treasure.

For your writing biz, as with any business, setting goals gives direction and motivation to increase the sales of your products each year. As a writer, you need to add business related goals to your writing ones, if you want to make money from book sales.

Setting and Tracking Your Goals

The key is to begin with your biggest goals for the completion of your writing projects to see how these will line up for the year. Without moving forward on your writing, you will not have anything to promote and sell. Then, break down the goals to monthly and weekly, even daily, to keep them top of mind and be realistic on what you can effectively achieve.

First, here is an example to organize your daily word count goal. This word count worksheet makes it easier to track your writing goals. 
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Here is how I set up my tracking document.  If tracking from the first of the month for a new project, put the daily word count in the first line in the yellow box.  If you are comfortable using Excel or similar program, you can create a formula to have the word count populate for the next day in the column for “# Words Beginning."  Or you can always just copy and paste the number. I also like to have additional columns for other writing that is not specific to the work in progress (WIP), yet I want to capture the time I spend writing overall. Using a color like in the yellow columns, the key is to enter the actual word count you wrote in the yellow boxes. Simple tracking helps to keep you focused.

For the month, create a formula to determine the average number of words per day by using the number of days you wrote divided into the overall word count. If computer spreadsheets are not tools you are comfortable using, you can achieve the same results with creatomg a table like the following sample worksheet. 




	Word Count Tracking

	
# Words

Beginning


	
# Words

End of Day


	
Daily

Novel

Word

Count 


	
Cumulative

Novel

Word

Count





	PROJECT TITLE:

	
	
	



	Daily Word Count Goal:

	
	



	Month: 

	
	
	
	



	Date:

	
	
	
	



	1

	0

	
	0

	0




	2

	0

	
	0

	0







While it is good practice to set and track writing goals, it is important to include all your goals when planning the year ahead. The most important benefit of the tracking form is to encourage you to meet your goals and surpass them as you see the numbers add up.

Additional things that should have goals to complete and track: 


	Editing, Research, Querying

	Book Cover Design

	Email Newsletter

	Social Media Posts

	Website Updates

	Ad Design, Placement & Schedule



Some of the items above are marketing related projects that take time in addition to your writing and book-related activities. 

Other Important Tracking - Time, Talent & Treasure

Treating your writing as a business means you must acknowledge the time, talent, and treasure at your disposal. The first item, your “time,” has a significant value because you invest time in writing your novels. Therefore, tracking reinforces that you are spending your time wisely and accomplishing the goal for each work in progress.

The second item, “talent,” refers to your education, skills, and creativity. The focus on tracking time needs to include using your talent to develop, rework, edit, and polish your manuscripts. In addition, you may be the one writing all the marketing materials, placing the ads, and tracking the results. 

Finally, the “treasure” item is the money you have available to invest in your writing business.  There are the costs of editing, hiring a book coach, creative items for your manuscript like the design of book covers and formatting e-books, as well as hiring a virtual assistant. Then, you need to add marketing costs into your budgeting.  

Implementing and tracking your writing goals ensures that you will have something to publish. Equally as important is to use the tools for tracking your time, talent, and treasure to ensure you are ready to publish and sell!

3 ACTION STEPS:


	Take a moment and write down what your writing goals per day/week. It will give you an idea of what it takes to finish your manuscript. Add them into a document, whether a table in Word, an Excel worksheet, or a handwritten list for tracking. Include all marketing, social media, advertising, or website creative projects for your marketing plan that will take your time.

	Next, list items that you may need to fund in your writing business like the editing, publishing, marketing, and other costs for a proposed budget.

	Finally, write down the goal that will give you a feeling of writing success in terms of book sales. The goal helps you to be realistic about the sales you want to achieve and the importance of your marketing plan



Notes:
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Chapter 3
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The Author Brand to Support Your Writing Dream
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What is a Personal Brand or Author Brand?

When a business creates a brand, it usually starts with a short statement or tagline that differentiates its products or services from the competition. For an author, the ability to help readers differentiate why they want to read your book(s) rather than another in the same genre, comes down to providing a quick statement or two about the uniqueness of your stories, writing style or voice. 

Here are a few questions to help you get started in developing 1-2 sentences about your brand as the foundation of your author brand: 


	What is your background (education, work, career, experience) that led you to write? 

	What is the genre or subgenre you are writing?

	Why are your stories unique?

	Who is your target reader? 



The key is to stand out in the crazy competitive marketplace, so your author brand can speak to what you do, who will enjoy your writing, and why they want to follow you.  In essence, you want a clear answer to the question, “Why would I want to read your book?”

Here is an excellent example of an author brand, taken from the first two sentences of author, Hank Phillippi Ryan’s website bio:

“HANK PHILLIPPI RYAN is the USA Today bestselling author of 14 psychological thrillers, winning the most prestigious awards in the genre: five Agathas, five Anthonys, and the coveted Mary Higgins Clark Award. She is also on-air investigative reporter for Boston’s WHDH-TV, with 37 EMMYs and dozens more journalism honors.” 7  

Obviously not all writers are Emmy-winning reporters like Ms. Ryan, yet if you write a really good nonfiction book and fiction novel, you still have career successes, education achievements, helpful skills, creativity, and more that can establish your author brand to be the foundation of your book marketing. 

With a focused author brand statement, give the prospective reader insight into you, your work and why they will enjoy reading your book(s) in a couple sentences. Plus, your author brand includes using visual elements to attract readers:


	Logo — Pick a font for your name and tagline that represents your author brand image. It needs to be simple and easy to read. The key is to be consistent across all your marketing materials to make your name easy to recognize including on your website, in social media, email marketing, digital marketing, and printed materials.

	Color Palette — The colors on your website, in social media and email marketing should match your genre. Every genre has defining color palettes, for example the colors of red/black/gray for mysteries and thrillers, pastels for romances, and primary colors for cozy mysteries. 

	Professional Photos — Always use a recent quality headshot of you on the website and in promotions. Also, use high quality graphics for your book cover, in social media, and in emails.



Author Brand Example 

Patricia Sargeant (aka Olivia Matthews, Regina Hart) has published over 20 books, using pseudonyms for different genres. On her website, https://patriciasargeant.com/, the bio provides a link to watch her 30-second author brand video (https://youtu.be/ivASYzGogfs).8 It’s titled, A Story for Your Every Mood:  

[image: Graphical user interface, website
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And, the description is, “National best-selling and award-winning author Patricia Sargeant – also writing as Olivia Matthews and Regina Hart – offers a story for readers' every mood, including cozy mystery, romantic suspense, small town romance, sports romance and contemporary romance.” Note that her description is perfect as an elevator pitch to let someone new gain an understanding of what the author writes and why.

3 ACTION STEPS: 

	Create an author brand statement. Here is a simple jumpstart template: 



As an author of [genre], my readers will [be entertained with what type of story or feel what after reading my book], and my book [name of book or series] are easily found [where? online, bookstores, libraries] and in affordable formats [as eBook, paperback, audio] and more information can be found at my [website, Facebook, Instagram, other]. Try for 30-50 words only.  




	Distill it to a tagline. Focus on something that you want to pique the interest of someone new, particularly about what you promise from your book(s). Here is a tagline by author Rachael Herron for her podcast: “Irreverent, cheeky, business-focused and always honest, you’re going to love this.” Get it down to 10-15 words that you can recall easily.

	Practice your author brand statement and tagline on friends, readers, and other writer buddies. The value of practicing both is to get used to delivering both with confidence. Once you have refined the wording to your satisfaction, you’re ready to use them when meeting new people. Make sure to include both on your website and use the tagline for your email signature. 
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Quick Checklist: Marketing Mindset for Authors

It takes a long fime to write a fiction novel or nonfiction book, so start setting yourself up for
success while you dol

First - Are you treating yourself as a business?
O You have a product (your writing) —Develop a description of your writing biz
O You want income (via seling books) — Start a simple plan and budget
O Be ready to promote your work — Take stock of your time, talent, and treasure
Second - Identify your reader target and what will attract them to your book(s)
O Who reads your genre? Describe age, gender, employment, hobbies
O Which other authors are similar to your work? Identfy “lke” reads
O Why are your stories worth reading? Define the benefit for a reader
O I published, does the back of your book description connect to that benefit?
O I aspising, write up the back cover description with that benefit
Third - Build A Success Network and Work Smart Structure
O Connect with other authors — Share email ists to promote cach ofher's work
O Be consistent with content — One picce can be repurposed in email, social media, and
website
O Stay visible — Choose monthly and weekly marketing touches. These can be scheduled
emails, social media posts, advertising, conferences, and other ways to “touch” your target
reader
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