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  Introduction



“I need help with marketing” is by far the most frequent message we’ve received from authors since we started Reedsy in 2014. While the growth of e-books, print on demand, and digital publishing platforms made it easier than ever to publish a (good) book, it also created a publishing landscape where visibility quickly became the main struggle for independent authors and traditional publishers alike.

The rise of Large Language Models (LLMs) and generative AI has only accelerated this trend, with several million books now published every year. Reader surveys indicate that the English-language market is still growing—but at a much slower rate than the explosion of supply.

This isn’t all doom and gloom. The vast majority of these new books sell only a handful of copies. Many are passion projects for friends and family, never receiving proper editing, design, or marketing. Others are churned out by AI “content farms,” but fail 99.9% of the time because readers quickly spot (and avoid) them.

This still leaves hundreds of thousands of professional books to compete for attention and sales on online retailers, in libraries and physical stores, in press articles, on social media and blogs, and so on. And that’s where marketing comes in. 

Whether you’re self-publishing or have a deal with a traditional publisher, the responsibility for marketing your book falls mainly on you. Marketing, just like writing or editing, is a skill, and it is one you cannot afford not to learn—that is, if you hope to have any success at selling some copies.

In the past ten years at Reedsy, we’ve helped tens of thousands of authors get their books out there. Many have grown to become full-time authors and make a living off their writing. I have personally consulted and worked hand in hand with hundreds of them, helping them build marketing plans, run online ads, grow their mailing lists, and develop new income streams from their writing. 

This book is the result of all these years of teaching and working on marketing with authors across all genres. It compiles all the information you need to get your book in front of readers—and then get those readers to buy it. 

It is also the result of a bi-weekly book marketing newsletter I’ve sent to Reedsy subscribers for the past few years, offering them exclusive information, tips, and trends—many of which I’ve included in this book. The newsletter has grown hugely in popularity over the years and now has more than 800,000 readers every week. If you’re not signed up for it, you can do so here.1 Of course, these newsletters have all been reworked, updated, and edited to turn this book into more than a simple collection of marketing articles. 

Who is this book for?

This book is for anyone who has published or plans to publish a book and wants that book to reach as many readers as possible. That said, the authors who’ll find it most useful are those who want to sell more than a few copies and are looking to make a proper living off their writing.

If you’re not particularly interested in sales or in building a career as a full-time author, then you won’t find much use here. That said, if you picked up this book and committed to reading it, I’m pretty sure you do care about sales and readers! 

You won’t need any previous marketing background to navigate these chapters, because I define each concept in depth and give specific examples. Of course, it’s impossible to cover everything about book marketing in one book, so in several chapters I point to additional resources where you can learn more about a particular channel.

What will you learn?

There are hundreds of different tactics and strategies you can try to let readers know about your book and get them to buy it. Knowing them all is nice, but it won’t do much for you. Instead, you need to find which ones will work for you.

So rather than take you through everything you could do to market your titles, this book guides you through a step-by-step framework to find the strategies that work for you and your book, and start marketing more efficiently.


	Parts I and II focus on this framework, as well as on the mindset you need to adopt to make a living as an author. A lot of this advice isn’t purely marketing-related and instead touches on writing craft—but that’s because marketing starts well before you even write a book.

	Parts III, IV, and V touch on your book’s appearance on online retailers (think Amazon, Apple Books, etc.). There’s no point in figuring out strategies to bring readers to these retailer pages until they’re well-optimized.

	Part VI covers the main marketing element you’ll use to connect with your readers: a mailing list. 

	Parts VII and VIII dive into the two main marketing channels you can test to get readers to find your book: price promotions and advertising.

	Finally, Part IX looks at additional marketing opportunities beyond the book: box sets, audio, translations, and so on.




Without further ado, let’s get started!







  About this 2025 edition



As you can imagine, the world of book marketing changes rapidly, which is why I regularly update this book to keep the information as fresh, accurate, and relevant as possible. But the explosion of generative AI in the past few years is not just another change—it’s a revolution.

As an author, you’re now competing in a world where:


	
The volume of books has skyrocketed. AI tools can generate a rough manuscript in hours. That doesn’t mean these books are good—most aren’t—but they add noise to the marketplace.

	
AI capabilities are improving monthly. Marketing copy, keyword research, ad targeting, and even rudimentary cover concepts can now be done with tools once reserved for large marketing agencies.

	
The industry conversation has become polarized. Some authors have embraced AI as a writing co-pilot. Others have sworn off it entirely, citing threats to originality, job displacement, climate change, or erosion of reader trust.




AI poses as many threats as it creates new opportunities. How you decide to engage with it should depend entirely on you and what you are comfortable with.

To use AI or not to use AI?

The publishing world’s reaction to generative AI has been… intense, to say the least. And for good reason: most of today’s most popular AI models have been trained on outright pirated works. This is not only an ethical problem—it’s also a legal one, which is the subject of several class-action lawsuits.

As a result, certain publishers now require authors to disclose any AI involvement—even if it was just using a chatbot to brainstorm a title.

More concerning, a handful of authors have been publicly shamed online for using AI in their work, regardless of context or extent.

In some extreme cases, books have been pulled and authors dropped by publishers without clear investigation—the equivalent of an AI witch hunt.

I’m not here to tell you which side of this debate you should be on—or that you should pick a side in the first place. My aim, instead, is to show you how you can use these tools in your day-to-day marketing activities while being mindful of the reactions you could get from readers. You can then decide what you may be comfortably using, and what you may not.

For example, an author may be okay using AI to copy edit and fact-check their newsletters, but not writing them from scratch. Others may be fine with AI suggesting ad copy for their Meta ads, but not generating the ad images. Others again may hate the idea of AI generating any content for them, but be okay using it to analyze their ad results (or sales reports).

Throughout this edition, I’ve included specific tips on how to use the latest AI capabilities to enhance your marketing efforts, along with concrete examples and prompts that you can immediately play with.

Which ones you ultimately want to test, however, is your decision. Believe me, even if you want nothing to do with AI at all, you will still find incredible value in this book.






I

Mindset and marketing fundamentals


You can try hundreds of different things to market your book. Where most authors fail is not at finding marketing ideas, but at properly testing and implementing them. This first section is all about giving you a proper framework to approach book marketing in a systematic way. And that starts by shifting your perspective from that of the author … to that of the reader.
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Marketing has become somewhat of a scary word in the world of publishing. The thinking goes that authors are creatives, and as such they’re naturally terrible at being salespeople. Almost every day I get an e-mail or request from an author asking if I’d be interested in taking over their marketing, because they just want to focus on writing the next book.

This is the first hurdle many authors have to overcome. Marketing is a different skill, yes. It takes time and dedication, sure. But it’s not something you should be afraid of—or at least not for the wrong reasons. Because marketing a book is not about “going out there and finding readers.” That is just as spammy and ineffective as it sounds. And it’s not how books are sold.

Think about the last book you read: why did you buy it in the first place? Is it because the author somehow tracked you down, cold-called or cold-e-mailed you, or messaged you on social media saying, “Hey you, buy my book!”? Probably not, right? Instead, a friend may have recommended it to you, or you might have come across it while browsing virtual or physical bookshelves, or you may have heard about it on BookTok. 

Here’s the thing: authors don’t find readers; readers find books. That’s a simple change in perspective, but a critical one for effectively marketing your books. Marketing is not about selling your book to readers. It’s about getting readers to find it. Once you shift your perspective to the reader, you start thinking about the number-one question in book marketing: “How will readers find my book?”

Now, this is a complicated question with many answers. If you write genre fiction, it’s possible that readers will find you through:


	Browsing or searching Amazon, or through an Amazon recommendation e-mail

	A newsletter from one of your author friends recommending your book

	An existing reader sharing your book on Goodreads, TikTok, or other

	A popular review site

	Etc.




If you write nonfiction, they might find your book through:


	An online search (on Google, Amazon ChatGPT, Perplexity, etc.)

	An influencer posting about your book

	A podcast

	Your guest post on a major blog

	Etc.




Thinking about where readers find books like yours is the first step toward marketing them. And since I’m confident that you are a reader of the kind of books you write, you should be ideally placed to know where readers tend to find them.

The next step is simple: making sure your books show up in those places. The next few chapters will show you how to achieve that, but in the meantime I want you to take a moment to think about five to ten likely ways readers discover books in your genre. I bet this thought experiment will give you some novel ideas (pun intended) to market your book.
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If you start looking for book marketing advice, you’ll end up finding heaps of blog posts and videos with titles like “10 things you can try,” “50 proven tactics to boost sales,” and so on.

These are not necessarily bad posts—heck, we’ve published one on the Reedsy blog2 that’s full of relevant advice. But the problem is that these posts generally induce writers to try all of these things at once, which inevitably leads to the same result: none end up working.

What very few of these posts discuss are the fundamentals of marketing a book.

Let’s say you’re trying to sell a house. You can hire the best realtor, repaint the walls, add stylish décor touches, and offer cookies to potential buyers. But if you have shoddy walls, termites, water damage, or are asking for a price two times the market rate … no one’s going to buy it.

The same goes for your book. If you write a book that readers don’t want to read, dress it up with the wrong cover, or price the e-book at fifteen dollars, you’ll struggle to sell even one copy, no matter how good your advertising skills are.

There are four marketing fundamentals you simply can’t do without, and that’s what this chapter is all about. I won’t go too in depth into any of them, since most have a dedicated section in this book, but it’s important to start by outlining them.

Book marketing fundamental 1: Thou shalt know your target market

Before you even start writing your book, you should make sure you know exactly what kind of book you want to write and, more importantly, who will want to read it. The answers to these two questions will inform everything about your marketing strategies.

Take a minute to browse Amazon as a reader. What books are selling best in the genres you’re interested in? What do they have in common, not just in content, but in their covers, titles, and book descriptions—and what do they avoid? Is there a niche genre that interests you, that would allow you to gain greater visibility than if you were to compete against the biggest best sellers?

And if you’re writing nonfiction, make sure to get a sense of not only the titles you’ll be competing with, but also the content they’re providing. What are their opinions, and how much detail do they go into? How are the books generally organized—are they workbooks, self-help guides, or in-depth analyses? Are they aimed at a specific trade audience, or at the general market? Write down all your observations so you can refer back to them later.

Once you have a sense of what you’d like to write about, it’s time to focus on who reads those genres. Consider the demographics of the target market’s average reader: what kind of income level do they have, how quickly do they read books, and what are some of their other common interests?

By doing this, you’re starting to construct what’s called a “reader avatar”—a stand-in personality that you can refer to when making all your future marketing decisions. Then, whenever you decide to try something new, consider the best way to reach that person. After all, the best marketing strategy is specific; trying to market to everyone will mean that you’ll reach no one.

Book marketing fundamental 2: Thou shalt have the right product for your target

Now that you know what your target readers look like, you’ll need to deliver a quality product that matches—or, better yet, exceeds—their expectations. And when it comes to marketing a book, the first step is, of course, writing a book that speaks to your audience.

Remember that market research you just did? It’s time to put it to work. Every genre and category, whether fiction or nonfiction, has its own rules about what sells best and what readers prefer. Look back at your research notes and ask yourself if you’ve matched the best sellers in your field when it comes to:


	Tone and overall style

	Structure and story arcs

	Character types

	Popular tropes

	Type and density of information




If anything is lacking, now’s the time to shore it up! And if you’re ever unsure whether your work is on target, don’t worry—this is what Part II of this book is all about.

Book marketing fundamental 3: Thou shalt learn the secrets of Amazon

Amazon is a kingpin in the publishing world. Even if you decide to “sell wide” and build your presence across multiple retailers, you’ll likely still be making most of your sales through Amazon. So you really can’t afford to ignore how it works, and specifically how readers find books on Amazon.

Learn how to leverage its algorithms and climb the ranks to the right level of visibility, and Amazon will even take over part of your marketing efforts for you (for free!) by automatically suggesting your books to other readers in your genre.

Sounds too good to be true? It’s not, and you’ll discover why in Parts III and IV. And since Amazon is not the only retailer out there, you’ll also find an in-depth analysis of Apple Books, Google Play, and Kobo in Part V.

Book marketing fundamental 4: Thou shalt establish your web presence

1. An author website

If readers really enjoy your book, they’ll want to find out more about you. If they google your name, your website better show up at the top of the search results. How you build your website depends entirely on what you want readers to do once they’ve found it. Do you want them to sign up for your newsletter? Place that sign-up link front and center, add an incentive, and even install exit pop-ups. Do you want them to buy your other books? Make sure the covers are clearly visible, with buttons to buy them on every bookstore where they’re available.

If you don’t have a website already, I have a simple recommendation: hire a professional website developer with previous experience building websites for authors. You’ll find a bunch of them on Reedsy, all vetted by our team, who’ll be able to deliver a perfect website.

“What’s an alternative for those of us who don’t have the budget for that?” Well, you can learn how to do it yourself (with the help of your favorite AI assistant). That said, the time you’ll spend on this task will likely make you regret your decision. More importantly, it’s time better spent building …

2. A mailing list

I truly cannot stress enough the importance of a mailing list. A mailing list is the number-one way to grow and reach your fan base—yes, even in today’s social-media-saturated world—and neglecting to learn how to use it effectively will only lose you sales. Be sure to set up and nurture your list right from the start. And if you’re ever unsure how best to go about that, don’t worry; Part VI of this book covers mailing lists in depth.

Speaking of social media, while these platforms can be incredibly powerful for many authors, I don’t consider them a must-have. You can sell a lot of books even if you’re not active on TikTok, Facebook, Instagram, or X. 

And while you could technically build your fan base on a social medium (e.g., a Facebook group) rather than through your mailing list, you don’t control social media. Sites and apps can change the rules without notice and cut you off from your audience, as Facebook did many few years ago by culling the reach of Pages. That’s the kind of thing that won’t happen with a mailing list where you set the rules.




These are the four fundamentals you should always keep in mind before you do any other marketing. You’ll notice that none of them will magically bring readers to discover your books. For that, you’ll need to use marketing tactics—or channels—like advertising or price promotions.
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One of the first (and only) books I read about startup marketing, with a view to applying its advice to growing Reedsy, was Traction: How Any Startup Can Achieve Explosive Customer Growth.3

Published in 2014, it’s a fairly old book now, and I wouldn’t necessarily recommend it anymore to startup founders. However, one of its central marketing principles remains crucial to anyone trying to market anything—and yes, that includes you and your book. In fact, I interviewed one of the authors of Traction a few years ago, who said as much.4

See, the core idea of the book is that there are hundreds of different ways, or “channels,” to market a product or grow a company. The secret of success is not to do all of them, or even as many as possible. Instead, it’s to find the one or two channels that work for your company and focus all your energy and resources on just those.

I find that this concept translates particularly well to book marketing. In the book realm, these “channels” can be Meta ads, Amazon ads, BookBub ads, TikTok, price promotions, e-mail marketing, group promos, newsletter swaps, Amazon SEO, Goodreads promos, guest posting, events, social media, and more.

When you’re starting out, you may be tempted to try all those things, because you’ve read about them before. But the inevitable result is that you spread yourself too thin and don’t get any results from any of them.

Finding the sweet spot

Take me, for example. I love helping authors market their books, and I’ve run Meta, Amazon, and BookBub ads; built mailing lists; used reader magnets; organized price promotions; and done everything else under the sun.

So I’ve done all those things, but I know I’m a lot better at some of them than others. When it comes to advertising, for instance, I know I’m much stronger at working with Meta or Amazon ads than with BookBub ads. 

Other authors may be better at BookBub ads, but hate Amazon ads. And others still may hate ads altogether, but have cracked the secret of the TikTok algorithms.

We all have different sensibilities to different marketing channels—that’s just how we are. 

But how we are is just one part of the equation. The other part is how our readers are. You might be a pro at BookBub ads, but if your book is on a niche nonfiction topic, BookBub’s audience for that topic will be pretty limited—and running ads there won’t be effective for long.

While some channels will work for almost any genre (e.g., Amazon ads), many others will only be suited to some genres or niches.

So how do you find that sweet spot? How do you find a channel you’re good at and that resonates with your readers?

Well, you test. But the thing is …

You can’t test everything at once

The other core principle of Traction intersects with one of the main mistakes I see authors making when it’s time to market their books: they’re trying way too many things at the same time.

It’s natural, after all: if you don’t know what’s going to work, you might as well try ten different things at once to find the one or two that will work.

But the problem is that you’ll never manage to get a channel to work if you’re not focusing all of your energy on it. 

Let’s take an example. You just published your book, but it’s not selling after one week. So you panic (naturally) and perhaps start asking ChatGPT for “book marketing ideas.” That’s when you find all of these things you “should be doing” but aren’t. So you could:


	Change your Amazon keywords

	Start a mailing list

	Start boosting your posts on Facebook

	Start an Amazon ads campaign with a few obvious keywords

	Book a bunch of price promotion sites

	Create a “reader group” on Facebook

	Start tweeting five times a day

	Reach out to fifty book bloggers in your genre

	Etc.




And you know what? None of these channels is going to work, because you’re going to execute all of them badly. Even if one actually works and boosts your sales, you won’t know which channel was responsible for it!

All the channels I’ve listed above take time to learn and master. Until you’ve put in that time, you won’t be able to test them properly.

So whenever you’re feeling overwhelmed by marketing (or whenever your to-do list gets out of hand), take a breather and reevaluate: “Do I really need to do all of this?”

Pick only two things, and spend a month focusing on them. Take courses (you’ll find tons of free ones on Reedsy Learning), ask colleagues, read blog posts, and then put in the time to properly test each channel. That’s the only way you’ll find that sweet spot—or, in other words, that golden channel that will change your marketing forever.

“That’s great, but how do I know which channels I should start testing?” Most of the time, you’ll have a hunch already, either based on what you like doing, or what you know has worked for other authors out there. But if you don’t—or if you want some validation that your hunch is right—this is where AI can help you. By giving a generative AI tool (like ChatGPT) as much detail as possible about your book, audience, goals, and budget, you can get a short, prioritized list of 1–2 channels worth testing first.

The key is the quality of input: the more context you provide, the better the recommendations. Here’s a prompt template you can adapt:

You are an experienced book marketing consultant.
I am an author looking to market my book and want you to recommend the top 1–2 marketing channels I should focus on testing first.
Base your answer only on the information I provide, and explain why these channels are a good fit for my situation.
Here is my book information:
- Genre:
- Subgenre / niche:
- Fiction or nonfiction:
- Standalone or part of a series:
- Similar authors or titles:
- Target audience (age, interests, reading habits):
- My marketing goal for the next 3–6 months:
- My approximate monthly marketing budget:
- My current audience size (e-mail list, social media followers, etc.):
- My strengths and preferences (e.g., writing blog posts, speaking on podcasts, creating visuals):
- My weaknesses or constraints (e.g., no time for live events, hate video):
- Any channels I've already tried and the results:
Please recommend 1–2 channels to focus on and explain why these channels fit my goals, genre, and resources, and what first steps I should take to test them effectively.


💡 Pro tip: Run the same prompt with different wording, or in different AI tools (ChatGPT, Claude, Gemini), to compare recommendations. Look for channels that show up consistently—they’re the ones worth serious consideration.
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Back in 2020, just before the COVID-19 situation exploded, I attended the first “Self Publishing Show Live” event put together by the Self Publishing Formula team in London. A lot of great authors attended and presented, but the talk that impacted me the most was given by thriller writer L. J. Ross, arguably one of the UK’s most successful indie authors of all time.

She started self-publishing early on, back when there was less competition (and different rules). But that was also a time when resources like Reedsy or Learn Self Publishing didn’t exist, meaning that indie authors were very much left on their own to figure things out. 

During her talk she shared one piece of advice about the importance of the “silent majority” that really resonated with me. In her words, more or less: “As an author, you tend to always hear from the outliers: those who really love or hate your book. But what you want is for the silent majority to spread word of mouth.”

Let’s think about this in terms of reviews. Out of one hundred readers who buy and read your book, how many will leave a review? At best, five or ten. And the truth is no matter how glowing or critical the opinions in those reviews are, they’re going to be less important than the opinion of the silent majority: all the readers who won’t e-mail you or leave a review. 

If sixty out of these ninety silent readers enjoyed your book enough to recommend it to two to three friends each, your book will automatically sell another 120 to 180 copies—without you having to lift a finger. 

And if 60 percent of these new readers each tell two friends about your book, that’s even more copies sold. And if … well, you get the gist. In a nutshell, the same logic that applies to the coronavirus applies to word of mouth: it makes a book go viral. 

But here’s the problem with word of mouth: you can’t control it, and you have no way of forecasting it. This is because the readers who’ll spread it the most are the silent majority: they won’t tell you how much they enjoyed the book—they’ll only tell their friends.

Giving the initial push

“Great, so you’re telling me about a marketing thing I can’t control?”

Yes and no. There are things you can do to encourage word of mouth. The first is obvious: write a great book. 

That’s easier said than done, of course, and it can mean many things depending on who your target audience is. But essentially you need to write a book that will grab the average reader (in other words, the silent majority) so much that they won’t be able to shut up about it for a week. We’ve all read books like that. We know the feeling. That’s what you should try to elicit in the reader. Or in the words of another self-publishing pioneer, J. A. Konrath, “Don’t write shit.” 

“So I just have to write a really, really amazing book and I won’t have to market it?”

Unfortunately, no. Certainly not anymore. Even if your book is worthy of word of mouth, you still have to find the first one hundred readers (and usually many more) to start carrying it in the first place. 

Karen Inglis, an international bestselling children’s book author and another panelist at the conference, shared a great illustration of this concept. Her main book only took off when she started running Amazon ads to advertise it. But she found out that the ads she ran, though they gave her a positive return on investment, were responsible for only 25 percent of the sales she started generating. 

In other words, for every reader who purchased a book as a result of her ads, three more ended up buying it through … you guessed it, word of mouth. 

So that’s all you need: a really, really, really great book and a little push to get the ball rolling. Again, easier said than done, especially considering that both factors in this equation (the great book and the push) each require getting a huge number of subfactors right.

But overall, this is a good framework you can use to divide your marketing efforts:


	On one hand, efforts focused on making the book(s) as sellable and recommendable as possible

	On the other hand, efforts focused on giving the book(s) the initial push they’ll need to start selling




Because that push will get you nowhere unless you’ve got a perfect product, the next two parts in this book will focus on the first bit: creating a sellable and recommendable book (or series of books).






II

Writing to market


Marketing doesn’t start when your book is finished. It starts before you even outline it. The first step toward creating a best-selling book is knowing exactly for whom the book is intended—in other words, knowing your market and writing to market.

Now, that’s a controversial opinion: you might think that art should never be restrained by marketing considerations. And that’s fine, as long as you don’t care about selling such art. If you do, keep reading.







  
  5

  
  
  Finding Your Niche

  
  




One thing I quickly figured out while attending conferences and meeting successful indie authors is that a vast majority of them share a similar approach to writing and publishing. 

At the end of the day, we can talk all we want about advertising, mailing lists, price promotions, and reviews … but if you don’t have the right product and mindset, you’ll have little chance of making a living as an author.

So what do all successful authors I know have in common?


	They have found their place in the market (i.e., a profitable niche to write in).

	They know the niche well enough to write in it and build a sizable catalog of books in that market (i.e., they know how to write and publish fast).

	They build bridges, or arcs, between their books and organize them in series or universes.




These three key aspects are the focus of the next few chapters.

Write what you know, or write to market?

If there’s one thing writers love to do, it’s give advice to other writers. From “Show, don’t tell” to “Kill your darlings,” countless (often misattributed) quotes from famous authors have become popular enough to turn into writing rules every author should abide by.

That said, when it comes to picking a book topic, you may come across two conflicting yet equally popular “rules”: “Write what you know” vs. “Write to market.”

The first one, “Write what you know,” is self-explanatory: the more familiar you are with your topic or genre of choice, the more you can anchor your writing on things you know—whether that’s your own experiences or expertise (nonfiction) or genre tropes you can memorize by heart (fiction). The wider your knowledge on the chosen topic or genre, the easier the process and the stronger your writing.

The second one, “Write to market,” focuses less on the writing process, or even on quality. It’s more concerned with the business side of things: you should write something you know fits perfectly into an existing market.

So which one do I think you should go for? Well, it depends on your goal. If you want to finally finish that first book, then you should definitely write what you know. If your aim is to sell that book and you like the idea of ultimately living off your writing, then you should write to market.

Finding your niche

First, you need to find a market, or niche, to write in. There are several ways to go about that, but the most effective one is to turn to the biggest book retailer: Amazon. 

Analyzing Amazon categories

When it comes to identifying rising trends and niches in the book industry, no one has more data than Amazon. They constantly reshuffle the Browse categories in their Kindle Store based on that data. Keeping a close eye on emerging categories can be an extremely effective way to spot growing niches before they become saturated. 

But how do you know whether a niche category is big or not? Well, you can trust your hunches. Or you can use a proper scientific method to analyze what little data Amazon makes available.

First, go to the Kindle Store best sellers page; you can find it by googling “Kindle e-book best sellers.” You’ll see a list of genres in the left sidebar—what we call the “Browse” categories—and you can click on any of them to access subcategories. Have a poke around, and select a few categories you might be interested in. 

Next, open the pages of the first five books in each of these categories and scroll down to the “Product Details” section. There, you’ll see the book’s rank within the Kindle or Books store. This rank is a reflection of how well the book sells—and therefore, the ranks of the top five books in a given category are a reflection of how competitive the category is.

For example, if you find that the top five books in category A all have ranks below one thousand on Amazon, while only the first book in category B has a rank below that number, you’ll immediately know that category A is much bigger (and more competitive) than category B. 

To further the analysis, several rank-to-sales calculators out there allow you to view the estimated daily sales of a book based on its Amazon rank. My favorite is the one from Kindlepreneur.5 By using it, you can find out, more or less, how many copies the top books in any category are selling. If the books are selling well, it means there are a lot of readers in that category and you’ve probably identified a market worth writing in.

Publisher Rocket

If you’re a heavy Amazon ads advertiser, or if you’re looking to ramp up your Amazon keyword and category analysis game, then I recommend you purchase Publisher Rocket.6 It’s an app that automates the process I describe above. For example, if you were interested in entering the cozy mystery market, you’d type “cozy” into Publisher Rocket’s “Categories” tool, and you’d get this:

[image: Image]

This tells me that the “Cozy > Animals” category on the Kindle Store is pretty big: the first book in that category sells an average 343 copies a day, and the tenth book sells eighty-five copies a day. Not bad, right?

K-lytics reports

If you’re a proper data nerd, or if you’re serious about writing to market, then you’re probably a good candidate for K-lytics,7 the most advanced Kindle Store analytics tool available to indie authors. Just a word of warning: it’s pricey, as their plans start at thirty-seven dollars per month. (In comparison, Publisher Rocket is a one-time ninety-seven-dollar purchase.)

The great thing about K-lytics is that they release monthly reports that zero in on specific markets and analyze all the niches in each of these markets. If there’s a rising trend somewhere on Amazon, they’ll spot it for you.

Of course, finding that niche is only the first step. In many regards, it’s the easiest, because the next one is actually writing the book(s). And because you’re writing to market rather than writing what you know, you’ll need to do a lot of research on that genre (i.e., a lot of reading) before you know enough to write in it.

AI-brainstorming on niches

If you’re not sure where to start your research, you can use your favorite AI assistant to help you create a shortlist of potential niches worth investigating.

The trick, as usual, is to feed it enough context so its suggestions are relevant to you. Here’s a prompt template you can use (feel free to customize it):

You are a publishing market research assistant.
I am an author looking for a profitable niche to write in.
My preferences:
- Fiction or nonfiction:
- Genres I enjoy writing in:
- Genres I don't want to write in:
- Target audience demographics (age, gender, interests):
- Comparable authors/titles I admire:
- My ideal publishing pace (e.g., 2 books/year, 6 books/year):
- Any marketing strengths I already have (e.g., social media following, ad skills):

Based on this, suggest 5–7 profitable or fast-growing book niches I could explore.
For each niche:
- Give a one-line description of the niche.
- Explain why it might be a good fit for me.
- Suggest 3 Amazon categories to check first when researching it.


💡 Pro tip: Use what the AI outputs as a starting point for your research. Take the most promising suggestions and run them through the manual category rank checks, Publisher Rocket, or K-lytics to see if they hold up.
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Once you’ve settled on the niche you want to write in, the next step is to make preparations to launch your first books in that niche. And yes, I use the plural deliberately here, but we’ll get to that in a moment. In the meantime, what you really need to do before you start writing the first book is research.

Research your niche

I know, I know—this book is supposed to focus on marketing. But the thing is that the product is one of the central elements of any marketing effort. And the success of any product is contingent on the existence of a “product-market fit.” 

In other words, once you’ve found a profitable (and ideally growing) niche, you need to write books that readers in your niche will love. And so it follows that your first step is to thoroughly research this niche. 

Read the best-selling books in your market

This may seem like obvious advice, but there’s no better way to get to know a genre than to read a bunch of successful books in that genre. That said, you shouldn’t just read them for pleasure, as an average reader would. You should read them with an analytical mind, asking questions.

For fiction, ask:


	What are the commonalities among these different books?

	What story structure do they typically follow?

	What conflicts do the characters face, and what are the stakes?

	What point(s) of view is the author using?




For nonfiction, ask:


	How is the book structured?

	Is the information conveyed through storytelling or in a more academic way?

	What is the tone of the book (inspirational, humoristic, etc.)?

	How many practical examples are present in each book?




The goal of all these questions is to help you identify the tropes of your genre—which is the first step toward incorporating them into your books.

Seek genre-specific writing advice

If you’re a fiction writer looking to break into a new genre, reading books in that genre might not be sufficient to learn how to write in that genre. In that case, seeking writing advice, or working with a book coach,8 can be a good idea. 

For example, if you’re looking to break into the paranormal romance (PNR) market and you’ve never written a sex scene or a love triangle with shapeshifters before, you might want to read a book or a few blog posts specifically about that. If you’re looking to write epic Arthurian fantasy for the first time, reading about worldbuilding techniques won’t hurt, either. And if you want to enter the cozy mystery market, then you probably want to do some reading on how to place clever clues in your story.

Make some friends along the way

All this might sound like a lot of work when you’re just researching. But this phase can amount to a lot more than research. 

If in addition to reading the best-selling books in this new niche you also review the books, join the authors’ mailing lists and reader groups, and even reach out to them, you may end up building relationships with the heavy hitters in your target genre. This can be instrumental for when you finally prepare to launch your books.

That said, don’t be that sleazy author who’s just looking to get some free writing advice or piggyback on someone else’s audience. Be a nice person and build a genuine relationship without asking for any favors. In other words, make some friends.

Build your catalog

There’s always a sort of gold-rush phase when a new niche starts becoming widely popular and attracting “neighboring genre” authors. It happened in 2018–19 with the literary role-playing game (LitRPG) genre: countless fantasy and sci-fi authors released new series aimed at breaking into this new, burgeoning market. The same happened later on, on an even greater scale, with romantasy. 

If you’ve identified a niche that looks promising, chances are you’re not the only one. In many ways, that’s a good thing—it allows you to build relationships with existing authors in that genre. But it also means you can’t just publish one book and expect it to pay for your early retirement on a tropical island. 

If you’re serious about breaking into a new genre, you’ll need more than one book. Ideally, you should plan for a series and be ready to rapid-release the first few books.

Rapid-release

Rapid-releasing is a term that started to appear in 2017–18 to describe a marketing technique growing in popularity to launch a new series. Instead of writing and releasing book one, then writing and releasing book two, etc., some authors wrote the first three or more books in a series and then rapid-released them over a short period of time (generally, every thirty days).

What is the purpose of rapid-releasing titles? It’s a way to leverage the visibility online retailers (mostly Amazon) give to new releases. We’ll delve more into rapid-releasing in the Amazon Marketing section of this book, but for now, the key takeaway is that new books on Amazon get extra visibility for a period of thirty days after launch. So what happens when you rapid-release three books thirty days apart? You benefit from that extra visibility for three straight months, which tends to make an enormous difference. There are other benefits as well: for example, readers don’t have to wait for months to get the next book—a time during which they could easily forget about you.

Of course, this strategy requires you to bank on the success of these first three books and have the patience and discipline to get all of them ready before the rapid release. It also requires you to keep up a steady publishing cadence afterwards—you can’t release the first three titles thirty days apart and then release only one book a year. This would make readers angry, and angry readers make for negative reviews.

“So I need to be able to write several books every year?” you might be wondering. In a word, yes. I’d say 90 percent of the successful indie authors I know write at least two books a year. The most successful ones probably publish more than three or four. 
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