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      In memory of my beloved Dziadzio, whose life didn’t turn out exactly the way he planned but was pretty freaking epic nonetheless

      

      Beat them at their own game

      (but do it with integrity)

    

  


  
    
      About This Book

      After writing a genre fiction series, what's next? Writing another one, that will both please existing fans and find you new readers at the same time. Zoe York has been there a dozen times. In this follow up to Romance Your Brand, the USA Today bestselling author breaks down how to pick the right marketing plan for your brand, your books, and your readers.

      

      Let's talk about:

      
        	scheduling sales

        	planning releases

        	brand re-vamping

        	audience growth

        	fandom building

        	goal setting

        	weathering low points

        	kicking off a new series
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      Zoe York is a thirteen-time USA Today bestselling author of contemporary romance, often with military heroes, and always with scorching heat between the pages. Between her two pen names (she also writes erotic romance as Ainsley Booth), she has published more than fifty books since her debut in 2013 with What Once Was Perfect. Notable hits include Prime Minister (USA Today bestseller twice, in 2016 and 2017), the SEALs of Summer anthologies (New York Times bestsellers in 2014 and 2015), and twenty books in the fan-favourite Canadian small town series, Pine Harbour and Wardham. She is a mouthy and proud member of Toronto Romance Writers.
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      The title of this book really says it all. My goal here is to help you romance your plan, a little or a lot. This is not a step-by-step How to Market A Genre Fiction Book plan, because I don’t think such a thing really exists beyond the following:

      
        	Write a Book

        	Package the Book

        	Launch the Book

        	Maintain Book Visibility Over Time (Periodically or Steadily)

        	Write Another Similar Book, and then Another

      

      The better you hit each of those points, the more success you’ll have. That’s the plan.

      Your plan is going to be some variation on that, and it is your plan that needs to be romanced. I am the first person to talk about which of the Generally Good Ideas I struggle with (another similar book? But I want to write all the things! And can’t they launch themselves?), so please know that this book is coming from a place of I get it.

      But I think, if you picked up this book, it’s because you also want to advance your career and maybe make more money.

      And in that pursuit (moving the needle for yourself), everything I talk about is going to be something you need to measure against where you were, and where you want to go.

      As you read this book, always ask yourself—does this advice apply to my plan? If not, it’s still interesting information to consider. Oh, that’s how someone else might do it. And file the suggestion away.

      If it is meant to be part of your plan, it will come back to you at the right time.

      Harder to absorb will be the beats that you definitely recognize as applying to your plan, but you have some essential pain around actually doing it. Yes this part applies to me…and I don’t like it.

      “I don’t want to do this thing that I really know will work,” is a thought I have regularly. I’m not sure we talk enough in the book world about how authors are artists and artists are mercurial creatures with complicated mental health stuff. We are! And we often suffer from anxiety and depression at a higher rate than the rest of the world.

      I don’t want to pretend I have the best plan ever. I really don’t. And the last thing I want this book to do is make anyone feel like book marketing is harder than they thought.

      So please, be extraordinarily gentle on yourself. Nobody has their shit entirely together, nobody, and the more we talk about how we’re all just doing the best we can with what we have, the better we’ll all be.

      You might also hit some ouchy points where you think, I can’t afford that.

      I have been there. I have. When I started writing, my husband was going through a very deep, dark PTSD-fuelled depression, and it affected every part of our lives, including our income. I couldn’t afford a BookBub featured deal until I was in a multi-author boxed set that did well enough to pay for that BookBub deal.

      Barter what you need to. Put off the CPC ads—there, I’ll say that up front in the foreword. Paying for ads out of pocket is a luxury, it’s optional, and most of this book is about romancing your plan without them.

      Do everything else, and your business will start to generate more money. A business that generates more money can, in time, be a business that invests in things like Facebook ads.

      Until then, you’re going to focus on being a business that is singularly focused on promoting your brand through word of mouth on social media and zero-barrier-to-entry loss leaders.

      And to do that, you’re going to figure out (with my help) what needs to go, what definitely should stay, and which parts of your plan need to get sharper.

      It occurs to me as I read this back that I’m making a lot of assumptions about who is reading this. I think you’re already published, and probably familiar with or already experienced with the indie side of genre fiction publishing. If you are not, if you grabbed this book for some other reason, I recommend pausing here and going to my YouTube videos, my blog, and my first book before continuing.

      On that bossy note, let’s get into it. We have books to promote!

      This book is divided into three sections. The first section is the think-y part, where I lay out my philosophy about publishing and how book marketing works from my indie author perspective. Each of the five chapters in Part I has homework at the end of it, building on the chapter before it.

      Part II is a reference section, breaking down individual marketing actions. Less homework, more bullet point lists. I do love a good list.

      And Part III is where we get to the actual Plan Stuff, but please don’t skip right there unless you’re a read-out-of-order type of person, because the context around the marketing steps is really what makes an effective, move-the-needle kind of plan.
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            Context First, Planning Second

          

        

      

    

    
    

  


  
    
      
        
          
            Chapter One

          

          
            A Bird’s Eye View of Book Marketing

          

        

      

    

    
      When I started publishing books, I thought book marketing was:

      
        	getting a blog tour

        	distributing advance review copies of books

        	sharing teasers from the book on social media

        	eventually getting into paid advertising (I didn’t want to do this for my first book)

        	knowing I would make my first-in-series free once I had four books in the series

        	having an email newsletter from day one

        	having a Facebook reader group from day one

      

      That’s a pretty decent seven-point plan, to be honest. All of that was based on advice from others and observing what successful authors seemed to do. (The last point is indie publishing specific, but if you replace it with a 99 cent loss leader promotion, it’s still a pretty universal list of Good Marketing Ideas.)

      But that action list is not what book marketing really is. It’s the end result of a marketing plan that really works best on a frontlist release launched with momentum. We’re going to go all the way back to the start, to a bird’s eye view of marketing, to make sure that the end result is mapped to our goals and where we are at in the publishing marketplace.

      In my first nonfiction book, Romance Your Brand, I wanted my takeaway message for writers to be, “your brand will improve if you tighten the focus of what you write.”

      In this book I hope one of the takeaway messages is, “your business plan will improve if you tighten the focus on what you are marketing, and to whom you are marketing that product.”

      Really rolls off the tongue. Let’s condense it down. “Your plan is both: what you are marketing and who you are marketing it to.”

      Once you have those two elements tight and focused, then the how to market gets infinitely easier.

      
        
        Who you are marketing to is your audience.

        What you are marketing is your product.

      

      

      That latter point—what you are marketing—is the entire focus of Romance Your Brand. So if you haven't read that I recommend going back, starting there, and making sure the product that you are currently trying to promote is in fact the right product for your brand. A gut-level check is to ask yourself, how excited are you to promote this product?

      Author enthusiasm is the single most important factor in building a successful business. If we don’t both believe in our product and think everyone should read it…how are we ever going to sustain a lasting marketing plan?

      (And I know I keep saying product instead of book. That’s deliberate, because the focus of this book is marketing, and in order to think about that clearly, it’s better to think of your books as products and not the uniquely perfect artistic creations that we both know they are. Once you set them out onto the commercial market, that is not all they are, at least.)

      But after author enthusiasm, the second most important factor in building a successful business is learning how to objectively assess your books. How to know when they’re hitting market expectations, and how to know when they’re missing (and why).

      One tool to help in that analysis is what I call A Bird’s Eye View of Book Marketing.

      
        
          [image: A bird’s eye view of book marketing: write books (plural); retain readers who like those books; write more of what they respond to; this is a brand!; identify more readers who like those kinds of books; target them with advertising and marketing]
        

      

      Once we understand the pathway from writing books to promoting them (including an objective assessment of which products to promote, and to whom), then the terms warm and cold audiences make a heck of a lot more sense.

      A warm audience is made up of the readers you retain after they have enjoyed one of your books; a cold or lukewarm audience are readers you target for reasons, who might like your books because they like similar books. More on this shortly.

      
        
          [image: Same graph as above, with retained readers highlighted as the warm audience, and targeted readers as a cold or lukewarm audience.]
        

      

      Three key takeaways from this view:

      
        	Marketing begins with market research

        	Brand only exists in the marketplace

        	Advertising works when you know who you are targeting and why

      

      Your job as your internal Marketing Director is to understand this market analysis; get that right, and tasks can be outsourced (to yourself or to others). More on this later!

      So as we move into the nitty-gritty of book marketing, let’s remember that every individual promotion effort sits in this larger connected web of actions. In the next chapter, I’m going to start with the absolute basics. It will be the first of many checklists in this book, and I will again encourage you to be soft with the items on that list. Some will be for you to implement immediately, others will take time—either to figure out the resources needed, or to wrap your head around the why of the item.

      When you have concerns, come back to this chapter. Look at the Bird’s Eye View of Marketing schematic and think, where does this fit?

      
        
        Homework: On a blank piece of paper, draw out your own bird’s eye view of marketing. (Feel free to copy my diagram exactly) This will be the template upon which you build your marketing plan.

        

      

    

  


  
    
      
        
          
            Chapter Two

          

          
            Marketing Basics

          

        

      

    

    
      It would amazing if we could write books and people just magically found them, but that's not how it works. Finding and growing a reader base is hard, steady, and sometimes slow work. In this chapter, I'm going to cover the basics of what every single author can do in order to have a foundation that will retain readers they find.

      This list includes:

      
        	email mailing list

        	website

        	social media

        	reader groups

        	ebook formatting with a mind for marketing

      

      These elements make up the foundation for capturing readers who enjoy your work. That is the single best advantage an author can have in the digital book product sphere: reader retention.

      And right off the bat, some of these foundational elements may have you bristling—as I said in the foreword, that’s okay. Be soft with these suggestions, take what is useful, and set the rest aside for a while.

      But I would encourage you, as I do myself on a regular basis, to think about why we don’t want to try something that works for others. Is it because we don’t like it as a consumer? Is it because we wish we didn’t have to do this for ourselves? Is it because it doesn’t align with our taste, our aesthetic, or our principles?

      The last one is an excellent reason to skip something. The rest…maybe a reason to consider outsourcing that part of the foundation creation or maintenance. I have a chapter, “Outsource It!” later in the book to address the big “I. Don’t. Wanna.” elements in a business plan.

      But right now, let’s go over all the elements most authors should1
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