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Do nothing out of selfish ambition or vain
conceit; but in humility consider others better than yourself!

 


 


 



Prologue

​


This is a prologue.

Yes, we know; most people see the word,
Prologue, and flip past it to get to the real book, thinking that
the prologue is an archaic and boring addition to the beginning of
a book and about as useful as lips on a chicken; and after all, who
wants to kiss a chicken?

But, trust us; there is a reason for this
prologue. We mean, honestly, every great book begins with a
prologue and who are we to challenge the system?

"Indeed," you ask, "just who are you to be
writing a book on shameless self promotion... much less one with a
prologue?"

Ah, a challenge. You want to know our
credentials? Very astute question. Let's see if our answer is
equally astute.

Our Credentials

The three authors of this book have a
combined 55 years - yes, we are that old - of professional
experience working in various segments of the Christian and general
market entertainment industries.

 


Mike and Paula K. Parker

Since 1995, the husband and wife writing team
of Mike and Paula K. Parker, have interviewed hundreds, nay,
thousands, of people from all walks of life - from superstar actors
like Orlando Bloom, Pierce Brosnan, Harry Connick, Jr., Danny
DeVito, Colin Firth, Morgan Freeman, Laura Linney, James Marsden,
Emma Thompson, Rachel Weiss and Michael York; to Oscar winning
directors like Jerry Bruckheimer, Peter Jackson, and Sir Ridley
Scott. They’ve talked to Grammy Award winning recording artists
like Jars of Clay, LL Cool J, Steven Curtis Chapman, and Michael W.
Smith; guitar legends like Phil Keaggy and Gordon Kennedy;
sensitive singer/songwriter-types like Margaret Becker, Annie
Herring, and Andrew Peterson; world-class composers like Howard
Shore (Lord of the Rings Trilogy) and Harry Gregson-Williams
(Kingdom of Heaven, The Chronicles of Narnia: The Lion, The Witch
and the Wardrobe); and best-selling authors like Douglas Gresham,
Frank Peretti, Nicholas Sparks, and GP Taylor. [We could go on and
on, but that would just be pretentious.]

They’ve also interviewed experts in countless
career fields and endeavors, from runway models to Olympic
athletes, cave explorers to infertility specialists; from
theologians to shoe salesmen; from homemakers and educators to
politicians and public health officials. Their works, collectively
and individually, have been published in dozens of national
periodicals and prominent online websites. Their books include both
fiction and non-fiction and their stage plays have been performed
by theatrical companies across the United States.

 


Torry Martin

Torry Martin is an award-winning actor,
screenwriter, comedian and author. In addition to penning humor
columns for a variety of national print and online publications
including Cloud Ten Pictures, On Course Magazine, Enrichment
Journal, Front Yard Worship and Clubhouse Magazine, Martin is the
author of seven comedy sketchbooks published by Lillenas Drama
Publishers. Torry’s unique sense of humor caught the attention of
the producers of the popular children’s radio series, Adventures in
Odyssey, who enlisted him to lend his writing skills to the show.
Martin went one step further, creating the delightful recurring
character of Wooton Bassett, based loosely on himself.

An accomplished actor, Torry starred in the
national touring company of Columbia Artist’s musical comedy,
“Around the World in Eighty Days.” He has appeared on The Learning
Channel and the Fine Living Network; won top honors as both writer
and actor in the Nashville 48 Hour Film Project; and has twice been
named Grand Prize Winner for both Acting and Writing by the Gospel
Music Association. A storyteller at heart, Torry has graced the
stages of hundreds of secular and sacred venues across the country,
sharing a brand of comedy described by author Paul McCusker as,
“Garrison Keillor with a spiritual perspective."

Torry has developed a unique approach to
networking that eschews the common idea of ‘what can you do for
me,’ and turns it around with a ‘how can I help you?’ attitude. As
Rene Gutteridge, popular screenwriter and author of 16 novels said,
“When you meet Torry Martin, you suddenly have 300 new
friends.”

 


Combined…

We’ve had the privilege to work with some of
the top editors, influential writers, publicists, copy editors, and
PR experts in the industry, many of whom we count as friends.

One thing we’ve learned - everybody has a
story. Another thing we’ve learned - not everyone knows how to tell
their story well. It pains us to see people without the tools to
promote their message or product, or watch them stumble through an
interview, little realizing how they appear to their audience or
how it affects the article that will be written about them.

Creative people are often right-brain
dominant; but while the right-brain opens the door, it’s usually
the left-brain that does the business. That is why we wrote this
book. Shameless Self Promotion and Networking for Christian
Creatives is designed to help equip you, whether you are an
individual or an organization, with the tools you need for
successful self-promotion, using tried and proven methods and
without the need to sell your soul in the process.

 


Who would benefit by this book?

Actors

Artists

Authors

Church leaders

Event organizers

Filmmakers

Musicians

Photographers

Painters

Sculptors

Speakers

...and just about anybody else with a story
to tell; which is just about everybody else.

It is not our intent to limit the people who
fit into this group. If you have a unique talent that doesn’t fit
this list, but still needs promotion, this book is for you. Perhaps
you are not in “The Christian Entertainment Industry.” Perhaps you
are an ordinary person caught up in extraordinary circumstances.
Perhaps you are an expert in your field. Perhaps you are a church,
school, or business that has need for publicity for an event. For
whatever reason, you have a story to tell and you’ve been given the
platform to tell it. It is your obligation to tell it well. This
book will help you do that.

 


Indie and Signed

If you are an independent artist, you already
know that the burden of promotion rests upon your shoulders. If
you’re a signed artist/author/actor, chances are the promotions
ball is still in your court. The old days of, “I signed a contract
and all I have to do is sit back and let the royalties roll in,”
are gone. In fact, we doubt they ever existed. Today, even signed
artists with an established track record must be heavily involved
in promoting their own work if they want to continue to succeed.
Just ask NY Times best-selling author, GP Taylor.

In 2004, while still a vicar with the Church
of England – he has since retired – he sold his motorcycle to raise
the money to self-publish his first novel, the Young Adult
supernatural thriller, Shadowmancer. Acting as his own publicist,
Taylor gathered a list of media outlets and began contacting them
with press releases he wrote himself. Shadowmancer was an instant
smash hit. Taylor was later approached by one of the UK's largest
publishing houses, leading to multi-book contracts, movie rights
and international notoriety. Shadowmancer went on to become a New
York Times best-selling novel.

Taylor has since written nine more novels
utilizing the services of traditional publishing houses. Although
these companies either have their own publicity departments, or
outsource publicity to independent firms, Taylor has never stopped
shamelessly self promoting his books.

“Who knows a book better - or wants to see it
succeed more - than the author?” Taylor asks. “I continue to add to
my list of media outlets and regularly send out press releases with
news that relate to my books or their message.”

 


What You Will Find in This Book

Shameless Self Promotion and Networking for
Christian Creatives is divided into six chapters.

In Chapter One, we look at you and what you
are trying to promote - whether it is a book, a CD, an upcoming
concert tour, an event at your church, or your own personal
ministry.

Chapter Two discusses your press kit and
tells you, in the words of Bob Seeger, "What to leave, what to
leave out." A fresh press kit is a good press kit. We'll tell you
how to keep it fresh.

Chapter Three covers publicity and how to
promote yourself, your project and your message without selling
your soul for 15 minutes of fame.

Chapter Four deals with that gut-wrenching,
nail-biting, break-out-in-hives-and-cold-sweats event known as The
Interview. [It can be intimidating, but you can do it; we know you
can.] This section includes helpful hints for pre-interview
preparation, the interview, and the post-interview follow-up and
evaluation.

Chapter Five explains how to effectively
brand and market yourself and your products.

Chapter Six looks at networking from a
Christian perspective.

In each section, we will include anecdotal
examples of good shameless self promotion, and maybe some
cringe-worthy examples of shameful self-promotion to avoid.

 


I Think I Can, I Think I Can

Now that you know what this book is about,
you might wonder, Can I do this? Do I have what it takes to promote
my book/CD/film/show/myself?

Yes, you can - and yes, you do!

Paula, Mike and Torry all began as
independent artists. We all learned - through trial and error and
with lots of advice from industry experts - what worked and what
didn’t.

“I started off on 80 acres in Bear Valley,
Alaska,” Torry notes. “Not exactly the Entertainment Capital of the
World. But, people invested in me and I want to turn around and do
the same for other people who are living in their own little cabin,
wherever they are, to help them get their message heard. If someone
from the mountains of Alaska can do this, anybody can.”

This book will help you write your own
success story, rather than waiting for someone else to write it for
you.

 


Butcher, Baker, Candlestick Maker

Since this book is written for creative
people in all fields, it would be awkward – not to mention
time-consuming – to list all the different artistic fields each
time we referred to a person or project. Throughout the book, we
will use the different artistic titles – author, actor, singer,
painter, etc. – and the different creative fields/projects – books,
CDs, concerts, portraits, etc. – interchangeably. It is not our
intention to favor one over the other. If something speaks uniquely
to a specific person, project, skill or artistic endeavor we will
mention it. Otherwise, figure it all applies to you.

 


It’s a Team Effort

If you have a signed contract with an
entertainment-oriented company, such as a record label or book
publisher, then you have a team who has a stake in helping you
promote your work. Depending upon the details of your particular
situation, that team might include:

A Manager

A Booking Agent

A Publicist

An A&R Executive

A Publisher

An Editor

A Graphic Designer

A Marketing Team

A Host of Other Professionals

...and of course, never underestimate the
power of a pushy stage mother.

These people have the experience and
expertise to promote you and your book/CD/film to the appropriate
journalists and media outlets. If you are smart – and since you are
reading this book we assume that you are smart – you will rely on
these people for advice and direction for your career. Touch base
with them on a regular basis. If something you consider newsworthy
happens in your life – you just got married, you just had a new
baby, your last movie won an Academy Award for Best Picture – tell
your publicist. If you spoke to a group of students about your new
book, let your publicist know. If you waded through three feet of
snow to rescue a puppy, your marketing team can use that
information. We could go on ad nauseum, but you get our drift.

If you are an indie artist, you need to
gather your own team of people. We don’t mean your parents or
spouse or your BFFs, unless they have experience within the
industry [See pushy stage mother above]. We mean people who
understand the industry and will be honest with you about your
project as well as other areas of your career, including the
different parts of your press kit and promoting yourself.

They need to be believers who support you and
understand your heart and the Lord’s calling on your life. Your
team could be as official as an honest to goodness board of
directors, but it could also be an informal group of people who are
committed to praying for you while at the same time offering sound
advice. Regardless of how they are organized, you need to be
committed to listen to them, even if you don’t like what they have
to say.

 


He, She, We

This book contains the collaborative efforts
of three unique individuals, plus input from dozens of industry
experts from a broad range of backgrounds. Some of the situations
mentioned in these pages are things all of us have experienced.
Others are unique to only one of us. To keep it simple for you, the
reader [and for us, the writers], we will use third person plural
pronouns [we, us, our] throughout most of the book. For sections
that are unique to one or two of the writers, we will specify the
author(s) by name.

Some of the information in this book was
supplied by fellow creative people within the industry. They are
all people we know personally and trust. To these, we tip our
collective hat and say, “Thanks.” We owe you a backscratch and, as
successful networkers, we promise to repay.

 


 


 



Chapter One

​
Introductions

 


At some point in time, you’ve probably been
taught, or at least exposed to, the social skills involved with
making proper introductions.

A proper introduction will go beyond simply
sharing names. It will include enough information to help both
parties feel more comfortable in each other's company.

“Betty, I’d like you to meet Wilma
Flintstone; she’s new to Bedrock. Wilma, this is Betty Rubble; she
and her husband live next door to you. Betty, Wilma is married to
Fred, who is a member of the Water Buffalo Lodge. Wilma, Betty’s
husband Barney is also a member of the Water Buffalo
Lodge.”

Beyond providing their names, you have shared
information that these two ladies have in common. They now have a
starting point to get to know each other better. When it comes down
to basics, promotion is about introductions. For the artist, this
means letting your audience know:

Who you are.

What your product is.

When your product is coming out.

Where you are going.

Why you are going there.

Who you are doing this for.

Why they should care.

Before you can tell other people who you are,
however, it’s important that you know who you are, if for no other
reason than to know how you want to be introduced. As the
caterpillar in Alice in Wonderland so succinctly inquired, "Who Are
You?"

 


What’s the point?

When Mike conducts an interview, one of his
favorite opening questions to new artists is, “What’s the
point?”

The point that Mike refers to is, ‘Why am I
conducting this interview with you? Who are you? Why do you do what
you do, and why should I care?' What he means is, 'Do you have a
mission statement? Do you have a ministry, a goal, a passion? Have
you had an unusual experience that people other than your mother
would find interesting? Can you express it in such a way that makes
me excited about it? What’s the point?'

A few years ago, Mike and Paula interviewed
an up-and-coming young band that had just charted their first hit
in the Christian market. They were fresh, exuberant, talented, and
eager. They had great personalities. And we had a rotten
interview.

They missed the point.

“Why are you doing what you are doing?” we
asked. “Why Christian music rather than pursuing a general market
deal? What is your purpose? What’s the point?”

They responded with looks and a shrugged, “We
just want to be available to do whatever God wants us to do.”

It was a nice, safe answer. It sounded like a
sincere answer. We believed it was a sincere answer. But it didn't
give us anything to write about. After all, as believers we all
want to be available to do whatever God wants us to do. Just
exactly what did, ‘Whatever God wants us to do,’ mean to them?

“So,” we replied, “what if your next gig is
at a large church, and the youth pastor tells you they’ve decided
they really don’t need music. They are going to pay you for your
time, but rather than taking the stage and making music, why don’t
you make yourselves useful and clean the toilets?’”

Probably not the follow-up question they were
expecting.

“Well, if that’s what God wanted us to do, we
would do it,” they stammered, and followed it up with appropriate
Scripture about servanthood, and Jesus washing the disciples feet,
and the first shall be last.

Another nice, safe answer; but somehow it
just didn’t really ring true, and, as we left the interview, we
weren’t sure we really believed it. After all, these guys weren’t
plumbers, or auto mechanics, or firefighters. They were musicians,
singers, songwriters and performers. They had a job to do, and that
job probably didn't involve cleaning toilets, although,
"Award-Winning Christian Band Spends Weekend Cleaning Toilets,"
might actually have made a pretty good headline.

 


Body Parts

The reality is, anyone who is committed to
the cause of Christ is going to want do whatever God wants them to
do. That’s just the nature of Christianity. But some people are
called to mop floors or fix cars, and some people are called to
sing, or act, or write. God calls people to different
ministries.

The Apostle Paul compares it to our physical
bodies. Not everyone is an eye. Not everyone is a hand. Not
everyone is a foot. Not everyone is a backbone, or a pulmonary
artery, or a small intestine. But every part has a specific job to
do that is vitally important, and quite frankly cannot be done by
any other part of the body. It would be pretty silly for the optic
nerve to try to digest breakfast, even if it is a job that needs to
be done. The eye is just not made for that job, no matter how
‘willing’ it is to be used by God.

So, we ask you again, “What’s the point?”
Perhaps a better question is, "What's your point?”

Do you love to lead praise and worship? Do
you love to rock? Do you relish singing in bars, sharing the Gospel
with people who would never darken the doors of a church? Or do you
prefer to sing in churches to encourage believers who would never
darken the doors of a bar? Are you a filmmaker who just finished
your first film? Are you a speaker who likes to encourage young
mothers or single fathers? Do you use comedy to open people’s eyes
to the wonder of God’s grace? Are you a church that houses a
community theater? Are you a businessman who uses your influence to
encourage kids to go on short-term mission trips? Do you support an
orphanage in Haiti? Did God deliver you out of a horrible situation
and you want to minister to others facing a similar situation?
Maybe your little brother has Down Syndrome and your passion is to
raise awareness about the condition.

By answering these questions ahead of time,
you will sharpen your own focus and make it easier for interviewers
to help promote you and your work.

 


Know Your Genre

The Merriam-Webster Dictionary defines genre
as, “a category of artistic, musical, or literary composition
characterized by a particular style, form, or content.”

When Mike and Paula interview a new artist,
they often will ask them what genre their music is in. It is not
uncommon for artists to shrug their shoulders and reply, “We have a
unique style. Our sound crosses all boundaries. We play a lot of
everything. We don’t want our music to be pigeon-holed into a
particular genre.”

That might sound sophisticated and artistic.
It might even be true. But it doesn’t help your potential audience,
or your interviewer.

Let’s say that Anna Owen walks into the local
record store to buy a copy of an album by the new group, Facing the
Elephant. [For the record, Anna is a real person; we made up the
name of the group, so if your band happens to be called Facing the
Elephant, this is not about you.] Because the name of your band is
not indicative of any particular genre, how will Anna know where to
find it? Yes, she could ask a clerk, who should know where to find
the CD - except when the store owner opened the box of Facing the
Elephant CDs, he didn’t know what category to put them in, so they
ended up in the 'Children's Music' bin - a place the clerk never
thought to look.

Yes, we also know we live in the digital
information age. There aren't too many brick and mortar record
stores left, but the principle is the same if Anna went to her
favorite online record store. When a customer has cash-in-fist and
is ready to buy, the last thing you want to do is make it hard for
her.

Rather than make a movie of the week out of
this scenario, just realize that beginning with the marketing team
at the label and trickling down to the store owner, to the clerk,
to the customer, it’s important to know what genre your work fits
into - even if it's metal-bluegrass-banjo-funk.

 


Write it Down

Questions such as 'What's the point?' and
'What genre do you work in?' are defining questions. The answers to
these questions can help you define and refine your mission and
calling. As you grapple with these questions and come up with the
answers, write them down. They will become part of your mission
statement or statement of purpose.

Write down everything that you can think of
about what you want to accomplish with your project, your career or
your ministry. Take your time and be as detailed as you can. This
is brainstorming time. Don’t worry about making it sound eloquent
at first; just jot down the ideas as they come to you. You can
always go back later and polish them.

Read your answers out loud. Listen to how
they sound. Refine your answers until you come up with a single
statement that succinctly defines who you are and what you do. This
is your mission statement.

Share it with your Team [If you didn’t read
the Prologue, go back and do it now. It explains the Team]. Listen
to your Team’s responses with an open mind; it’s much better to
hear someone who cares about you tell you that your statement of
purpose sounds corny, hackneyed, or contrived than to end up as
some writer’s anecdote for a poor quote.

If your team likes it, ask why. If they don’t
like it, ask why. Ask if they have any suggestions for improvement.
That doesn’t mean you have to erase what you originally came up
with. It does mean being willing to add, subtract, cut, paste and
polish your mission statement until it shines like a diamond.

Be flexible. Mission statements are not
written in stone. What may be true for you today might change
tomorrow. Torry started out as an LA-based actor before he moved to
Alaska and started writing comedy sketches. Then he moved to
Tennessee and became a screenwriter. He is now commonly seen on the
stage doing stand-up comedy as well as acting in films and on
television while he continues honing his craft as a writer. Paula
started out as a stage actress, began writing dramatic sketches for
church drama teams, moved into writing reviews and feature
articles, and is now an author and playwright. Mike began his
career as a freelance writer, and has since branched out into
acting and directing.

 


Who Are You?

Once you have your mission statement firmly
established it is time to work on your own introduction, or
biographical sketch. Your bio should be long enough to provide all
the pertinent information about you but short enough to be
intriguing, to make people want to ask questions about you. Keep in
mind that your bio is an introduction, not a memoir.

To give you an idea of what we mean, we’ve
included our own introductions:

 


Meet Paula K. Parker

Instead of the typical writer’s resume, Paula
created a document entitled About the Author: Paula K. Parker,
which she includes with her press kit as a resource for potential
interviewers. It begins with a short introduction and follows with
a list of the major writing she has done. Here is her
introduction.
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