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CONRAD JONES

Conrad started writing as a business venture. It was a change of career, not an artistic project. Although he eventually achieved a respectable income from his books, things were not simple in the beginning and he learned some harsh lessons along the way. Based on his varied experiences in selling and promoting his own e-books, Conrad explains to authors the things that worked and the things that didn’t. He had no agent to start with and no publisher to guide and support his efforts. Rather, he learned the hard way, through trial and error.

 

It was a back-to-front journey but the success of his e-book sales earned him the interest of a good agent and a publishing deal. If you can follow the simple guidelines and tips set out in this book then you can build sales and prove to the traditional industry that you are a saleable asset in the literary world. Or, if you prefer, you can choose to go it alone and still make a decent residual monthly income.

 

When Conrad turned his paperbacks into e-books, his thriller series stormed the Kindle charts. Within three weeks of launching them, he had two titles (The Child Taker and Slow Burn) in the top ten Kindle lists. Not genre lists, the overall sales chart. All seven of his thrillers were in the top forty for nearly twelve months. On the release of his eighth book (Nine Angels), it flew to number three in the horror charts overnight. The Child Taker was number one in thriller law books and Tank was number one in thriller war books. He achieved over 120,000 digital downloads in the first year. It wasn’t just luck. Rather, it was the success of building a marketing base over a period of years and then applying everything that he had learned to the launch of his e- books. His credentials are actual book sales, a growing fan base and over 250 five-star reviews across the Soft Target series.

 

 

DARIN JEWELL

Darin Jewell is Director of The Inspira Group Literary Agency in London. Born in the USA, Darin settled in the UK in the early 1990s. He published How to Sell & Market Your Book in 2010 which tells authors how to raise their literary profile and promote their books in easy and effective ways. It sets out the resources available and outlines which paths are likely to sell the most number of copies and which will establish the writer as a published author, and as a marketable and commercial brand name.

 

As director of a professional UK literary agency, he receives hundreds of requests for representation from authors each month and regularly participates as a panellist in writing seminars and speaks to various writing groups each year. He advises authors on how they can drive and manage each stage of the publishing process for their books from production to pricing right through to promotion.

 

Darin has placed over a hundred books in the last decade with traditional publishers and represents Michael G. R. Tolkien, Kevin Joslin, David Barry, best-selling business book author Fergus O’Connell, best-selling humour writer Mark Leigh, best-selling e-book author Conrad Jones and Mind, Body, Spirit (MBS) author Simon Brown whose Feng Shui book has sold over a million copies to date.




 

Introduction


 


 


SETTING REALISTIC SALES TARGETS


Most of the tips and processes in this guide are used on a daily basis by successful authors and publishers. Because of the internet, we are in a position to reach and touch millions of readers across the globe and if you can grasp the basics and use them regularly then you will sell your books. Marketing is a relentless but essential part of publishing. To be successful, you need to set aside time every working day to update your profile, assess reviews, social network and monitor sales and promotions.


 


To set sales targets and plan a marketing strategy it is useful to know how established brands achieve this. In my previous career, I was area manager for McDonald’s Restaurants. I worked for twelve years progressing from trainee manager to senior management. You may not be aware that each individual restaurant is held accountable for its sales increases or decreases on a daily, weekly, monthly and yearly basis.


 


This constant monitoring of each individual restaurant ’s growth and profitability was integral to their success. As a store manager, you are encouraged to market your restaurant locally and believe me I’ve seen some amazingly simple ideas turn declining restaurants into goldmines. That is where I learned about marketing on a local, regional and global scale. McDonald’s is one of the most successful and recognisable brands on the planet and you can emulate them by working on a daily basis to raise your literary profile and build up your author name as a recognised brand. It ’s as easy as PIE: Plan, Implement and Evaluate.


 


As an author without the backing of a big publisher, book marketing is your number one priority but many authors find that sitting down and planning a marketing campaign is alien to them. I am not going to tell you that it is easy because it isn’t but if you follow the core basics, you will develop your marketing skills alongside your writing.


 


You have to dedicate as much time and effort to selling your book as you did in writing it. To make it more approachable, let ’s break it down into areas we can look at individually. You have to separate them to plan them effectively. Once we have looked at the basics of marketing, you should have a complete overview of what ’s involved in successfully marketing your book and allowing it to reach its full potential, without breaking the bank. Some of the e-book marketing tips in this book are case specific but they may provoke ideas which you can adapt to your circumstances.


 


It ’s important that we’re realistic about potential sales that can be reasonably achieved and that we set challenging but achievable targets. Every reader has their favourite authors and genres. Few James Herbert fans will have rushed out to buy Fifty Shades of Grey. If your book has a potential readership then finding them and letting them know that your book is available is the key to selling it. Once it is selling, your readers will soon let you know if it is any good or not!


 


The most important element in book marketing is not how much money you have to throw at a promotional campaign; it is the drive and commitment of the individual author and the commercial potential of the book itself. If your book is full of dross, then it simply won’t sell. If it ’s about thermonuclear-physics in the bathroom or it is a collection of poems that have special meaning to you, then your market is limited. That doesn’t mean no one will buy it, but you need to be realistic about sales projections.


 


The majority of self-published print-on-demand novels sell less than 200 copies. Of course, there have been exceptions but that is your first goal. Beat the average and you have succeeded. If your book is good, then you will beat that sales figure in your first campaign. There are several different measures of what constitutes a bestseller. In the main, 10,000 copies in the first twelve months or 15,000 in total can be classed as bestsellers while other gurus have moved the yard-stick to 35,000 copies. The point that I want to make is that these are largely variable figures and success is relative to the format, pricing and promotional support.


 


WRITING A BEST-SELLING BOOK


Why do some books fly off the shelves while others flounder? Sometimes it is simply timing but mostly it is the quality of the product which drives sales through word of mouth or ‘viral ’ marketing. There are thousands of great storylines and plots that have floundered because the editing and proof reading isn’t up to scratch. You should do all that you can to avoid writing defects in your book, because a book that is poorly edited, hard to read or difficult to position within the market is going to meet significant obstacles finding a wide readership.


 


Make sure your book conforms to generally-accepted editing and design standards so you don’t cripple your own marketing efforts. Do not rely on one set of eyes to proof read your novel, especially your own. You will only read what you think you have written. You will find a UK Grammatical Guide in Appendix 2 of this book.


 


Quality books will give you a return on your marketing investment because once other people learn about the product, they are much more likely to buy it and recommend it to others. Endorsements and positive reviews from your readers is the biggest seller of books. Look at Neuromancer by William Gibson which came from a little-known author as his debut book to sell millions of copies and win the science-fiction ‘triple crown’ – the Nebula Award, the Philip K. Dick Award, and the Hugo Award.


 


How many times did avid sci-fi readers recommend this book on specialist fantasy and sci-fi discussion boards, in sci-fi e-zines and on Goodreads and Lovereading websites, and why did their reviews make such an impact in the book charts?


 


Similarly, why has The Da Vinci Code sold in excess of eighty million copies worldwide? The reason is clear. Dan Brown insinuated that Jesus had a living bloodline and that the Virgin was buried beneath the inverted pyramid at the Louvre. That got tongues wagging! The fiction was so cleverly entwined in the facts that many people believed the hype and had to read it for themselves.


 


Fifty Shades of Grey is hot and steamy and it had women intrigued as to how pornographic it really was, but the key to all three of these books in different genres is that people raved about them to other people. There’s nothing like a good recommendation to help sell your book, and good recommendations come from well-written and professionally edited books.


 


Why mention these books in particular? Because all three of these books were in print and available for a while before they took off. Word of mouth or ‘viral marketing ’ as it is commonly referred to within literary circles, and word of mouse or ‘social networking ’ as it is commonly known, launched these novels because they were appealing and once people started talking about them online and


offline, they sold millions.


 


There are many reasons why different kinds of books sell, and we can identify a few clear reasons why some sell better than others as follows.


 

•It is unique and has current information that ’s in demand, but that cannot be found anywhere else.

 

•It has a story which is compelling and entertaining.

 

•The author is a well-known celebrity or a well-established author with a large following.

 

•The book sells well and as sales grow, people start talking about it and telling others about the book.

 


I am guessing that not many celebrities or their ghostwriters are going to buy this book so I’ll rule that one out for now. Only you and the readers can decide if your story is compelling and entertaining, so your goal is get people talking about you and your book.


 


This last point is the ultimate goal of our marketing efforts. No one will raise a huge flag and launch fireworks for you when you upload your book and you cannot force people to buy it, no matter how much money you spend on advertising or how many times you appear in the newspapers or on radio shows. They have no longevity. Influencing people in an endearing manner is the key to gaining interest over a prolonged period. A friend or colleague at work who tells you that you ‘have to read this book’ is a far more powerful marketing tool than any other.


 


You have to begin building a brand from day one and this book explains how to make people remember you as well as your books. You want every reader you meet to hear about your book and to tell their friends about your story as well as the titles of your other books.


 


HOW TO BUILD A BRAND NAME


You need to market yourself as well as your book, which means communicating the message that you want others to hear about your books to a plethora of audiences over a sustained period of time. You have dedicated time and effort into spreading the word, growing your brand and converting readers into fans who will tell their friends and buy your next book.


 


Branding is something people hear a lot about but don’t fully understand how complex it can be. Examples of good branding are BMW, Microsoft and Virgin. If you buy a product with its brand name on it, you are expecting it to be reliable and great quality. If you shop for beans at Aldi or Lidl, you know the products will be good but perhaps not the same quality as beans from Sainsbury’s.


 


A well-known example of poor branding is when Gerald Ratner, the Chief Executive of the once profitable Ratners Group of jewellers made a speech at the Institute of Directors in London in April 1991, and commented:


 


We do cut-glass sherry decanters complete with six glasses on a silver- plated tray that your butler can serve you drinks on, all for £4.95.

 

People say, ‘How can you sell this for such a low price?’ I say, ‘Because it ’s total crap.’
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