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ONE





MAKE MONEY WITH YOUR BOOK, NO B.S.





By Adam Witty





I assume that if you have opened this book, you are a published author, or plan to become one soon. Either way, you’re already ahead of the crowd. By choosing to write a book, you have set yourself among the top one percent of the global population. In a world of nearly seven billion people, a mere 500,000 people every year choose to publish a book. Yes, millions more write in blogs, create e-books, or self-publish. Yet few take the extra steps to write and professionally publish a book. So, congratulations. You are part of an elite group.





I’m also assuming that, when you decided to write, you began with a number of goals. Perhaps you wanted to tell your story or share a message. You may need to establish your brand or make your business a known entity. Better yet, you may be planning to grow your business and multiply your income along with it. Or, you may have pictured yourself as a best-selling author, rolling in the royalties as your books fly off the shelves.





The important thing is you’ve taken the first step. You are, or will soon be, a published author. You have already accomplished more than many ever will, including your competition. Now, with strategic planning and execution, I am happy to tell you your book can make all the goals I listed a reality—with one glaring exception. Let me explain.





My name is Adam Witty, and I am the Founder and Chief Executive Officer of Advantage Media Group. Advantage is a publisher of business, self-improvement, and professional development books. I’d like to begin by examining the experience of my friend and coauthor, Dan Kennedy. To date, Dan has written 10 books, and coauthored 10 more. As an author, he has established himself as a thought leader in marketing, copywriting, and business building. He has effectively created what I call the “author aura,” which I define as the reputation gained after becoming a published author. This reputation is one reason why Dan is able to charge upwards of $100,000 plus royalties for sales campaigns, while picking and choosing the clients he wants to work with. It has made Dan a multimillionaire, many times over.





Dan’s books also form the foundation for Glazer-Kennedy Insider’s Circle, more commonly known as GKIC. In the mid ‘90s, Dan started with a handful of members. Over the years, his books created a steady pipeline of members for the growing organization.





Today, GKIC reaches 23 countries worldwide. More than 15,000 members pay every month to belong. Do the math and you quickly see why GKIC is a very lucrative business. And while Dan sold his share in GKIC some time ago, he continues to collect royalties and other benefits. As he will tell you, this ensures that his racehorses continue to eat very well.





Yet there is more to the “author aura” than building a business or expanding your income. As an author, you have an opportunity to create a persona that attracts true, die-hard fans. I witnessed this personally at a recent GKIC SuperConference in Dallas.





Over 700 people paid hundreds, if not thousands, of dollars to register for the conference. They shelled out $200 a night for a room and then more every day for nondescript hotel food. They ignored the inconvenience of being away from their families and their businesses. To top it off, everyone battled a late winter storm to get there. Some flew from countries around the world, and many endured delayed or cancelled flights. Still, others drove hundreds of miles through sleet and snow.





They braved all of this to come together as a group to share common beliefs and ideas. Moreover, they wanted to hear from the person who started it all, Dan Kennedy. I know how they feel. I was in that audience because I am a die-hard Dan Kennedy fan. I am a member of GKIC. I buy Dan’s books. I’ve been in his mastermind and coaching groups. I go to his events. I tell everyone I know about him.





And thousands of his other fans do the same thing. The “author aura” has played a significant role in placing Dan among A-level copywriters, marketers, and speakers. In turn, this has provided him with an income that allows him to live life essentially on his terms.





Now, if you’re thinking that Dan’s results must be one in a million, or that only a lucky few reach this level of success, I would agree with you, but only to a point. There is only one Dan Kennedy, that’s true. But there are countless others who have achieved their own definition of success, in their intended markets, from both a personal and a financial stand point.





Dan and I have both witnessed such success with hundreds of authors. We have worked with people from nearly every type of business and every walk of life: small business owners, entrepreneurs, professional speakers, attorneys, doctors, financial advisors, coaches, insurance sales professionals—the list goes on.





By strategically using their books, most have dramatically grown their businesses and some at incredible speed. We can list authors who have doubled their business within one year. Others attracted new contracts worth $40,000, $150,000, or more, in the span of months. We have watched authors develop new business ventures and partnerships, some completely unexpected, but all with the result of adding to the bottom line. Some are now multimillionaires, and all live very comfortably without worry. In summary, the authors who wrote their books with an end purpose in mind have transformed their businesses and their lives.





As I mentioned, these authors come from wide-ranging backgrounds. Their businesses are just as varied. Yet if you were to ask each for advice on how to make money with a book, they will give you similar, if not identical, answers. And all will tell you there is one exception if increasing income is your goal. In fact, they would likely say this is the worst way to make money with your book.





THE WORST WAY TO MAKE MONEY WITH YOUR BOOK





The worst way to make money with a book is by selling it.





You heard me right. We are telling you the worst way to make money with your book is to sell it. It doesn’t matter if you’re selling in bookstores, other retail outlets, or online. Your chances of becoming a best-selling author, at least making an income you can live on, are slim, to say the least.





If you think we’re kidding, hear us out. And prepare yourself. Statistics show the real story.





•The number of new books published every year has skyrocketed. Publishers in the United States alone released 316,480 books in 2010, compared to only 215,777 in 2002. Add to this figure the more than 2.7 million backlist “nontraditional” titles. These include self-published books, e-books, and reprints of titles now in the public domain. When it comes to selling your book, this makes for hefty competition, indeed.





•While the number of books continues to climb, overall sales are declining. According to BookScan, book sales in the adult nonfiction category have continued to drop since peaking in 2007. BookScan, by the way, tracks most book sales including those in bookstores, online (Amazon falls in this category), and in other retail outlets.





•The average number of books sold per title is surprisingly small. BookScan reports that in 2012, all adult nonfiction categories combined saw 263 million book sales. This includes topics in business, sales, psychology, self-improvement, and so on. While this may seem like an enormous number, the outlook dims when you average sales by title. In the United States most nonfiction authors sell less than 250 books per year. This amounts to about 3,000 copies over a book’s lifetime.





•Very few nonfiction books will be big sellers. An analysis by the Codex Group revealed that of the 1,000 business books released in 2009 only 62 sold more than 5,000 copies.





•The chance of your book even reaching a bookstore shelf is less than one percent. There may be up to 1,000 titles competing for each available space on a bookstore shelf. Consider business books as an example. Today, there at least 250,000 books in print in this category. Yet superstores generally stock only 1,500 business titles while small bookstores normally have room for less than 100.





•All bookstores—each and every one—carry books on consignment. This means if your book doesn’t sell, the bookstore can return the copies to the publisher with no payment due.





•Books that end up on the “mark-down” table are “remainders.” In other words, 35 percent of all books published will sell at ridiculous discounts or never sell at all. Books in the latter category end up in a garbage bin.





If those statistics aren’t sobering enough, we’re about to provide another zinger. As an author, you’ll earn an average royalty of $1.12 for every book you sell in a bookstore. A handful of authors make more, especially well-known writers. But most earn a paltry $1 or so when their book sells. Now, consider that most nonfiction titles sell approximately 250 per year or 3,000 over the book’s lifespan. Multiply 3,000 by $1.12. That amounts to $3,360 dollars over several years. You won’t buy much with this income stream.





Now, best-selling nonfiction authors can expect more—but not much. For example, a best-selling business book will sell between 15,000 and 40,000 copies during its lifetime. The author will have a better publishing deal than most, so he or she earns higher royalties. However, over the life of each book, he or she can expect to pocket about $30,000. Not bad, but this isn’t much of an income if you want to live off royalties.





The bottom line is this: if you hope to reel in money as a best-selling author, you had better shelve that dream, and the sooner, the better.





However, this is not all doom and gloom. In fact, it’s just the opposite. As we mentioned at the opening of this chapter, very few people decide to write and professionally publish a book. Plus, we know hundreds of authors who have used books to transform their business, multiply their income, and change their lives. All of these authors would heartily recommend that you put pen to paper, or fingers to keyboard, and start writing as soon as you possibly can.





However, this begs the question: why?





WHY SUCCESSFUL AUTHORS AREN’T BESTSELLERS





Perhaps the best way to answer this question is to ask another one. What is the end goal for your book? If you’re planning to become an author, and even if you have already published a book, this is a critical question.





Here’s another way of looking at it. Are you publishing to sell books in a bookstore? Or are you publishing a book to grow your business and expand your influence? If your end goal is to simply sell as many books as you can, you might as well set this book down now. The advice we have to offer won’t be of much help to you. However, if you intend to use your book to generate new leads and customers and develop income for your business, we suggest you keep reading.





You see, successful authors do not view their book as a book. Instead, they see it as a marketing asset, the foundation for expanding their business.





Selling books matters little to successful authors. They know, with strategic planning and implementation, a book can generate several invisible income streams for any business. It can expand a client base, sell more products, and be repurposed to create a variety of additional products. It levels the playing field, making you an expert even among so-called big players. It provides you with name recognition in your chosen niche, elevating loyal customers to fans. It even helps you to change the lives of your readers.





And successful authors know all of this amounts to far more than any royalty check earned from book sales.





Dan and I call these the “invisible income streams” made possible by your book. As an author, you have access to several including:





•additional pipelines for lead generation





•speaking engagements





•new customers and clients through free publicity and media





•the ability to promote yourself without selling





•increased and higher-quality referrals





•higher returns on direct mail campaigns





•more products to sell





•omnipresence in your market





•marketing for your business, done by others





Your goal as a savvy entrepreneur and author should be to unlock as many of these invisible income streams as possible. If you aren’t sure how to do this or where to start, relax. We are going to share a treasure trove of marketing tactics in this book. You’re about to learn how to leverage your book to build a stronger business that weathers storms while pulling in more income. And as an added bonus, you get to make an impact with your message.





Let’s get started!








 


TWO





THE BEST CUSTOMER IS A BOOK BUYER/READER





By Dan Kennedy





For many businesses, including mine, the highest-quality client/customer is initially attracted by a book, and is, by habit, a book buyer and reader. The habit of reading reflects many other attributes that make for a good customer: intelligence, desire to be informed, ability to process complex information, respect for authoritative sources, and thoughtful rather than impulsive decision making. I’ve never wanted dumb, lazy, casual clients/customers.





When people decide they want to know something about, or find a solution for, a particular need or desire, they have all sorts of choices. They can post their question on their Facebook page and solicit opinions and advice from anybody and everybody with no regard for their qualifications to opine and advise. They can use Google to find the provider in that category the shortest number of steps from their house. They can go to Wikipedia and get information that is never fact-checked or edited. There are websites stocked with content about everything from arthritis to zebra breeding. Free content about every subject abounds. Again, those who place no importance on the source can simply Google and roam. In contrast, consider the individual who uses Amazon instead of Google to find a book or books by credible authors and invests money in acquiring them. (Amazon, incidentally, is a search engine just like Google, but one used only by buyers.) Or he gets in his car, drives to a bookstore, makes his selection, buys a book or books, and returns home to read. This is a more discerning customer, more seriously committed to fulfilling his need or desire. He will likely be less price sensitive in fulfilling it too.





Further, we know this customer will read, and read lengthy material of interest to him, so we need not reduce our marketing and sales messages to a hopelessly ineffective 146-character tweet, an e-mail no longer than two paragraphs, a video shorter than seven minutes. We can deliver, as I often do for myself and for a myriad of clients in diversified fields, 8-, 16-, 32-, even 64-page sales letters, multimedia information packages with printed literature, an audio CD and a DVD, and have sincerely interested prospects invest 30, 60, 90 minutes in absorbing our full and complete presentation. We can, as I often do for clients, use direct mail to drive the prospects to an online, video-assisted or video sales letter from 20 to 90 minutes long. There are secrets about this few marketers understand, notably that the more time a prospect invests in your sales information, the more committed he is to buying in that category, the more likely he’ll be to buy from you and not comparison shop, and the less price sensitive he will be. But if he can’t or won’t read, if he is unaccustomed to reading to inform himself, all is for naught.





THIS IS NOT IDLE THEORY





My own experience is profound, but there’s abundant additional evidence.





In my own case the current statistics show that 16 percent of GKIC’s new members1 originate from my books, purchased in bookstores or from online booksellers such as Amazon or BarnesandNoble.com, or in digital editions on Kindle. While I won’t divulge the rest of the specific statistics, I can tell you that the longevity and total customer value—namely, purchase activity over time—is much higher than that of members acquired by other means and media, and of the customers who have the longest life and highest value, well over half originated through a book.





In short, the customer who comes to GKIC from one of my books is a substantially more valuable customer than those who arrive through any other means. These are not free books used in lead generation advertising; they are real books from real publishers, sold in bookstores. But the free book offer in lead generation advertising very often outperforms any other kind of lead generation.





Consider these other examples of differential customer value:





•In a split test for a major, national correspondence school, in TV and radio ads, one group of prospects was offered a free information package, the other, a free book about moving up in the world with a better career and “the science of career development.” The leads that were generated with the free book offer ultimately converted at a 3–1 ratio versus those that came from a response to the literature offer, and the book requestors who did convert proved four times more likely to complete their courses.





•In a split test for a group of health clinics, ads offering free exam appointments were pitted against ads offering a free book and free exam. Eighty percent of the prospective patients who came via the book offer enrolled in the doctors’ programs versus 60 percent of those who responded to the free exam offer, and the average, six-month dollar value of the book-offer patients was nearly double that of the others.





•When a group of financial advisors who specialize in retirement investing and make the lion’s share of their money from the sale of annuities changed their advertising from free workshops with dinners to an evening with the author and a book signing, not only did the number of responses to their advertisements increase, but the average amount of investable assets of those setting appointments as a result of the evenings was also boosted.





RIGHT BAIT, RIGHT CRITTER





If you put a 500-pound block of salt in your backyard, you will attract deer, not rats. If you put a 500-pound block of cheese out there—rats, not deer.





Sadly, most businesspeople do not think strategically about the client/customer they want. They busy themselves attracting or chasing any customer they can get. This sometimes displays ignorance; they do not understand that they can control the flow, or fear—not daring to reject any—or sloth—being too lazy to do anything but broad, sloppy advertising that is usually price and discount driven. A business built with poor-quality customers, however, is a fragile thing. And, whether by strategy or default, you do choose your customers.





The book gives you two important customer selection opportunities. First, by its title, positioning, content, and “bullets” about its content and description in advertising, you can deliberately make it uninteresting, intimidating, annoying, or otherwise off-putting to the legions of people you do not view as ideal customers, and make it particularly magnetic to the kind of customer you do want. If the customer’s mindset matters to you, you can create your book and book promotion accordingly. If you are a price seller and want value-conscious buyers, you can create your book and book promotion accordingly. If you want patients exceptionally receptive to alternative, nonmedical options, you can create your book and book promotion accordingly. And so on.
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