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			Preface


			My earliest education in the ins and outs of book publicity began when I was twenty-five years old and was fortunate enough to work at Grove Press, Inc. Among other responsibilities, legendary founder and CEO Barney Rosset tasked me with publicizing Irish poet Ulick O’Connor, as well as a controversial memoir. I was also responsible for publicizing the nonfiction books I had acquired: sending books out for pre- and post-publication review; booking magazine, TV, and radio interviews; and organizing an author tour. These were just some of the numerous book promotion activities in which I was engaged.


			After I left Grove Press and was finishing up two books I was writing on vegetarianism, I received my second training in book promotion, this time, as a published author. Grove Press was publishing one book, a celebrity interview cookbook called Meatless Cooking, Celebrity Style; while Scribner was publishing a history entitled The Vegetable Passion. Since the two books were on a related topic, I negotiated a unique arrangement in which the two companies co-sponsored a cross-country author tour. We agreed that they would pay for my airfare, and I would pick up the tab on the hotels and meals. All the arrangements were made by the head of publicity at Scribner, Susan Richman, and her staff. Later, when I published two additional books with Scribner, I learned even more about publicity by watching Susan and her team do everything that a proactive book publicist should do, first sending a book out to trade journals for pre-publication reviews, and then pitching it to magazines and newspapers for reviews or features as well as to TV and radio for author interviews. Susan and her team also set up author events and local newspaper interviews in each of the cities on the cross-country tour. For two of the books, the tours began with an appearance on the Today show.


			A few months before my first two books were published, I stopped by a new restaurant in Manhattan and told the owner that I couldn’t make any promises, but if he sponsored a publication day party, I would try to get the media there. He agreed. (My friends and I prepared a lot of the food by cooking up several recipes from my new cookbook.) A reporter for The New Yorker’s “The Talk of the Town” showed up at the party and wrote a full-page story on the event, as well as on me and my books. I had learned a very important book promotion lesson: Yes, it’s great when others help with some or most of the tasks related to book promotion, but authors can do a lot on their own as well.


			Over the decades that followed these major book promotion experiences, I went on to publish more than fifty books in a range of genres—mostly nonfiction, but also fiction, poetry, and illustrated children’s books. My publishers included such commercial houses as Doubleday, Wiley, and Prentice-Hall. Then, in 1996, I decided to take more control of the publishing process, so I founded Hannacroix Creek Books, Inc. At Hannacroix, I am the Director of Publicity. I also continue to publish books with other houses.


			In my years of working with other authors and of speaking to numerous authors at book fairs, conventions, and workshops, I have learned that many writers do not know what I discovered early in my career: Regardless of who publishes a book, promotion needs to be part of the process even while the book is still being written. Moreover, authors are usually the best advocates for their own book. And although promoting a new book is normally where all the focus is—especially if you are published by a commercial, hybrid, or academic house—it is also vital to keep a book alive once it is no longer new and becomes a “backlist” title.


			That is why I decided to write How to Promote Your Book—not only to tell authors like you what you need to know about book promotion, but also to convince you that your promotion of your title can make the difference between your book getting the attention and sales it deserves or having it fade into obscurity. In researching this book, in addition to drawing on my own professional and personal publicity experiences, I surveyed or interviewed more than a hundred authors who have written in a range of genres. I learned what they had done to promote their books and how their efforts either succeeded or failed in getting them the results they wanted.


			Yes, book promotion is hard work. It is also true that it benefits from developing and maintaining relationships with the media, which takes time. But, whatever the subject or genre of your book—and whether your book was produced by a commercial, hybrid, or academic press or you are self-published—How to Promote Your Book was designed to guide you through the process of getting your book noticed by reviewers as well as the media, librarians, educators, booksellers, and readers.


			There’s a lot to cover so let’s get started. Happy promoting!


		


	

		

			A Note on Gender


			In order to avoid awkward phrasing within sentences while acknowledging both genders, the publisher has chosen to alternate between the use of male and female pronouns according to chapter. When referring to someone in the third person, odd-numbered chapters will use female pronouns, while even-numbered chapters will use male pronouns.


		


	

		

			Introduction


			You have just written the best book in the world, but what good does it do if few people know it exists? When it comes to book publishing, the writing—as challenging as it may be—turns out to be the easiest part for many authors. Book promotion is often the more difficult task. However, it is also what separates the books that sell from those that collect dust in warehouses, in garages, and on bookstore shelves.


			If up to this point, you have not given much thought to what book promotion includes, it might be helpful to define what I mean when I talk about promotion. It includes announcing your book on social media; getting it reviewed in trade journals as well as general or specialized magazines, newspapers, and newsletters; securing interviews on network or cable television shows, radio shows, and podcasts; taking part in author events at bookstores, libraries, schools, or association meetings; exhibiting or speaking at trade book shows and public book fairs; and much more. Book promotion and publicity involve everything you can do to make people aware of your book and to persuade them to buy it.


			There are situations in which being interviewed on even one show or written up in even one article can catapult a book on to the bestsellers list. But in most cases, promotion involves a steady, often slow effort, in which you build upon each success. A good review in a small newspaper might not result in a flood of sales, but if that review lands you an interview on a local radio show, and a podcast host hears the show and decides to feature you on his podcast—which is a perfect fit for your book—all this exposure might lead to sales as well as additional publicity opportunities. And as word continues to spread about your book and about you, the sales can become significant.


			The results of book promotion are unpredictable, but I can make one prediction: If you do nothing or next to nothing, your book is likely to fade into oblivion before it has a chance to find its audience and become the success that you believe it could be.


			What is exciting about book promotion today is that there are so many ways to gain attention for your book. Although it has become more difficult for self-published and relatively unknown authors to get booked on national television and radio shows, there are still many local and regional traditional media outlets—such as local television and radio shows, local newspapers, and specialty publications—as well as national podcasts that may be happy to give you and your book a chance. And, of course, social media has opened many doors that didn’t exist even a few years ago. You can pick and choose among the many promotional possibilities, channeling your time and energy into the opportunities that seem most appropriate for your particular book and for you as an author.


			You can also decide if you will take a DIY—do it yourself—approach to book promotion, with you sending out emails, crafting pitches, and mailing out review copies and press kits; or if you will hire a professional book publicist to handle most of the promotion for you. But even if you’re lucky enough to have your book published by a commercial publishing house—in which case, your title should be promoted by a dedicated publicist—you will want to work with your publisher to maximize the staff’s promotional efforts. Just as important, unless you are a celebrity or a best-selling author, your publicist will probably have to move on to other authors and titles after three to six months. The bottom line is that if you want your book to be a success, in most cases, it will eventually be up to you to pick up the book promotion ball and run with it. And unless you have worked at a book publishing company or successfully publicized previous books, you will need to learn what book promotion entails and how you can make it happen.


			Whether you are an aspiring author, a new writer, or even a seasoned wordsmith who is looking to brush up on your promotional skills, How to Promote Your Book will help you get the word out about your new title. It begins by filling you in on the world of publishing so that you will understand your place in it, and by examining the various marketplaces and media outlets you need to know about. It then helps you plan and carry out a promotional campaign, step by step, from creating a smart and realistic timeline to publicizing and selling your book at various venues.


			Chapter 1 starts the ball rolling by looking at how the media and booksellers will see you as an author. Was your book published by a commercial, hybrid, or academic house, or are you a self-published author? This chapter explains how your answer will affect the challenges you are likely to face as you work your way through the various marketplaces, from traditional bookstores to online retailers. It also helps you understand which marketplaces would be most appropriate for you and your book.


			One of the secrets to achieving the sales and recognition that help you get a greater commercial return on your book is recognizing who would most likely have an interest in a particular book, and how you can reach that person. In Chapter 2, we look at the various factors that can help you zero in on your book’s audience so that you can get the word out to your potential readers.


			Once you have identified your audience, you are ready to explore the many forms of media available to you. Chapter 3 fills you in on traditional media, such as newspapers and journals, while Chapter 4 explores Internet-based media, from blogs and websites to Facebook, Instagram, and Twitter. By learning about the various media outlets that are out there, you will be able to make better decisions regarding where you want to focus your promotional efforts.


			Whether your book is being produced by a publishing house or is a self-published work, it is vital for you to recognize that you, as the author, are absolutely key to getting attention for your book. Chapter 5 fully explores your role as the author and the chief promoter of your title. It also examines the principal components of the publicity task you have ahead of you and prepares you for the challenges you are likely to face.


			An important cautionary note is especially crucial for self-published authors. Too many authors are tempted to begin their book’s promotion within hours or days of getting the completed electronic file of their title to the printer. This is invariably a big mistake, since book promotion is best undertaken when a publicity plan is created months in advance of a book’s publication. In Chapter 6, you will learn how to design a practical timeline for your project—from the writing of your book, to the all-important pre-marketing steps that must be taken, to your book’s release—so that your promotional plan will be well in place and in gear before your book becomes available to the public.


			In Chapters 7 and 8, you will learn more about two important promotional tasks—getting advance blurbs and getting reviews. Good blurbs can be an effective promotional tool that can help encourage a journal editor to consider reviewing your book, or potentially turn a bookstore browser into a book buyer. Chapter 7 guides you through the process of obtaining blurbs and using them to gain attention for your book. Following this, Chapter 8 takes a closer look at what is involved in getting your book considered for review in traditional reviewing platforms—such as trade journals, magazines, and newspapers—as well as on free or for-a-fee Internet-based platforms. This chapter leads you every step of the way, from choosing the best media for your book to making contact with the appropriate people.


			Your book has been released, and through hard work, you’ve gathered positive blurbs and perhaps even a few reviews. In Chapter 9, you will learn how to attract further attention to your title by creating a winning media kit and sending it out to both traditional and online media as a means of gaining print, online, network and cable TV, radio, and podcast interviews; feature articles; and more. This chapter also looks at the possibility of hiring a professional publicist who can help lead your promotional venture and guide you toward success.


			If you are a first-time author, you may be surprised to learn that your book can open up countless speaking opportunities for you, both free and paid. Authors who speak well can gain attention for themselves and for their titles—which, in turn, can result in book sales and sometimes even speaker fees. Chapter 10 explains how you can obtain speaking engagements and book signings in libraries, in bookstores, and at various conventions and book events. It also offers tips for becoming a compelling and successful speaker.


			Chapter 11 looks at two types of events discussed in Chapter 10—public book fairs and industry trade shows—with an eye toward promoting your book by becoming an exhibitor. The fact is that the majority of exhibitors at these events are not there to speak, but to show off their books to bookstore buyers, librarians, publishers, the media, and in some cases, the general reading public. This chapter will guide you from the initial application process to setting up your space to making (and maximizing) those all-important contacts.


			Because of my background as a publicist and an author of more than fifty books—both commercially published and self-published through my own publishing company—in every chapter, I am able to offer insights into the publishing world and the promotional process. I also offer proven ways to get your voice heard loud and clear, regardless of the type of book that you are seeking to promote and who published it. You will learn how to create a presence on social media, how to target the publications that are most likely to be interested in you and your book (even if you’re an unknown author), how to prepare a professional press kit, and so much more. Even details like the best way to mail out media kits are covered.


			Throughout this book, it is emphasized that through your promotional efforts, you are the one who is going to make the greatest difference in the success of your book. Whether your work was published by a major company with name recognition or you’ve seen it from manuscript to published book entirely on your own, book promotion is actually where the playing field can be leveled. If your work is good enough and your pitch is well crafted and appropriately targeted, you can get your title reviewed, you can get your book featured on traditional media, you can create a buzz on social media, and you can gain sales.


			No one says that book promotion is easy—although there are a lucky few for whom some or even all of the tasks related to book promotion come easier than they do for others. Effective promotion requires time, preparation, persistence, and salesmanship, as well as an understanding of your audience, the marketplace, and the media. But history has demonstrated that in so many cases, authors have been one of the primary reasons their titles have taken off. With How to Promote Your Book, you have a far better chance of capturing the attention and sales that your book deserves.


		


	

		

			Part One: 
Book Promotion Basics


		


	

		

			1. You and the World of Bookselling


			Before we begin to explore the world of publicity, it is important to understand how the media and booksellers will see you as an author and what challenges you may face as you work your way through the various marketplaces. As you may already know, it is not an even playing field for a published author. Factors such as whether you are a self-published or a commercially published author will come into play. It’s vital to recognize, though, that it has never been easy for any published writer to expand her audience. That’s why it’s crucial to learn about the obstacles that exist in both the marketplaces and the media and, of course, to know how to avoid or overcome them. In this chapter, we hope to provide you with a clear picture of what you will be facing. The better prepared you are, the less anxiety and confusion you are likely to experience and the greater success you are likely to experience in promoting your book.


			THE NEW WORLD OF PUBLISHING AND AUTHORSHIP


			As the publishing industry has greatly changed, so have the roles of authors. Today, there are commercially-published authors, hybrid-published authors, academically-published authors, and self-published authors. Because each of these publishing categories is different, the barriers placed in front of various authors may differ greatly. To promote your book successfully, you need to know where you fit in.


			Commercially Published Authors


			Before the age of self-publishing, which began in the late 1990s with the introduction of POD (print on demand) technology, the vast majority of writers had their works produced through commercial publishing houses if they wanted their titles to be reviewed by the established media and carried by bookstores and libraries. If you were a proven best-selling author—or an author whom the publisher viewed as having great promise—the publishing house would provide you with three weeks to six months of PR, or public relations. The house might promote your book with ads in newspapers and magazines. If you were chosen to get more extensive publicity, the marketing department would assign a book publicist to work with you or hire an outside PR agency to create a regional or national book tour, which would include bookstore and library signings as well as newspaper, radio, and television interviews. While this latter scenario is what many commercially published authors had in mind when they signed a publishing contract, the reality for most authors was very different.


			For new authors who were not among the chosen few—authors who didn’t have a track record of previously successful books and were not celebrities—the publisher may have promised publicity. But unless PR was specifically spelled out in a contract, the author’s initial book sales were usually used to determine just how much or how little the book was going to be publicized. Except for writing a basic press release for each book, as well as, in most cases, creating a press kit that included a press release, author bio, and sample interview questions, publishers left the majority of authors on their own. It was up to them to do as much promotion as they were capable of creating.


			Today, little has changed for commercially-published authors. At a certain point, in the absence of impressive early sales numbers, the responsibility of promotion falls squarely on the author’s shoulders. And even if the book was published by an established house, getting effective publicity is challenging.


			Although this book is focused on the promotion of new books, if you are lucky enough to have your book stay in print with a commercial house, you will want to keep promoting it. Why? Even if you were fortunate enough to initially get your publisher’s help with publicity, once your book becomes part of the house’s backlist—in other words, when it is six months to a year old—the publicity work will fall on you. Knowing about publicity will make a big difference at that time. Be aware that some publishers admit that it is their backlist books that enable them to stay in business when frontlist (new) books don’t perform as hoped.


			Hybrid-Published Authors


			With the technological breakthroughs that have produced short runs as well print on demand (POD) single copies, a new generation of publishing companies, known as hybrid publishers, has emerged. After evaluating a manuscript, if the hybrid publisher likes the work, she will take it on with one important twist: In almost all cases, the author underwrites the cost of producing the book, usually by agreeing to purchase a certain number of books at a discount, with the total purchase equaling the publisher’s estimated production costs. The royalty percentage offered by a hybrid publisher is normally much higher than that offered by standard commercial publishers, and the cost to the author of purchasing additional books is usually less than the 40- to 50-percent discount off retail list price that is standard in the world of commercial publishers. But the lion’s share of the financial risk is squarely on the writer’s shoulders.


			It should be noted that arrangements can vary from one hybrid publisher to another. One house, for instance, does not require authors to pay for book production, but will take on a title if the author is able to generate a certain number of preorders.


			In some cases, the hybrid publisher may offer a publicity package, for which the author also pays. Alternatively, the author can hire her own publicity agent. In many cases, the book is professionally packaged, and in the eyes of the media and the public, the book is coming from a commercial house, which is certainly beneficial for sales. The best of the hybrid publishers have their own sales departments and distribution networks. They may also have sales representatives that contact the various marketplaces to pitch new books, or they may use a distributor that represents their titles along with the titles of other houses. This is something that most self-published authors are unable to do.


			Academically-Published Authors


			There are a range of academic publishers, from those with major global name recognition, such as Yale University Press, Princeton University Press, University of Chicago Press, Harvard University Press, and Cambridge University Press; to less well-known but still well-respected houses like Temple University Press, University of Nebraska Press, Duke University Press, and New York University Press.


			Most authors who publish with an academic press have the primary goal of meeting the “publish or perish” requirement for being granted tenure at the college or university where they teach. Others are interested in advancing their reputation among their peers and students. Some, however, also want to sell books and potentially see royalties or earnings for their efforts.


			Academic publishers generally send out digital review copies, which almost any qualified academic is able to request as part of the adoption process. This can lead to adoptions of the book for required or recommended reading in courses that are a good fit for that topic—potentially throughout the United States or even internationally. Academic publishers may also send out physical copies of the title to reviewers or professionals in your field of expertise. But if you want your book publicized beyond the goal of course adoptions, you may decide to take on the task of promoting it with the media. This will involve the same demands as the promotion of any nonfiction title.


			Self-Published Authors


			There are essentially two ways of self-publishing a book. The first is to go directly to a printer to have it produced. The second is to use one of the many full-service self-publishing companies to produce a physical book, an e-book, or both.


			As a self-published author, it is likely you are doing everything on your own. If you are going directly to a printer, you will be responsible for editing, designing, and typesetting the book you bring to the printer. If you do not have a background in book production, you can hire freelancers to guide you through the various steps required, and you can even hire a project manager.


			If, on the other hand, you are using a full-service self-publishing book company, the company can provide you with all the services you need to create a finished book. The company can produce short runs of any book, single copies, e-books, or any combination of these formats. However, unlike situations in which you work with commercial houses, academic presses, or even hybrid companies, you will have to take care of promotion on your own. Yes, you can hire a book publicist to help you with publicity, but you are in fact the book’s publisher. You need to manage the myriad of details related to publicity, whether you do it yourself or hire one or more pros to help you. This is not to say that self-publishing companies won’t offer a “promotional package” for an extra charge. The problem is that, whether you buy a promotional package or hire a freelance publicist, you won’t necessarily get your money’s worth—especially if you don’t have an understanding of the publicity process and are unable to judge the services that are being provided.


			As you will see, self-published authors face several challenges that commercial- and hybrid-published authors do not. This doesn’t mean that they cannot conquer these hurdles—if they know what to expect and how they can meet these challenges. In the section that follows, you will learn about the various marketplaces available and how each presents its own challenges to authors.


			THE MARKETPLACES


			Marketplaces are all the various outlets and venues that permit you to sell your book, whether stores, websites, or places that host speaking engagements. These outlets are where your book should be able to connect with readers. With the right publicity, authors can sell hundreds, thousands, and even millions of books. By knowing where to find these marketplaces and by making sure you have access to them, you will be laying the foundation for an effective promotional plan. There are eight essential marketplaces for books. These include the following:


			

					Trade bookstores (brick-and-mortar physical stores)


					Specialty bookstores


					Non-bookstores that sell books


					Libraries


					Speaking engagements


					Special sales


					Direct mail


					Online marketplaces


			


			Based on your book’s subject, one or two of these marketplaces may be more receptive to your work than the others. The idea is to figure out which of them will be the most effective place to promote your work as well as you, and to focus your energy on cultivating those marketplaces.


			1. Trade Bookstores


			Independent Bookshops, Chain Bookstores, and College Bookstores


			As a commercial- or hybrid-published author, it is the responsibility of your publisher to try to get bookstores to stock your book through its distributor or wholesaler. It is important to understand that, now more than ever, “brick and mortar” bookstores—physical bookstores, in other words—are very particular regarding the titles they carry. While they may specialize in genres, regional books, or specialties that they believe will draw in customers, all their books are normally aimed at a more general readership. This means that the more visibility you can produce for your title, the more likely you are to have readers ask for your title at a bookstore. As a result, your book will be more likely to remain in stock. That element of the bookstore market has remained relatively stable over the years.


			For self-published authors, however, bookstore distribution is much more challenging. As a rule, bookstores require their books to come from established publishers, distributors, and wholesalers. This is based purely on economics. If a book from an established publisher does not sell over a period of time—normally, within a year—the store can return the book for full credit. For the most part, though, self-published books are not returnable. Because of this, individual self-published books must operate outside of the normal channels of book distribution.


			This means that if a self-published book is not sold through a recognized book distributor, it will not fit the criteria for bookstore purchases as do commercial- and hybrid-published books. Unfortunately, that is a fact of which few self-published authors are aware. On the other hand, bookstores that provide book signings and author lectures are more likely to purchase copies directly from the author for these events. You’ll learn more about that in Chapter 10, “Speaking Your Way to More Sales.”


			2. Specialty Bookstores


			Religious Bookstores, Cooking Bookstores, Graphic Novel Stores, Art Bookstores, Architecture Bookstores, and More


			This category includes every bookstore that is not a trade bookstore, and as you can see from the examples above, these shops normally focus on one specific topic. As with trade bookstores, many of these retailers work almost exclusively with established publishers and distributors. They, too, normally do not carry titles outside those provided by their book suppliers. However, just like trade bookstores, if they offer book signings and author lectures for their customers, they are more likely to purchase copies directly from a self-published author.


			3. Non-Bookstores That Sell Books


			Big Box Stores, Gift Shops, Cookware Stores, Health Food Stores, Maternity Shops, Museum Stores, Sewing Shops, and Souvenir Stores


			According to Dun & Bradstreet, there are 22,500 gift, novelty, and souvenir stores alone in the United States, with a combined annual revenue of $18 billion. And these are just three examples of a huge but diverse marketplace that exists for books that fit these various stores’ interests. Considering that there are only an estimated 10,800 bookstores in the United States, you can see that the nontrade store markets are definitely worth targeting for publicity. Approached less often for author events than bookstores, these stores might be eager to host an event where you are allowed to sell your book. (See Chapter 10, “Speaking Your Way to More Sales,” for advice on setting up an author event and generating publicity for it, and to learn about your options for handling book sales.)


			It is important to learn how each of these stores buys their books. In some cases, they may purchase them through specialized wholesalers, and in other cases, they may order books directly from the publishers. By visiting a store and talking to the manager, you can learn the steps that you or your publisher needs to take to sell in these markets. If it is impractical to visit a store, try to contact the manager by phone. This is not as effective as an in-person visit, but it’s still a good option. While sending an email is another possibility, keep in mind that because most people in business receive hundreds of emails on a daily basis, it is unlikely that this would yield the desired response.


			Some big box stores—like Costco, based in Issaquah, Washington—have a dedicated book buyer. Having your book selected as an offering in all the Costco warehouses—which total 813 locations worldwide, including 558 throughout the United States and 102 in Canada—might be as challenging as hitting the lottery or getting onto The New York Times’ Best Sellers list. But if there is a Costco in your area, speak to the manager of the store, since an author event with a table at the front of the store, allowing for a meet-and-greet with a local author as well as sales of your title, might be possible, although these events are rare.


			4. Libraries


			Public Libraries, School Libraries, College Libraries, and Specialty Libraries


			There are more than 110,000 libraries in the United States alone. As with bookstores and specialty bookstores, a library’s standard purchasing practice is to buy books from publishers, distributors, and wholesalers. However, every so often, a self-published book gets enough notice to have libraries special order copies. Of course, having a starred review in a major newspaper or magazine will help ensure library purchases. However, most newspaper and magazine reviewers limit themselves to commercially released titles.


			There is, however, another way for authors to get their books into libraries that is more readily accessible than a major book review. You can offer to do an author talk or other event at a library. If your request is accepted, the library will usually order one or more copies of books to be placed permanently in its collection because of the upcoming event. And since libraries rarely return books, their policies are a bit more flexible.


			If you are a self-published author, it is important to let libraries know that you are offering an author talk and not just a book signing, which is usually reserved for high-profile authors. For example, I recently did a time-management workshop via Zoom for a Connecticut library. This was helpful to me as an author, since the self-published book I discussed is not a new book but a backlist title, and the event allowed me to make people aware of it. The library purchased a few copies of the book because of the event. Of course, if I had been able to conduct an in-person event, I could have offered my book for sale.


			Most libraries have a media list that includes local newspapers (online and/or print versions); magazines; websites, including those for the community; and even TV/cable and radio/podcasts that might want to interview you about your upcoming library event. This can turn you and your book into a news event, especially if the event is free and open to the public. In such a case, local media is seen as performing a service for their community by publicizing you and your book.


			Finally, when you offer to do an event, you and your book are usually prominently displayed on the library website’s home page or elsewhere on the website, usually in the events listings. Often, these events are posted for weeks or even months in advance. Most libraries even allow you to sell the book at retail list price or at a discount, if you choose to offer one. Some may even have the budget to provide a speaker’s fee, usually in the range of $100 to $250, although most libraries expect authors to speak free of charge. (See Chapter 10 to learn more about arranging author events at libraries.)


			5. Speaking Engagements


			Bookstores, Book Clubs, Educational Programs at Preschool and K-12 Schools, Colleges and Universities and Professional Schools, Fraternal Organizations, In-Service Programs, Libraries, and Specialty Shops


			As you probably surmised from the previous sections on bookstore and library events, the ability to speak well in front of a group can open many doors, even if your book is self-published. For hundreds of years, many well-known authors have toured the country speaking to groups and selling their titles. American author Mark Twain, for instance, sold many of his titles to packed venues. British author Charles Dickens travelled to the United States to talk about his novels. Today, talented speakers who have published a book can make money by both lecturing and selling their books at these events.


			Not everyone is a good speaker, but if you put in the effort and practice, you can improve your speaking skills over time. As a speaker, it does not matter how your book was published. All that matters is that many of your listeners will want to leave with an autographed copy in hand as a souvenir of your speaking engagement. If your event takes place via Zoom or another videoconferencing platform, you can create an information sheet that can be sent out after the event. The sheet should include information about you and your book, including where people can purchase copies. You will learn more about speaking engagements in Chapter 10, “Speaking Your Way to More Sales.”


			6. Special Sales


			Associations, Companies, Government Agencies, School Systems, Societies, and Special Interest Groups


			The special sales category refers to any business, organization, or individual that is willing to buy books in quantity to fill a specific need. For example, a local historical society might wish to celebrate the anniversary of their town. If you can provide a book that focuses on the history of their town or a story that centers on their town, they may be interested in purchasing titles and inviting you to lecture at a celebratory event. Another example is a juicing machine manufacturer that wants to accompany its product with a book. Rather than having it written in-house, the company may look for an existing title. If the book looks reasonably good, reads well, and fits the company’s needs, and if the pricing works for everyone involved, the business may buy nonreturnable copies, usually at a discount. These opportunities are everywhere. With the right subject matter, all you have to do is recognize opportunities and make the appropriate introductions.


			7. Direct Mail


			Letters, Postcards, Brochures, and Catalogues


			Yes, snail mailings still work. Just check your mailbox. Direct mail can take many forms, from pitch letters enclosed in envelopes to fancy four-color brochures. In addition to selling books, they can promote you as a speaker.


			There are five things to consider when creating a mailing campaign. First, the copy needs to appeal to the person receiving it. Second, the copy should always provide information on how to purchase the book and include a link to a website that will tell the reader more about the title. Third, the mailed materials, including the letter, should be visually appealing. You may require the services of a freelance artist to make everything appear as attractive and professional as possible. Fourth, it is crucial to obtain and use the right mailing lists. You can put together your own list gathered from information found on the Internet, or you can buy a list from a reputable mailing list company. Fifth, if you are doing a large mailing, you might need the services of a mail house that specializes in both printing and handling bulk mailings. You can, of course, have some color flyers run off at a local print house and do the mailing yourself, but bulk rate mailings are cheaper, and realistically, it may be impractical for you to address, stamp, and even fold and seal large numbers of pieces. Before you do a bulk mailing, though, consider smaller test mailings. This will tell you whether the mailing is generating adequate response to justify the cost of larger efforts.


			8. Online Marketplaces


			Online Book Retailers, Book Websites, and Blogs


			For any and all authors, online book retailers offer a truly level playfield for the sale of books in any format. Of course, everyone knows that Amazon.com is a place where books are sold online, but there are so many other online book retailers that could be selling your print or e-book, including Barnesandnoble.com, Target.com, and Walmart.com, for starters. Additional online book retailers of e-books include Kobo, iBooks, Scribd, Bookshop.org, and others. Most online vendors offer opportunities that you can purchase to market and promote your book. Just be aware that this may be costly, and it may not necessarily result in the number of sales for which you’re hoping.


			You could also open a store for free or for a monthly subscription fee at one of the online stores such as Shopify, which offers a free fourteen-day trial, then a monthly subscription fee. Other popular online sites where you can either create your own store or add your books to sell include Etsy, eBay, Amazon, Squarespace, and Facebook Marketplace. (See the listings for these selling options in the Resources section.)


			Yet another option is to sell your book on your own author website or even your publisher’s site. (In the second case, the publicity you are doing will drive more traffic, and hopefully more sales, to your publisher’s site, which will benefit everyone.) If you do not have an author’s website yet, in the Resources section, you will find options for creating one. Establishing an author page on Facebook.com is another option that some authors choose instead of a dedicated author website. However, there are advantages to having your own author website. For instance, if you have an effective “Contact Us” part of your site, the media will have a simple way of contacting you about possible interviews. The time, effort, and cost of creating such a site and keeping it up-to-date have to be weighed against the site’s publicity benefits.


			CONCLUSION


			Hopefully, the information in this chapter has provided you with a clearer picture of where you stand as the author of your book, and what marketplaces may or may not be available to you. Experienced publishers work in this world every day. But for many authors—­especially first-time authors—it is likely to be unfamiliar territory. Without both understanding the barriers that exist and recognizing the many sales opportunities that are waiting for you, it is easy to get lost. As you become increasingly familiar with the marketplaces, though, you will be better able to avoid pitfalls and to find those places that can help you sell more books.


			Now that you have a greater understanding of marketplaces, you must determine who your promotion will target. In other words, who are the potential readers of your book? The more you know about your audience, the more focused and effective you can make your marketing plan. Chapter 2 will help you identify the people who are most likely to buy and read your work.


		


	

		

			2. Know Your Audience


			Figuring out who would most likely have an interest in a particular book, and how you can reach that person, is one of the secrets to achieving the sales and recognition that will make writing and publishing your book worthwhile. Too often, I have heard writers tell me “My book is for everyone.” My response is usually, “What do you mean by ‘everyone’? Does that include both children and adults? People who read only romance novels as well as those who prefer thrillers? World War Two enthusiasts as well as dedicated do-it-yourselfers?” The truth is that no book is written for everyone.


			While you may enjoy writing, if you don’t know who you are writing for, you are going to have a difficult time reaching your audience. Once you have a clear understanding of who your potential readers are, you can develop your promotional plan, which you will learn more about in the chapters ahead. Nevertheless, identifying your audience is not always as simple as it sounds. In this chapter, we will look at the various factors that can help you recognize your book’s readers. You will also learn what makes audiences different from one another. And you will see that by focusing your publicity so that it reaches and appeals to these readers, you will be better able to design an effective publicity campaign.


			WHO IS YOUR AUDIENCE?


			Every successful published book has one or several audiences. The first means of categorizing a book in terms of its audience is by considering the target age group. That is the broadest of audiences.


			Books for Young People


			Books for young people are divided according to age and grade, with text becoming longer and more advanced in vocabulary as you move from titles for younger children to titles for teens. Of course, a child whose reading skills are more advanced than those of his peers sometimes prefers books in categories designed for older children, so although you may target your book for a certain age child, it may appeal to younger or older children, as well. Also, some books cross over different categories. The Harry Potter series, for instance, is famous for appealing to children of many different ages and reading levels, and even to adults!


			Below, we’ll first look at the children’s book audience, which is divided into three general segments. After that, we’ll look at books designed for the middle school and young adult audiences.


			The Children’s Book Audience


			As already mentioned, age is most important when you are determining how to promote a children’s book. Children’s books are divided into several basic categories based on a child’s age and reading ability. These include the following:


			

					
Board books are picture books designed to be read to babies and toddlers by their parents as well as to be explored and handled by the child. Small in size and made of heavy laminated paper or cardboard, these books are easy for little ones to hold.


					
Picture books are designed to be read by parents to their preschool children. They are larger in size than board books, but like board books, they tell their stories through a combination of pictures and brief text.


					
Bridge books are seen as a bridge between picture books, which parents read to children, and early readers, which children read to themselves. Put simply, these books have fewer graphics and more text than picture books. The books vary in difficulty, and some librarians view these books as early readers, described below.


					
Early readers, sometimes called easy readers or independent readers, are geared to be read to or by children from ages five to seven. The words used in early readers are very basic, and the sentences are short.


					
Chapter books, which are to be read by children who are seven to ten years of age, tell their stories primarily through text, although illustrations are included.


			


			Generally, books that are shelved in the above categories in bookstores and libraries are fiction, meaning that they include imaginary characters and events. Nonfiction books, which are fact-based, are shelved in a separate section, in which the books are arranged according to subject matter rather than age. Thus, you could have a nonfiction book designed for a six-year-old shelved next to a book geared for a ten-year-old. (For more information on fiction and nonfiction, see the discussion that begins on page 24.)


			While the ultimate users of these titles are children, it is the parents and librarians who select the titles to be purchased. For early readers and chapter books, it is parents and librarians who buy the books, and teachers who recommend these titles to parents. Especially successful publicity for this category includes the prepublication reviews that appear in journals such as School Library Journal, Kirkus Reviews, and The Horn Book Magazine, but these reviews are difficult to obtain. A type of effective publicity that is usually easier to secure includes author events at local libraries, with parents and their children in attendance, and author events that take place at schools, with teachers and pupils present. We will learn more about getting publicity for your book in later chapters.


			The Middle Grade Audience


			The middle grade audience includes children of ages eight to twelve. This is a relatively new category of books. Some even consider it a subcategory of the young adult, or YA, audience, which is described below. The experiences of those in middle school, however, and even the vocabulary and concerns of those just entering puberty are often quite different from the vocabulary and concerns of a YA audience. Just like the YA audience, these books are often chosen by parents, teachers, or librarians, who buy or recommend the books for the children.


			In libraries, middle grade fiction and nonfiction books are usually shelved in separate sections. In bookstores, however, they may be shelved together.


			The Young Adult (YA) Audience


			This audience is composed of teenagers from age twelve and up. The books this audience chooses reflect many areas of interest of adult audiences, but are written to appeal to teen readers. The people who actually buy these books may be parents of teens, teachers and librarians, or the teenagers themselves.


			Like middle grade fiction and nonfiction, YA fiction and nonfiction are often shelved separately in libraries but together in bookstores. When determining who might comprise your audience for a YA nonfiction book, you should look at the subject matter of your book, such as how to get along with your classmates, how to make the most of your summers during high school, and so forth.


			Graphic Novels


			Graphic novels began to appear in the 1970s, and over the years, they have become increasingly mainstream. Written in comic-book style, they are composed of panels made up of sequential images and text. As the word “novel” implies, many graphic novels are stand-alone stories, just like regular novels. Some, however, are published in serial form, like traditional comics, and then bound later as collected editions.


			The graphics in these novels allow children to read above their independent reading level, making kids more comfortable with reading so that they can gradually transition to more challenging text. Graphic novels are available for different reading levels, from age five up. Some are original works, and some are adaptations of existing books for young readers. As you may already know, there are graphic novels specifically designed for adults, too.


			The Adult Audience


			For the most part, books designed for the adult audience are divided into fiction and nonfiction. Within each category there are various genres and subcategories.


			The Fiction Audience


			Fiction can be defined as literature that is created from the imagination and is not presented as fact. In general, both the people and the events in the stories are not real, although there are exceptions. For instance, a novel may involve the sinking of the Titanic, which is a real event, but instead of presenting a factual account of the tragedy, it will usually involve at least some imaginary characters and may also change aspects of the event to serve the plot. Similarly, a work of fiction may include real-life people such as George Washington or Isaac Newton, but again, instead of strictly following the facts, it will weave an imaginary story that includes some fictional characters.


			Anyone who has spent time in a bookstore or library knows that there are many types, or genres, of fiction. Some of the most popular genres include:


			

					Fantasy


					Graphic novels


					Historical fiction


					Horror


					Literary fiction


					Mystery/crime


					Police procedurals


					Psychological fiction


					Romance


					Science fiction


					Suspense/thrillers


					Westerns


					Women’s fiction


			


			There can be considerable overlap between these categories. For instance, a book that is categorized as a mystery in one bookstore may be a thriller in another store. Similarly, police procedurals are often found in the mystery/crime section. If you’re not sure which readership your book is targeting, look for similar books in your local library or bookstore, and you should be able to home in on your audience.


			Why is it so important to know your intended readership in fiction? Readers of a certain genre have certain expectations, and they choose books in that category because they have enjoyed similar stories in the past. As a writer, you can use this to your advantage by modeling your book on the best titles in your genre. As someone who is marketing your own book, it’s crucial to make your genre clear to both booksellers and your intended audience. If your book is categorized in the wrong genre, potential readers may never discover it. On the other hand, if you correctly identify your readership, you will not only make your book easier to find but may also be able to recognize special marketing opportunities. You may discover, for instance, that your romance book can be marketed to a romance book club or sold to a company that creates romance book subscription boxes. If you don’t know who your readership is, you are likely to miss these kinds of targeted opportunities.


			The Nonfiction Audience


			Nonfiction writing is based on facts, real events, and real people rather than on stories and characters that have been invented. Very often, these books provide valuable information and guidance in a particular area.


			The number of subjects, or genres, included in nonfiction are virtually endless. The following are among some of the most popular genres:


			

					Art


					Biographies and autobiographies


					Business and economics


					Cookbooks


					Crafts and hobbies


					Health and wellness


					History


					How-to


					Humor


					Parenting


					Pet care


					Philosophy


					Politics and social science


					Psychology


					Religion and spirituality


					Science


					Self-help/motivational


					Sociology


					Sports


					Travel guides


			


			Remember that the above is just a sampling of nonfiction genres. There are many more. Also remember that within each category, there are many subcategories. For instance, under cooking, you are likely to find cookbooks on different cuisines, vegetarian and vegan cookbooks, etc. In the history category, you can find ancient history, books on specific wars, books on the history of different countries, etc. Just as in fiction, if you are not sure where your nonfiction book belongs, you can probably figure it out by determining how similar books are categorized in your local bookstore.


			Like the world of fiction, nonfiction provides marketing opportunities for the writer who has correctly identified his genre. If you have written a how-to book on sailing, for instance, you might talk about your subject and present your book to fellow sailors at a local sailing club or at your local library. You might also want to direct review copies of your book to sailing magazines.


			The World of Poetry Books


			For hundreds of years, poetry was the most popular form of literature. The art of writing in verse could be used in works of both fiction and nonfiction. It could tell stories of adventure and romance, or it could present political or religious beliefs.


			Now, poetry is a niche market, and bookstores and libraries usually offer collections of only classic poetry or poems by well-known known modern poets, although there are exceptions. Nevertheless, there are still bookstores that offer a substantial number of poetry books. Poetry lovers rely on these stores, which sometimes provide weekly readings by both local and nationally known poets. Poetry readings (and books) are also sometimes offered at community centers and libraries, and authors can also make themselves known through literary magazines and websites that focus on poetry. If you have published a book of poetry, it is important to learn where your readers can be found and how they can best be reached.
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