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Chapter One

THE TRUTH ABOUT MARKETING

I don’t know about you, but it seems that I am constantly in search of
the ONE big marketing secret that will make a sudden diﬀerence in
my fortunes. I am convinced that there is a secret cabal of successful
authors who have found “the magic” button to push that makes them
millionaires. They are keeping the location of that button secret, and
only divulge it to a select few.
Does this sound like you? Always looking for the ONE thing that
will work. Unfortunately, with 20 books under my belt—five traditional and the rest indie—and more than a decade of self-publishing
and marketing, I know there is no one secret. There is no easy way to
just do a few things and be certain that it will catapult you to success.
Anyone who tells you diﬀerently is lying!
In fact, when you get a bunch of successful authors in one room (I
define this as those making over 100K per year), they will share some
secrets and other authors in the room will say: “That never worked for
me. Or that doesn’t work anymore. What works is…” It is darn frustrating!
The truth is that it is a combination of techniques that need to be
applied consistently, and that need to be changed based on the
changing publishing landscape. For example, what worked in 2011 does
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not necessarily work today. Even what worked last year in 2016 may
not work today. There are a few things, like having a sizable and active
mailing list of true fans, that stand the test of time. But everything
else? Sadly, not so much.
Even worse, some techniques that work for one genre (e.g.,
romance) may not work at all for another genre (e.g., science fiction).
And what works for fiction has little relationship to what works for
nonfiction. When many authors realize these facts, they tend to either
throw up their hands and say: “I guess I should never count on making
money at writing, then.” What follows that statement is the mindset
that writing will be their hobby, and soon after they simply stop
writing.
For those writers who don’t give up, they tend to begrudgingly try
to learn what types of marketing will work for them. However, they
quickly realize the learning curve is significant and it takes a lot of
time. Then they are faced with the dilemma of writing versus marketing, versus paying someone to do all or some of the marketing. That
was me in 2011—the begrudging writer who didn’t want to spend the
time and energy learning this “marketing stuﬀ.”
Before you give up on this book, let me say that it IS doable, but it
doesn’t happen overnight. Also, marketing works best when there is a
backlist of books to help spread the costs and assure a better return on
investment (ROI) of your time and money. So, if you are just getting
out your first or second book, you will want to throttle back on your
marketing eﬀorts and concentrate on getting more books out first.
Not that you should do no marketing, but don’t go all out and spend
thousands of dollars on your first book launch (or your second) and lots
of time engaging your readers to the point you are not writing the
next book.
Of course, if you are independently wealthy and willing to spend
money without much return on your investment, then definitely go for
it. Experiment. See what works for you and what doesn’t.
Money does aﬀord you a quicker start up. However, it does not
make up for a lousy book over the long term. You may see a quick
return, but once people start reading the book and don’t find it interesting or entertaining or helpful (depending on the genre), bad word of
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mouth will kill any additional success on that book and on others that
may follow it.
I will share a lot of ideas on marketing and what has worked for me
in this book. I will tell you why it works or doesn’t work as best as I
can. However, just like that group of very successful authors in one
room, not everything that works for me will work for you. Marketing is
hard work. It takes testing, analyzing, evaluating, and testing again. It
takes a concerted eﬀort to stay on top of what has change or may
change in the future and then testing, analyzing, and evaluating to see
if the new stuﬀ works for you.
Sorry! No big EASY button to push.
But I will provide you a solid foundation in: the concepts, the technology: the why, how, and when things work; and the means to analyze
whatever comes in the future. If you can get that down, you can move
forward on your own without many problems.

THE BIG OVERVIEW
Let’s start with an overview of indie marketing—what works and what
doesn’t. This is the quick and dirty 14-15 pages to give you the scope of
the book. Don’t worry, I’ll get into the details for those things that DO
work. So buckle up.
Depending on your pre-conceived notions and what you’ve read
before, you may be ready to fight me on some of these that don’t work.
Remember, the overriding secret to marketing is anything can work
given enough eﬀort, time, and money. What I’m sharing with you is
what I’ve found works for me and most people I know. But you aren’t
me, so you will need to test and see if it works for you—what you
might need to do is to tweak a process or an ad to make it work for
your specific market.
When I write my books, I am an emotional person. I become best
friends with my characters and I tell their stories. The wonderful thing
about that approach is that I tend to write emotional books. The awful
thing about that approach is that, when it comes to marketing, I don’t
want to let those characters down by not getting their story out there
to thousands of readers. When I finish a book, I truly believe that
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every person who enjoys the genre I write in needs to read this book.
Not because all those buyers will make me lots of money (not that I
turn down sales), but because I learned something in the process. With
every book I learn something about myself, about communication in
life, about making tough choices. That makes me believe that a reader
might find something beyond a good story that speaks to their life too.
The problem is that marketing cannot be an emotional journey for
the author. To be good at marketing, you have to be analytical. You
have to be the person who can look at your book and honestly decide
if your baby is ugly. If it is ugly—defined as not an easy sell because it
doesn’t meet the genre criteria—then you have to convince the world
that your baby has a special value they can’t live without.
Far too many authors think that book marketing is about selling
your book. It’s not. In fact, the more you try to sell your book, the
more you turn oﬀ potential readers. Book marketing is about
convincing your potential readers of the VALUE of your book. That
value is not the story, not the price, not the genre. That value is the
EXPERIENCE of reading your book. You need to understand what
experience your readers want to have and capitalize on that.
For example, romance readers expect a focus on the romantic relationship. Whether sexy or sweet, whether contemporary or paranormal, the reader wants the EXPERIENCE of falling in love,
overcoming obstacles together, and true love winning in the end. To
market a romance you need to sell the falling-in-love experience.
In a science fiction novel readers want to EXPERIENCE something new, something that causes them to think of the world in a
diﬀerent way, and if there are some cool gadgets that make sense based
on an extrapolation of today’s science all the better. Whether social SF
or space opera, a part of what you are selling is that sense-of-wonder
experience or the learning-something-cool experience.
Every fiction genre has an experience attached to it. This experience is more than the genre tropes. It is a need to feel something: love,
fear, hate, admiration, misery, rage, lust, surprise, terror, zeal and many
others. If you can make a list of the experiences (emotions) your reader
feels when reading your book(s) then you are most of the way to understanding what VALUE you have to sell.
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Even nonfiction delivers an experience. Yes, nonfiction tends to be
written to teach the reader something. However, great nonfiction also
delivers an emotional journey as well. For example, the history of
WWII has been written about in hundreds of books. The ones that
provide an experience, are the ones that bring the war to the level of
its impact on individual lives. When talking about the blitz in Britain
one can provide a lot of facts: how many bombs were dropped, how
many people died, the years of the war, the politics. But what readers
remember are the true examples of a single person or family experience. Sharing the true account of someone who was in a home during
the bombing—the sounds, the smells, the fear, the grief—makes the
war real and memorable. Or the account of a family who chose to send
their children from the city to live with strangers in the country, not
knowing how they would fare or if they would see each other again.
If you can sell the value of your book as an experience then you have
set a good foundation for marketing. Once you have that value identified, you need to make sure that, when your readers try your book, that
they do get the experience you promised. And the only way to know
that is to engage with them. To have your readers tell you what they
experienced and if it met their expectations.

PRIMARY WAYS TO ENGAGE READERS
I could tell you about all the usual stuﬀ—get on as many social media
platforms as possible, join book groups, blog a lot, ask questions of
your readers, send them lots of FREE stuﬀ. All these tactics are ways
to engage with readers, but let’s face it everyone is doing it. It’s hard to
stand out in the crowd. And the readers who engage with you on social
media tend to already be your fans, friends, and family. So, the question
is how do you get them there in the first place?
The trick is to approach your engagement from the perspective of
the reluctant reader—like a teacher might try to engage a student who
doesn’t want to read. I like this approach because, as an author who
will be new to a lot of people, I know those new readers are reluctant
to try my books. Here are some interesting ways to take the techniques and use them in your social media and blogging life.
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Help the reluctant reader realize that reading books can be a
refreshing and rewarding alternative to TV, movies, shopping, or
hanging out with friends. Have discussions about the diﬀerences
between the book and the movie versions of a story. More than 70%
of movies are adapted from books. It’s a great way to get noticed to
talk about a movie and then compare it to a book. Share how a
recent shopping trip reminded you of a scene in a book. Connect
incidents in real life with stories in your genre. It can be your book
or someone else’s book in these conversations. In fact, a little of both
is good. Remember: You are not “selling.” You are engaging. You are
being the cool, well-informed reader who happens to also be an
author.
Help the potential fan discover, or remember, the pleasures of
reading. Talk about where you like to read, when you like to read, why
you like to read. Share pictures of great reading nooks. Pinterest has
lots of these kinds of pictures. Share your own special place where you
read. Libraries have been running a campaign called READ where they
have a picture of a celebrity reading a book. Find those and post them
from time to time. Whenever you finish a book you’ve read, talk about
it. What did you like? In other words, just be a READER and chat
about the joys of reading.
Encourage reading beyond your own books. One of the things that
makes potential fans run away from a new author is when the only
books you talk about are your own. That is seen as sell, sell, sell. Steer
your fans toward good books by other authors. Consider even doing
some type of introduction with another author who writes books
similar to yours.
One of the things I do with my Launch Team is celebrate their
birthday by gifting them a book by their favorite author (and it can’t be
me). I’m not gifting them MY book, but someone else’s book. If it is
someone I know and also like, I share what I love about the author’s
book too. If it is someone I don’t know, I ask what it is about that
author’s books that make them a “go to” author for that person. This
not only let’s them know it isn’t all about me, but it also gives me information about who they are reading and why. I often learn about
authors in my own genre who may have books similar to mine—similar
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themes, similar character traits. After all, I can’t possibly know all the
books and authors in my genre.
I like finding those new authors, because it opens up my network
and often we will find opportunities to help each other in the future.
Though I may not see the similarities between my books and a fan’s
favorite author, the fact my super fans are reading both my books and
this other author’s books means I should pay attention.
If you enjoy reading aloud, consider putting out videos or podcasts
with you reading from your own books and other author’s books you
like. Always be sure to tag the other author so they know you are
giving them free promo with your fans. It will help to build a good
reputation for you being someone who is willing to share, not just out
for yourself.
The key to engaging readers is to be involved in the same things
they are involved in. To go where they go and enter discussions. For
example, most bloggers talk as much about movies and TV shows
today as they do about books. You need to do the same.
I know some of you may be saying: “I don’t have time to read other
authors or watch movies or even TV.” I certainly feel that way myself.
But I also know I need to make time. If I don’t make time to read and
share my love of reading, then readers won’t feel that I have a good
sense of what they like in a book. It is work, but it helps me to understand what is important and how I can deliver the experience they are
looking for.

MARKETING VERSUS PUBLIC RELATIONS
When looking at selling a product—a book—many authors get caught
up in whether they should be looking at Public Relations (PR) or
Marketing. When I started down the marketing path, I thought of PR
as fluﬀ, something I couldn’t measure for ROI, and that it costs way
too much money and takes too much time. Whereas, marketing is
direct, measurable, and can get results. The reality is that you need
both. AND you need to understand how they work together in order
to take advantage of both of them.
My misunderstanding was that my knowledge of PR started and
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stopped with newspaper articles, media kits, and pushing events.
When, in fact, PR is how one sells an EXPERIENCE vs a product
(your book). That experience is critical to sell first. Then the book
(product) is marketed as proof that you can deliver that experience as
promised.
In short, Public Relations (PR) is the larger picture—the brand as a
whole and growing that brand, building a reputation and engagement
with that brand. Marketing refers to a specific product within the
brand or a set of products. To put this in the perspective of authors,
PR is the author brand where as Marketing is about a specific book or
series of books.

PUBLIC RELATIONS
According to the Public Relations Society of America, PR is defined
as “a strategic communication process that builds mutually beneficial
relationships between organizations and their publics.” When you
think of a company like Apple, you get a certain feeling about the
company. For example, I believe that Apple’s brand is one of clean
design, good user interfaces, and a nod to being on the leading edge of
technology. That’s PR. That’s what the company has spent years trying
to get people to think whenever they think of Apple. It does not refer
to a specific product (e.g., the iPhone or the Mac computer or the
Apple watch). Instead, it builds an expectation in the public for something good, worthwhile, well-designed, and hip.
As an author, YOU are your company, your brand. Even if you are
traditionally published, you do NOT want your brand to be your
publisher (e.g., Harper Collins or Penguin Random House) If you let
your publisher build your brand and you leave, or they are no longer
interested in your books, you have to start over. Much safer for the
brand to revolve around YOU.
You want to build an expectation that when someone reads one of
your books or comes to your blog or interacts with any content that
you produce, that they will have a specific kind of experience. For
example, if you think of Stephen King, you most likely think of horror.
You most likely think of a particular kind of horror—one that is based
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on manipulating your mind to think one way so that you are surprised
during the story. Stephen King has written more than 100 books. Not
all of them are horror. However, I would guess that all of them do
depend on manipulating your mind to think against the grain, whether
fiction or non-fiction.
What kind of experience does your reader get when she encounters
YOUR work? That experience is your brand. You need to communicate that brand all the time, in every piece of content you write, and in
everything you do. If you are a single genre writer, and always plan to
be, you can associate your brand with a genre. Romance writers tend to
create a brand that is about finding love, hanging on to love, relationships, etc. They diﬀerentiate themselves by subgenres (contemporary,
historical, suspense, paranormal, SF) and then even further by themes
—dark or light, sexy or sweet, inspirational or rebel—and other
aspects. Most genres have these type of breakdowns to help define
your brand within a genre.
On the other hand, there are also a substantial number of authors
who write in more than one genre, and also do both fiction and nonfiction. This is where my writing falls. It is more diﬃcult to determine
your author brand in that situation but you can still do it.
If you use diﬀerent pseudonyms for each of your diﬀerent genre
books, some authors still choose to do a genre-based brand and they
maintain a diﬀerent brand for each name. I started oﬀ that way—three
websites, three Facebook profiles, three Twitter profiles, etc. By about
book eight I was pulling my hair out keeping track of all of that. I then
combined all of those names and profiles into one website, one Twitter
profile, one Facebook profile and looked for a brand that could speak
to all those diﬀerent sides of my writing life.
Most writers have core stories no matter what genre they write in.
My core story is one of finding identity/purpose and then following it
however diﬃcult that may be. I’m also very interested in the concept
of heroes—not the big Batman or Superman type hero, but the
everyday hero. What actions/decisions do we make to become a hero
and why is it so hard to make those decisions?
Whether I am writing a romance, a suspense novel, SF or Fantasy,
all of my characters are engaged in these two things: finding purpose
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and becoming a hero. Even my nonfiction has those elements. The
book you are reading now is designed to help you decide who you are
as a writer and how you can make diﬃcult decisions to be more
successful.

WHAT IS YOUR CORE STORY? WHAT IS YOUR BRAND?
Your brand or core story doesn’t have to be serious or deeply philosophical. It just has to be true to you and your writing. It might be
something as simple as “Love is the answer,” or “Be careful where you
step” or “Entertainment and Escape.”
Once you know this, then it is up to you to capitalize on that
through your website look and feel, your social media look and feel,
and in all your content. This usually doesn’t happen over night. I’ve
been contemplating this question for the past five years as I’ve
branched out to novels in diﬀerent genres. My website has changed
many times from being primarily product marketing toward branding.
It is always a work in progress that becomes more defined as I write
more books and use my brand to gain better recognition and more
readers.
Your brand is a logo, it’s a picture, it’s content, it’s media. It’s every
way that you communicate with the public at large.
It helps to have a nifty tag line. But don’t fret if you can’t come up
with one right away. At least list what are the values of your brand and
begin thinking about how to make sure that message is getting out
there consistently.
PR stimulates awareness of (and hopefully the demand for)
your company—you as an author.
PR strengthens your company’s image and how it is
perceived. Are you perceived as an inspirational person? A
funny person? A serious person? A researcher? A great
storyteller? A wallflower? A snarky person? An empathic
person? None of these are bad images. The question is how
does YOUR image reflect your brand and thus your
products.
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PR can even increase search engine visibility and organic
searches for your brand by consistently setting up
expectations, perceptions, and experiences that deliver on
your brand promise.
Despite these benefits, public relations is often not strong enough
to stand alone; simply an accurate perception is not enough to measurably and notably increase your income. That is where a marketing
strategy becomes your workhorse for income.

MARKETING
The American Marketing Association (AMA) defines marketing as
“the activity, set of institutions, and processes for creating, communicating, delivering and exchanging oﬀerings that have value for
customers, clients, partners, and society at large.” Marketing is more
focused on products and tends to be more measurable in terms of
specific tactics that yield measurable results. Most people think of
marketing as advertising. That is an important part of it, but certainly
not all of it. I think of marketing as a way to provide your best friend
with something they really want, even though they may not know it.
Have you ever tried to set someone up on a blind date? If so, you
knew the two people as individuals and in that knowledge found a lot
of commonalities—perhaps in what they like to do, life philosophy,
maybe even fashion sense. That is what marketing does. It defines
specific benefits for people who purchase products from your company
—your books. It shows them how they will get value out of
your books.
Like PR, Marketing wants to build a relationship, to foster it, to
watch it grow and flourish. It is truly about adding value. PR says “I
have a wonderful home for you to stay in. It matches your personality
and the needs for basic comforts in a home.” Marketing gets more
specific and says: “My home has the most comfortable beds, and there
is a swimming pool that looks out to the mountains, and the cook in
the kitchen will prepare all the things you like to eat.” In other words
it defines the value.
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PR says you are competent, trustworthy, and will deliver a specific
kind of experience and relationship. Marketing specifies what that
experience is and how it adds value to the consumer—your reader.
Below is a helpful summary list of five diﬀerences between
marketing and PR.
1. Focus. Marketing focuses on delivering a valuable product,
while public relations focuses on relationships with your
customers.
2. Function. Eﬀective marketing directly contributes to
income in a measurable way. In other words, I can say a
specific Facebook ad brought in 500 new readers for my
mailing list or on another ad I sold 100 books. I can say this
because I can track what happened on a per user basis.
Public relations indirectly supports goals and objectives.
Though valuable, it is very diﬃcult to measure the impact of
PR. You may be able to get a sense of PR eﬀectiveness
through surveys, but it is not possible (at least for me) to
find a one-to-one correlation to sales. PR is your reputation
as an author. Without consumers believing your book will be
a quality experience in a professionally presented package,
they won’t try it because they don’t want to waste their time
and money.
3. Target. Marketing's target is the customer. Marketers
strive to meet specific customer demands in order to
move a product (your book) from producer to consumer.
PR targets a range of public entities and goals that
collectively support your objectives. Examples of these
public entities include readers, the media, suppliers or
contractors (e.g., your cover designer, your editor, your
web designer, your distribution partners), the community,
investors (like on Patreon or Kickstarter), reviewers and
analysts.
4. Carryover benefits. PR contributes to your success by
building and maintaining a positive social and business
environment. If the public has a favorable perception of you
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or your company separate from your products, it can lift
your marketing and price promotion strategy.
For example, why can a bestselling author charge more for her
books than you can? Because that author’s reputation (PR) is that she
will consistently deliver a great story that provides a satisfying experience. Only PR generates this feeling. PR is the diﬀerence between a
reader buying an entire series—investment of both time and money—
instead of one book.
Marketing does not create perception of a brand or company. It
creates a suggestion of value for a product. Do people go on to
purchase other books after finding one they like? Yes, but that is not
something you can count on marketing to create. That is why you need
both Marketing and PR working seamlessly together to create an environment where you sell consistently.
PAID, EARNED, AND OWNED MEDIA
Paid media – This category is all about advertising, whether that’s
online, on the radio or television, or even through flyers or signboards
at conferences. Paid media plays a major role in the marketer's
campaign strategy and consumes the bulk of most marketing budgets.
An extreme example is Super Bowl advertisements. According to
Bleacher Report in February 2017, the cost of a Super Bowl ad was a
record $5 million for a 30-second ad spot.
Marketing tends to cost money on a consistent basis. Though it is
unlikely most authors would pay for a Superbowl ad, successful
marketers DO consistently set aside a marketing budget that is being
spent every month.
When I began marketing ten years ago, I was loathe to spend more
than $20 in a month. I just didn’t see the ROI. Part of that was
because I didn’t have a good backlist then. Also, part of it was that $20
isn’t enough to make a big enough impact to be able to measure ROI.
Sure, when I’m only selling 10 books a month and, after an ad, I sell 15
books the next month I might believe the ad worked. However, a
diﬀerence of five books in such a small sample size is not really easy to
correlate to that marketing eﬀort—especially over 30 days. Far too
many intervening variables come into play over a 30-day period.
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On the other hand if I ran Facebook ads for an entire month and
spend $150 ($5 per day), and my mailing list goes from where it has
been for a year at 400 subscribers to 3,000 during that month, chances
are I CAN make a direct correlation to my marketing. Both the
mailing list size to start is a larger number and stable, and the
percentage of change in a short period is extreme.
In 2016 I started using a good budget for marketing eﬀorts. I
learned two things. 1) Getting people on my mailing list increased sales
of my backlist. 2) If I stopped my ads for a month or two it created a
very noticeable decrease in sales. Paid advertising needs to be a consistent part of the career author’s budget. The question is to make sure
you are making more money (after deducting ad costs) than you were
without advertising.
Owned media – Examples include websites, blogs, Facebook and
Twitter profiles. Most authors think of these platforms as places for
marketing instead of PR. I would suggest that social media should be
80% PR and 20% marketing. Social media’s nature is to build relationships and interaction with readers (PR). Though there are selling
opportunities on social media via ads and boosted posts (marketing),
those should be targeted at bringing in new readers not selling to
readers who already follow you and are more likely to buy. Those who
already follow you are looking to engage. They have already drunk your
author Kool-aid and they want to buy your products. If you use social
media to primarily sell, then even your best fans will no longer pay any
attention to you and they will stop engaging.
This doesn’t mean you never tell them about a new release or
encourage them to buy your book. You do that through email and one
mention on your Facebook page (that you then boost for new reader
engagement). Then you spend your marketing budget adding more
people to your email list, moving them through the process to
becoming superfans, and thus getting more consistent sales.
Earned media – Earned or "free" media is part of the PR professional's playbook. Earned media is published through third parties
such as bloggers, journalists and other influencers. It also includes
word-of-mouth recommendations via social media. Earned media is
perceived as more credible than paid media because of third party-
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endorsements. How do you get earned media? In exactly the way it
suggests. You EARN it. That means you have become an expert on
something, or you have consistently delivered on your promised experience with your fans.
For example, I frequently do talks with author groups to share my
knowledge of indie publishing. If they like my workshops, they share
that information with other author groups. Over many years, I’ve built
a reputation as a reliable/knowledgeable person on topics relating to
technology and author businesses. When a newspaper or magazine
needs an expert, they contact me for quotes. When an author organization or group needs an article or wants to do an interview, I accept.
The fact they asked is an endorsement of my worth.
Not everyone wants to be an expert, or do workshops, or stand in
front of people and talk about their experience and opinions. However,
anyone can be an expert if they put their mind to it. If you write
mystery fiction, you can become the go to person on recommending
other mystery authors. Or you could become an expert on the variety
of ways authors kill characters.
Do you have a day job that provides background for your books?
You can become an expert on that. Do you do research for your books?
If you write Historical Romance, perhaps your research provides you
expertise on period dress, or Regency dancing, or specific politics and
wars at the time of your book. Did you spend significant time looking
into poisons and diﬀerent ways to kill oﬀ a character? This is something interesting to share with other authors or a reader group. It is a
way to be known for something other than trying to sell your book.
The key is to oﬀer it freely and become known as “the person
who knows”.

WHAT EXACT TECHNIQUES WORK BEST FOR AUTHOR PR AND MARKETING?
The answer is “it all depends.” I know that is frustrating to hear, but it
is true. It depends on the experience you’re promising your readers.
What works for a humorous writer of contemporary dating romances
is diﬀerent than what works for a writer of dark, paranormal novels
where it is never certain the hero will win the day. Everything from
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voice to graphics to emphasis on mood and themes depends on the
experience you are promising the reader.
It also depends on YOU. What kind of personality do you have?
How do you represent yourself in person and online? Are you serious?
Funny? Shy? Outgoing? Do you like being the center of a party or a
participant? Or are you the one—like me—who would prefer to find a
nice little corner and spend the entire evening getting to know one or
two people who have interesting things to say?
I ask these questions because every technique requires followthough, and that follow-through requires a certain kind of personality.
The way an introvert approaches a marketing plan is very diﬀerent
from the outgoing person who gets their energy by interacting with
readers all the time. If you can’t follow-through, then you might as well
not do it at all.
No matter your personality you CAN build a marketing plan that
works for you. The key is being true to yourself. Don’t try to be the
person you think you must be to market. If you aren’t true to yourself,
you will be miserable and you will give up on it or rarely engage.

BRAND BUILDING EXAMPLE
I’ll use myself as an example. Here is my tagline: “Stories of making heroic
choices one messy moment at a time.” Probably just in reading that line you
have already formed some opinions about my books, and maybe about
me too. The question is: Do your perceptions of me match what I
intended with that tag line? Here’s what I intended it to say:
I’m serious.
I’m interested in every day heroes.
My characters aren’t going to have it easy. Those “messy
moments” mean conflict and being unsure whether they will
win the day.
Every step of their journey will require them to make some
hard decisions—heroic choices.
The ending will be satisfying. Heroes always win in the end.
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So, from the PR side here are some of the things I thought about
for my branding.
Quotes about overcoming hardship
Links to articles about making the hard choices (top 5
things you can do to overcome …)
Adding a little humor now and then so people don’t think
I’m so serious that I’m boring.
Sharing emotional things, inspirational content—things that
make most people cry or go “Ahhhhh”—as well as practical
things to get through the hard times. There are plenty of
videos and memes out there to share on these topics. You
don’t have to make them all up yourself.
I do Facebook posts and Tweet all of the above regularly. It isn’t
hard to do this because it reflects ME. I’m not trying to be someone
else. Why do I share pictures of my cats? Because they are heroic in
their own right. They are rescues and were able to make it until they
were found. One of them not only nursed her own four kittens but
adopted an abandoned stray kitten and raised it as her own—a great
metaphor for characters in my stories that show how we choose to
make families. Cats show love and caring, and curiosity, and play in
ways that I can’t often capture in pictures of people.
Of course, all of my posts aren’t about my cats, but the point is it is
fine to use things from your personal life that reflect your brand. In
fact, most readers LOVE learning about author’s personal lives. Being
an author is one of those mysteries to many people. How can someone
spend so much time alone in her imagination and turn out book after
book? What makes that kind of person tick?
My Pinterest page reflects my personal interests—living tiny, traveling to interesting places, all about my home state—Oregon, reading
nooks and crannies, and lots of quotes that are uplifting. All of these
things let readers know that I am human and have many of the same
experiences they have. But it also still reflects my brand—making heroic
choices one messy moment a time. Once readers believe I am a good person
and I am reflected in my books, they will approach my books with the
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belief that my characters will seem true to life—that they can also
share experiences with them. In other words, I am already creating the
same EXPERIENCE with my posts that I deliver in my books. At
least that is what I’m trying to do. Without ever saying: “buy my
book,” I am still driving readers to my products.
On the Marketing side—the analytical side—I need to define the
VALUE of my books to deliver that experience. That value is
executed, first, by writing a good story that delivers on my promise.
No amount of marketing, PR, price discounting, or reviews will overcome a story that doesn’t deliver. Always focus on writing and finishing
a good story before putting any marketing eﬀort into selling it.
Assuming the story is good and that it does in fact deliver the experience I’m promising, marketing becomes a discoverability engine. It
provides a way to let people know the book exists and to trust it will
deliver the experience I’ve promised.
You can write the most amazing book that delivers on the promise
of your brand, and never sell past your immediate family and friends. It
happens all the time to good writers. In a world where over one million
new titles are being put up every year, it is significantly more diﬃcult
for someone to find you and your book. That is where marketing is
critical. Unless you are a celebrity, or someone with a huge platform
and thousands of followers, just putting up your book will not get you
more than the barest trickle of sales. You must drive traﬃc to that
product constantly.
What does my marketing entail? First, it is done through email and
social media campaigns to my fans. These are not only BUY MY
BOOK campaigns. Instead they are campaigns to explicitly proclaim
the value of my book by talking about the characters, doing excerpts,
providing social proof (reviews), and getting good word-of-mouth from
books that preceded the new one.
Techniques for this vary, but the #1 way that works for me is
engaging directly with my fans and then asking them to share what
they like with all their friends; and finding ways to reward them for
that sharing. For example, when someone joins my list, they enter into
a sequence of emails they will receive over the next two to three
months. The first two or three emails do not sell anything except me. I
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strive to show them I care about them (e.g., never spamming, how
often I’ll contact them, etc.) I share information about the book I gave
away for free and what it means to me. I talk about my excitement in
writing that book and what I learned in the process.
It isn’t until at least a month, and sometimes more, has passed that
I tell them about a product (next book in series or a boxed set) they
might value because they liked the free book. No hard sell, just an
expression of value.
It’s not that I never talk about a book release, or never have a link
to buy my book. I DO! When I do a launch for a new release, I do
send out an email about it’s availability and let them know they can
now get this experience again. I also do a Facebook post and a Tweet
and Instagram about the availability of that book. But I do NOT do
that three times a day for several weeks. I do NOT obsess over the
fact my selling numbers are down one day and increase the “buy my
book” fever on the next day. I trust that my relationship with my fans
will win out. I concentrate my direct marketing on potential new fans.
In reality, I am marketing all the time, but 90% of marketing is
about proving the value of the book so that the reader will WANT TO
buy it—will be dying to buy it when it releases. This marketing takes
place over a long period of time. It does not take place the two weeks
before and after release and then I move on. Also marketing is continuous. It is not something that only happens for a launch or a new
release. If readers ONLY hear from you to exhort them to buy something, they will stop listening. Some will run to get oﬀ your email list
and they will stop going to your social media sites.
The marketing begins three to six months BEFORE the book will
be released. It starts with sharing my excitement about the writing. I
focus on the experience I’m having during the writing. This experience
has a corollary to the experience my readers will have when the book is
available. I share excerpts along the way. I share my cover that is so
perfect because it matches the theme, or character, or overall experience of the book. I am building the expectation that my readers will
love the book as much as I do.
EVEN IF YOU HATE YOUR COVER BECAUSE YOUR
PUBLISHER DIDN’T DO WHAT YOU WANT, you are still going
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to share it and explain how/why it does help to provide the experience
the reader wants. If you complain to your readers about what is wrong
with the cover or the story, or the characters not cooperating by
making your writing easier, then your readers will approach the
finished product with the expectation that it is not good because YOU
are not happy with the way it turned out. That makes them reluctant
consumers and unlikely to buy the book. Even if you oﬀer it at a big
discount or free, they may not download it OR they may download it
but not read it. Who wants to read a book that even the author didn’t
enjoy writing or producing?
You can also give your fans opportunities to see related books as
you are ramping up—perhaps share a famous author who writes in your
genre and would have readers similar to yours. Give away that author’s
book in a contest. It shows your book can be positively associated with
that popular author’s book. Perhaps your character wears a certain
kind of bracelet, or necklace, or shoes. Post pictures of it. Give something away related to that picture.
This doesn’t mean you have to do giveaways every week leading up
to a launch. This is just one technique. It does mean you need to build
anticipation for an amazing experience. Think about your dream vacation. You finally get a chance to go, but it is three months away. What
are you doing during that three months? Chances are you are looking
at pictures of the destination, reading articles about what to do, asking
people who have been there what they most loved about that location.
It is the same way with building anticipation for a book.
The idea is that by the time that three to six month period is up,
your readers should have been engaging with you, talking about the
book, getting excited so that when you launch the reader feels she
absolutely must have your book. There is never a question of you
having to beg them to buy it. The only question is how quick can they
click your link.

BUT IT’S NOT SO SIMPLE!
I’ve tried to simplify the process. The theory IS simple. The execution
is not. It’s easy to be caught up in the PR and marketing—and obsess
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over whether it is working or not—and never write another book. That
would be a mistake. You can also spend a lot of money and get
nowhere, either because you only have one or two books or because
you’ve chosen the wrong things to spend your time and money on. Or
because you don’t know who your readers are. Most books fit in a
narrow band of readers. Even in the big genres like romance and
mystery and thrillers, your book won’t be a good fit for all of those
readers. You need to find that group of readers who are most likely to
love what YOU write—your voice, your themes, your way of crafting a
story in a sub-genre, or your way of sharing the experience through a
nonfiction book.
Most of the things I’ve mentioned above take time and energy over
a long period of time. And then you start all over again. The more
books you write, the more time you need to spend on PR and the more
you need to be analyzing what is working for you. The fewer books you
have available, the more time you need to spend on writing the next
book and getting your backlist developed.

QUICK SOCIAL MEDIA MANAGEMENT TRICK
Again, you have to know yourself. I know that I can’t do Facebook and
Twitter and Google+ and Pinterest and…and…and…every day. So I
choose to use a piece of software, Buﬀer (buﬀer.com), that allows me
to plan them all at once and post to any number of them at the same
time. If I’m really on top of things, I can plan these posts out months
in advance and schedule them. When I’m not on top of things, I try to
set aside a couple hours each week to at least schedule my posts for
that week.
In the process of fitting PR and Marketing into your writing life,
you will learn some things about yourself and how to balance writing
and marketing. Here are some truths I’ve found for myself:
1. I must write every day before I look at email, before
I look at how my books are doing, before I do posts
anywhere. If I don’t do that, it is extremely easy for the
day to slip by without me writing a single word on a new
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2.

3.

4.

5.

book. Your schedule may be diﬀerent. It may be that your
best writing time is after dinner when everyone in the
family is oﬀ doing their own thing (TV, listening to music,
even sleeping). Find a time and consistently write during
that time.
Spending money or a lot of time on marketing before
I had three books in my inventory was throwing
money into a dark hole without return. Spending time
writing the next book, with the occasional branding and
sharing of the process, is much more successful.
Building a mailing list is the easiest and most
consistent marketing effort I can directly correlate
to sales. 30-35% of my true fans on my mailing list WILL
buy my book on release. Another 10-20% will buy it within
the first couple of months. No other marketing I’ve done is
as easy as sending my release out to my list.
Approximately, 10% of those who download a free
book will actually read it. But once they are on my list,
approximately 30% will engage and buy my next release.
This really makes a substantial income diﬀerence when your
mailing list is in the thousands. Thirty percent of 500
people on your list is only 150 books. Thirty percent of my
current list of 12,000 is 3,600 books. That can make a
significant income diﬀerence, a ranking diﬀerence, a
number of reviews diﬀerence. Work on building a good
mailing list.
The more popular I become, the more marketing
works for me. I used to look at bestselling authors and
think: “Geesh, that person doesn’t need to market, she’s
going to get thousands of fans buying her book anyway.” But
I now know she’s there because she survived those lean
years. To stay at that bestselling level she needs to keep
doing what has worked. She still needs to keep investing in
marketing, spending money on ads, keeping engaged with
readers, delivering on the promise of her brand.
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Here are things that might be fun but have NOT sold very many
books for me:
Book Signings. I average 7-15 book sales no matter the
venue or the number of people who attend. I give up
anywhere from 3 hours to an entire day—after adding in
driving time, set up and take down—to attend and
participate in one of these book signings. That is an entire
day I am not writing. Not worth it to me for marketing or
PR. I do still do them once or twice a year. But I do them
not for sales. I do them as a way to support a bookseller
who I love, one that supports local authors and/or indie
authors. But I never do it hoping to make sales in the
hundreds of books.
Facebook Parties. The most I’ve ever sold from an FB
party was 20 books in 2014, and that was an anomaly. It’s
never happened again. Most FB parties consist of the
author, along with other authors, giving away books with
the hope the readers will fall in love with the story and buy
more down the line. It’s nearly impossible to know if they
buy unless they come to my direct sales site. For the most
part, giving away a free book does nothing for me unless I
get them on my mailing list.
Blog tours. In 2011-2013, a good blog tour for a new release
used to bring me 40-50 book sales. Not any more. I stopped
doing them in 2014 when I could not attribute more than
two or three book sales to blog tours. Blog tours are great
for book bloggers who get aﬃliate money from people
clicking to look at the book. It no longer gets me anything
and, because they are static Q&A or just a cover and blurb,
they also don’t get me good engagement with readers. Even
on the big tours where the potential for 30K or more
impressions is there, I find that those who are engaging are
the same 5-15 people at every stop with only a couple unique
to that stop.
Ads in book-specific venues. I’ve put ads on sites that a
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get million hits and in magazines that have 100,000+
readers. I’ve spent $10 for a month of ads and $300 for a ¼
page placement in a national magazine. No matter the
venue, the average number sold because of an ad in those
venues averages 10 books. Not worth the money for me.
NOTE: This does NOT include Facebook Ads, Bookbub Ads, or AMS
Ads. Those ads exist in an entirely diﬀerent eco system that is advanced, costly,
and is a book in itself. Those Ads DO consistently work for me. However, you
need a minimum of three books in series to make them work best, and a budget of
at least $150-$300 per month. THIS book is focusing on marketing that most
any other can accomplishment for under $100.
Blog interviews. I have never seen a single sale from any
blog interview or article I’ve contributed to as a guest
blogger. That’s not to say I should never do it. But it is not a
marketing technique that provides measurable return on my
investment of time. The reason I continue to do guest blogs
is because it builds my brand. I see it as PR and I actually
enjoy writing the posts.
All of the things above that don’t work for me, in terms of marketing, can work as PR. If you are counting them as PR, then don’t
approach them with a specific product to sell. Instead approach them
with the idea of engagement and of getting your brand known to new
people. Over years of doing this consistently, it does add to the discoverability quotient and your branding eﬀorts.
The question you need to ask yourself is if it is worth your time
and eﬀort at this point in your career. If you are giving up writing the
next book because you’ve scheduled 12 blog interviews, 4 Facebook
parties, and three in-person signing events, then you are giving up on
the most important part of moving your career forward—having more
books to sell.
Bottomline: The #1 technique to enhance sales is to build your
mailing list. The #2 technique is to consistently engage with your
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readers in whatever platform they favor. The #3 technique is to understand Ad creation and execution in specific reader markets.
All PR requires time and energy (and can cost money). Marketing
requires time and money. On the PR side, do only those things you
enjoy doing and save your time and energy for writing. On the
marketing side, do only those things were you can measure ROI. If it
doesn’t work for you, don’t do them.

HOW TO APPROACH THIS BOOK
The remaining major sections of this book will expand on each of the
techniques that work. Specifically, on the PR side I will talk more in
depth about building a brand and developing a consistent communication plan. This includes your website, blog, social media, and other
things you do to engage with your audience.
There is a lot to cover on the PR and marketing side. In fact each
of the three big items: 1) consistent communication plan; 2) mailing
list; and 3) using ads to drive traﬃc, could be a book in themselves.
This book focuses on the “free” or inexpensive ways to do marketing,
on the organic growth process. The paid marketing side is not something every author is ready for or can aﬀord.
Therefore, an indepth look at using paid advertising like Facebook
Ads, Bookbub Ads, AMS ads and others, are covered in the Advanced
Marketing through Paid Ads book. Understanding the paid ads world, the
concepts of auctions and bids, as well as split-testing and scaling are all
complex concepts and too much to fit in this book which is already
well over 100,000 words. However, I will give you resources for
connecting with that type of marketing if you want to move more
quickly.
In this book I share my experience with the techniques for
organic and small money spends to grow a reader base and to consistently market both front list and back list books. Again, not everything can be covered as markets and software changes regularly. In
those areas, where change is rapid, I will also link to other books,
courses, blogs or resources that can provide more depth quickly for
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those few things you really want to pursue when you are ready to
move on them.
On the marketing side, I will go in depth on using your social
media platforms to engage readers, grow your reader base and sell to
them in a way that will make them WANT to buy your books. This
includes how to build a mailing list of true fans, including a team of
super fans (often called a Street Team, Launch Team, or ARC Team).
How to use Facebook Messenger as a complimentary platform to your
mailing list for those who primarily engage online and do not regularly
read their emails. I will also show you how to leverage your organic and
social media reach with other marketing tools that do not cost over
$100. This is a budget-friendly take on marketing that is particularly
appropriate for those just starting out with one to three books and for
those whose current financial situation simply doesn’t allow for
spending thousands of dollars to promote their books.
The final section is on planning and budgeting your time for this
type of marketing. Ideally, marketing is not something you do whenever you feel like it or when you happen to have a few extra dollars
available. If you do it that way, you won’t get good data on what works
and what doesn’t and you won’t be able to maintain any kind of consistency of sell through or income. It is only through consistent PR and
marketing that you can learn where to invest and when to invest based
on your audience, your books, and how you publish.
I’ll pull it all together at the end by providing you with some downloadable planning sheets that you can use for enhancing brand awareness, book pre-launch build up, book launch, and post launch
maintenance.
Let’s get started!

