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Now that your fiction promotion service has concluded, it is up to you to continue to spread awareness about you and your book. This guide is designed to help you continue to make the most of your book release, media list, and media interest as a result of the pitching efforts conducted by your publicist.

The Importance of Lead Follow-ups:

Now that initial requests and media interest have been solicited, it’s important to continue following up with each individual to encourage coverage—especially with those who responded during the initial media introduction. The best initial approach would be to start with a short email. Here is a follow-up template for consideration:

Dear Media Contact Name,

My publicist at Smith Publicity recently sent you a review copy of Book Name, which you requested. I’m checking in to ensure you received your review copy and to find out your plans.  

Please let me know if you need additional materials or if you’re interested in holding an interview. For more information about myself and the book, please visit: Website.
Thank you for your time and consideration. I look forward to hearing from you.

Sincerely,

Name

Email

Phone

With every follow-up email you send, include the book release below your signature so the media contact will be reminded of your book and once again review the synopsis. Also, tailor your follow-up accordingly if it is an interview request you’re following up on. Do not attach your press release; rather, paste it into the body of the email below your signature.

If you do not receive a response, don’t give up! Continue to follow-up until they let you know their plans or let you know that they are passing on coverage. It is important to space out your follow-ups as not to pester the media. Every three weeks is a good amount of time between each follow-up.

Pitching Takeover: 
Ready, Aim, Fire! The First Three Steps of Book Self-Promotion

Okay, so you have your final press release, contact information for interested media contacts and are ready to begin promoting your book on your own. Now what?!
Before distributing information about your book like many seeds to the wind, realize that a well-thought out, carefully plotted plan of attack is the best strategy for effective media outreach.


Ready. Get to know the various media types, media contact titles and subject beats and geographic locations. Once you’ve familiarized yourself with your list of various print, online, and broadcast outlets, visit their websites. For magazines, newspapers, and magazines, make the effort to personally connect with the editors, columnists, writers, bloggers, etc. who cover the subject matter with which your book fits—your publicist has taken the time to ensure these contacts make up your list but it is up to you to tailor your introduction. When determining which contacts to send particular subject pitches to, pull out the contacts that fit the particular subject you’re aiming to spark a news story.  


Once you have identified to whom you would like to send pieces of information about your book, write a short “introductory pitch” to accompany the release. The introductory pitch is your chance to really prove why your book is relevant to the topics the particular media contact covers, and why it is important for their audience to learn about your book. If possible, pull new studies or statistics that fit with your book to show a TV producer why your book is timely; point out recurring segments for which your message would be appropriate; reference past articles of a columnist, and illustrate why they would be interested in covering your book. Putting your book in the hands of the right person is one thing, personalizing your message speaks volumes and sets you apart from the hundreds of stories your recipient receives every day.


Aim. Prioritize your list. We recommend starting pitching follow-ups with your local market (pitching follow-ups differ from lead follow-ups in that you are still working to encourage response, not just follow-up to find out their thoughts on your book). Local media are apt to take interest in your local ties and coverage will help you get your feet wet before reaching out to the bigger names. When you contact them, make sure you let them know you are local. 
Following local outreach, we recommend tackling magazines as contacts are often working on long lead times—articles being researched today will be published four to six months from you; thus, you’ll want to reach out to magazines early in your efforts.

Fire. Now it is time to get your book out there! As you send out your various introductory pitches and book release, be sure to include a call to action – mention that copies of your book are available for review, and that you will make yourself available for interviews. Make it easy for media to get in touch with you by including your contact information in the introductory pitch. 

Keep track of the people you send to and the responses you receive. If you do not receive any response from a desired media outlet, you can move on to another contact at the same outlet who covers subject matter relevant to your book. As you will quickly learn, seeing media interest 
all the way through to secured coverage, whether it is a book review, radio interview, or byline article contribution, takes time and hard work. Putting your book out there and getting a few nibbles is only half the battle – due diligence in following up with interested parties is key to getting your name and book the coverage it deserves!

Get on Facebook:
Facebook is a great way to generate awareness for you and your book. It is important to create a profile specifically for your book and to keep your personal account separate.

Tips for a Book/Author Facebook Timeline Profile:

· Search author/book pages within your genre on Facebook and see how these authors have designed their profiles. What applications do they have? How often do they update their status? What contests do they conduct?
· Upload your author photo as your profile picture.
· Upload your book cover photo as your Timeline cover photo – this is FREE advertising space. Use it! 
· Once your number of followers increases, start discussions! Discussions may be about the literary world or about real-life news topics that tie into themes in your book. The most important thing is that your discussion topics relate back to you and your book.
· Promote, promote, promote! Include photos of your book signings and links to your online reviews. Incorporate your author biography. Announce your upcoming events. Letting your followers know the latest news about you and your book will give them reasons to keep coming back.
· Join Facebook writers/authors/publishing groups and interact with your industry peers. Facebook groups are great places to meet authors, learn new tricks of the trade, exchange reviews and, most importantly, generate awareness for your book! Here is a list of some Facebook groups:
· Authors & Publishers Self-Help Group
· Authors Book Review Exchange
· Savvy Book Marketing

· Pimp Pals – The Written Word

· New Authors
· Search for your genre in Facebook and join related groups and connect with fellow authors. Did you know there is a Community Page for ‘Science Fiction Novels,’ ‘Political nonfiction,’ ‘Mental Health books,’ ‘Thriller Novels’ and more? Join the appropriate Community Page for your book – it is a great place to start connecting with authors in your genre and their readers who are certain to be in your target market.
Get on Twitter:

In the last few years, social networking has become a big part of book publicity and marketing and none more so recently than Twitter. In 140 characters or less, authors can network with media, publishers, distributors, book buyers and of course, their fans.

However, before you get Twitter happy, there are a few things to keep in mind before you start tweeting:

· Your twitter page is going to be a reflection of you and your book. It is important that you stick to tweeting about relevant topics. You may want to consider having a separate twitter account for personal contacts like family or friends and keeping your author/book twitter page and content separate from personal tweets.
· Make sure you are creating a presence on Twitter by following the right people – a lot of media now use Twitter to find story content. Search for editors, writers and producers who cover topics related to your book and expertise. Find people who share the same interests as you and the topics in your book – most likely they will be interested in learning about your published work.

· In that same respect, be careful who you do follow and who follows you – your Twitter page, while it should be a fun experience, is also a professional tool you are using to promote you and your book. You don’t want to have spam, off topic content and especially anything that could be deemed inappropriate on your page. That is a quick way to lose credibility and potential sales.

· Make sure you are providing your followers worthwhile Tweets – alert them to relevant news that relates to your expertise and book, any scheduled interviews you have coming up, links to any book reviews or articles and comment on timely topics related to your book’s topics.

· While you are providing interesting Tweets, don’t forget to comment on other people’s tweets – this is where the great networking aspect of Twitter comes in. Just by commenting on someone else’s tweet, all of their followers will see your reply, which could in turn provide you more great contacts.

· Tweet on a regular basis – if your followers know that they can expect interesting tweets from you on a regular basis, they will make sure to “follow” you more closely and will be more likely to help you get word out about your book.


Bottom line: Twitter is another great book promotional tool. Easy to set up and use, spending just a few minutes a day can bring you and your book a whole new audience.
Solicit Online Reviews:

When it comes to promoting novels, soliciting online book review is crucial. So now that your campaign is over, where do you start?

Type into Google the ‘YOUR GENRE book review sites’ and see how many free online sites pop up. For example, the search for ‘science fiction book review sites’ or ‘political nonfiction reviewers’ yields thousands of results—from specific book bloggers to organized review sites.

When available, read the submission guidelines before you email the appropriate contact at the review site. Often times, they will let you know what information you need to submit to be considered.

Remember to use your professional book release! Do not attach your press release; rather, paste it into the body of the email below your signature.

Articles, Articles, Articles!


We’ve provided a number of articles that provide valuable information as you continue to promote your book. Some of the articles may not directly apply to your book, but all are important in helping you understanding the book publicity industry.
Useful Websites You Should Know About!
by Corinne Liccketto, Director of Sales, Smith Publicity 


        The Internet is the modern author’s best friend! From online book reviews to social networking opportunities, the World Wide Web is a tool that every author – regardless of genre – should use to their advantage.
       There are some great online resources that, as publicists, we visit often to stay up-to-date on the latest industry trends. Today, we’re sharing our inside secrets with you!

1. SellingBooks.com: A website full of information on how to write, publish, and market your book and/or e-book, SellingBooks.com offers fresh ideas through the regular articles that they post from professionals of all corners of the book industry and beyond. The site also posts author interviews so you can read about what your writing peers are up to and exchange tips and tricks!

2. The Book Publicity Blog (www.yodiwan.wordpress.com/): Learn how to think like your publicist as you follow this informative blog and learn about what it takes to market and promote your book with ease. The founder categorizes lists of other blogs to connect to – from book blogs to literary agent blogs to publishing blogs, and more! Remember, the more you understand about the book industry, the more knowledge you’ll have when preparing to promote your own book.

3. ReadersCircle.org: This is a non-profit site dedicated to helping the reading community locate and join, and even start, a local book club. People attend book club meetings with whatever they’re reading and, from there, conversations ensue. Try locating some of your local book clubs and enter your own book into the mix. Exciting commentary about your own title will help spark other readers’ curiosity in you and your book. For starters, visit the site and ‘Search’ for book clubs in your local area. I found 23 in mine. How many did you find in yours?

4. ePromos.com: We’ve stressed before how important it is to tie your book/expertise into relevant holidays and remembrance and awareness days. ePromos.com is a website with a promotional calendar that lists everything from World Alzheimer’s Day (September 21) to Positive Attitude Month (October). Like we always say, do your research! Knowing when your book is ‘timely’ is half the battle in choosing when to begin book promotion. Simply visit ePromos.com, select ‘Calendars & Planners’ on the left search bar, and, once the page loads, click on ‘Promotional calendars’ in the top box.

5. www.bookmarketingworks.com: Book Marketing Works, LLC (BMW) helps authors sell more books in non-bookstore markets. BMW is the only company in the publishing industry that can provide authors and publishers with the leads, instructions and continuing assistance they need to increase their revenue and profits in special markets.

6. www.literarymarketplace.com Looking for a literary agent or publisher information? The Literary Market Place (LMP) is the directory of America and Canadian book publishing. For more than 50 years, LMP has been the resource consulted by practically everyone looking for industry data–whether they are publishing professional, authors, industry watchers, or those seeking to gain entry into the world of publishing.
How to Make the Most of Your Book Signing
by Erin MacDonald-Birnbaum, Smith Publicity Director of Publicity Strategy 


            Book signings can be a great way for authors to get out and not only make great contacts with book stores but more importantly to meet and mingle with the consumers – the people who are going to buy the book you put your blood, and sweat and tears.
         But you have to make sure you are making the most out of these events.
        Once you have made contact with your local bookstore and scheduled a date and time for your signing, here are the steps you need to take before the event takes place to ensure it is a smashing success:

· Make sure the bookstore will be doing ample publicity for your signing to their customers – ask them to put your event info on their store’s website, in their newsletter (if they have one) and send to any customer email lists they utilize. Provide them if possible, an image of you and the book’s cover for any flyers or posters they may want to keep around the store weeks before your scheduled signing.
· You should also be doing publicity for your event. Contact the local calendar and events editors at newspapers to run a listing of your signing (this should be done 3 weeks before your signing date). Post info about your event at online event sites geared toward the town your signing is in. Target radio and TV shows in the store’s market for interviews in conjunction with your upcoming event (make sure you pitch them a timely topic and not just your awesome upcoming book signing). 

· Use your network – especially if the signing is in your hometown or the town you grew up in, make sure you are letting your friends and family know about it. Ask them to forward on the information to two of their friends and so on. Pretty soon a whole lot of people will know about your upcoming event. 

          Now it’s the day of your book signing. You’ve tirelessly worked on publicity for the event and spent hours practicing your John Hancock. To help the signing get off without a hitch, try to:

· Have the store set up you up in the front. If that is not a possibility, then make sure you are in a well-trafficked area.

· Ask the store every 20 minutes or so to make an announcement on their loudspeaker that you are signing copies of your book.

· Bring a friend or family member with you who will stand at the front door of the store handing out bookmarks or flyers (if you have them) telling customers about the book signing currently going on. 

· While you are at your table, don’t sit but stand. Smile and engage customers as they are walking past. The happier and friendlier you look, the better chance they will stop and want to know more about your book. 

         Bottom line: A book signing can be hard work with preparation for it starting months in advance, but it can be rewarding as well. If you follow the guidelines explained above, you will start yourself on the right path to having an enjoyable and successful event.

Making the Most of Your Amazon Book Page
by Sandy Diaz, President, Smith Publicity
          Before you start spreading the word about your new book, you need to have your distribution plan in place. For most authors, this means listing your book for sale on Amazon.com.
        Here are some tips before you begin sending readers to your Amazon page.

1. Book Cover: “A picture is worth a thousand words” holds true for book covers as well. It is essential your book cover be displayed on your listing. Amazon emphasizes this is the most important part of your page.

2. Synopsis: Readers need to know what your book is about, who should read it and why. Use your back cover or book jacket copy to give potential buyers reasons to purchase. This is your chance to entice people to buy your book!

3. Searchability: Optimizing how people can find your book or topic within the Amazon website will ultimately draw more viewers to your book’s listing.

From Amazon’s website: 
To ensure maximum title ‘searchability’ in our store, it is important that your book listing has complete and correct title, author and subject information. When a general keyword search is performed on site, our search engine will search for those words in the title, author, and subject fields of books on our site. Then, our search engine posts the results in order based on availability, popularity, and relevance.

In addition, we offer our customers numerous search tools to aid them in their hunt. It often depends on the type of search being conducted and the search terms that are entered that will determine where in the search results list an item will appear.

Amazon’s Bookseller’s Guide: http://www.amazon.com/gp/help/customer/display.html/ref=hp_lnav_dyn?ie=UTF8&nodeId=13685551 

4. Search Inside: This feature allows publishers/authors to submit electronic files of their book’s content in PDF format and potential readers to browse. Again, this enables people to learn more about your book and gives them more reasons to purchase it.

Amazon Search Inside Tips:
http://www.amazon.com/gp/help/customer/display.html?ie=UTF8&nodeId=13685751 

5. Reviews: Have your neighbors, family, friends, even your mailman post positive reviews about your book. The more robust your page is, the more enticing your book is to buyers. Tip: reviewer should refrain from “my son’s book is the best book I’ve ever read” Yes, we’ve seen this—and while most likely true—won’t endear people to buy.

A few simple steps will make all the difference in attracting book buyers to purchase your book 
on Amazon.

No One Interviews a Book …

10 Surefire Radio Interview Tips for Authors

by Dan Smith, Founder & CEO, Smith Publicity 

All talk radio listeners have heard them: An interview in which the guest/author utters “as I say in my book” every 10 seconds.  I’ve even heard authors recite chapter titles … every one of them! Similarly, some guests mention their website in every sentence.

There’s an adage in book publicity: No one interviews a book.  Books are not good guests. People, on the other hand, can be engaging, informative and interesting interviews. A good guest can hold the attention of a host and listeners, and sell a lot of books in the process.

Becoming a great radio guest isn’t hard, literally anyone can do it. Here are 10 tips that can make the difference between listeners changing stations during an interview and immediately ordering a book.

1. Practice the art of the “soft sell”

The “soft sell” is basically letting opportunities to plug your book come to you, naturally, within the flow and context of an interview. There’s nothing wrong with saying “as I say in my book” occasionally, or directing listeners to your website … just don’t go overboard. Remember, the vast majority of talk show hosts will gladly and freely plug your book, both during and at the conclusion of an interview. If you run into a host who doesn’t do this, then do it yourself.

2. Personalize your interview

It is amazing how much simply addressing a caller by their first name during an interview means. It shows you care, and it makes your answer personal to callers, i.e. you’re addressing their question, needs, or offering tailored feedback. The same applies with the host of the show. With a “hostile” host, calling him or her by their first name makes it just a bit harder for them to be aggressive with you!

3. Be prepared, for anything

I’ve had clients call me after interviews, literally in tears. They went on the air expecting a walk in the park and instead entered a full-fire combat zone. The fact is, as sure as you may be about a show or a host’s disposition, you never, ever know how an interview will proceed. To be sure, the vast majority of interviews go exactly as hoped, with a friendly and engaging host; but trust me, this isn’t always the case.  You have to be prepared for anything. Moreover, even with a “friendly” host, you might easily get into a duel with a caller who takes issue with you. If you are prepared, you can easily handle such instances.

4. Listen to what your mom said … sit up straight

Posture counts, even in radio phone interviews. The way your voice projects directly correlates to how and where you are sitting. Sitting up straight helps create a “confident” voice and minimizes mumbling. Also, be aware of where you are sitting (or standing). Lying on your bed or your couch is not a good idea; it will create too much of a relaxed demeanor. If you have a home office, sit at your desk. This way, you’ll feel and sound more professional because of the setting. You may also try doing interviews standing. Figure out what works best for you.

5. Consider the phone you are using

This is a simple tip: Avoid using cordless phones, try to never use a cell phone, and if at all possible, use and old fashioned landline. Cordless phones can create static, cell phones create a host of potential problems, but landlines rarely fail you.

6. Short answers often say more than long ones

Most of us have a natural tendency to be a little longwinded when discussing a topic near and dear to our hearts. The problem is, time is a valuable commodity on radio, and going too long with answers often makes it difficult for multi-tasking listeners to follow along. Keep your answers short, yet complete.  Practice answering common or likely questions succinctly.

7. Mumbling, the interview killer

I don’t think I’m alone with a bad habit I have: When speaking to a group of people, I have to consciously avoid having my sentences trail off at the end into mumbling. Likewise, I have to consciously try and keep the volume of my voice consistent. Practice speaking, record yourself, and you might see what I mean. Simple answer: Know your speaking tendencies, and address the ones which don’t work to your benefit.

8. Know the show

If at all possible, listen to the show you are going to be on to learn the personality of the host and theme of the show. Usually, you can go online and listen live in advance of your interview, or go to a station or host’s website and find archives of old shows.  Knowing what to expect can make all the difference.

9. Listen to veteran talk show guests

First, if you’re doing radio interviews, you should listen to talk radio, period.  Even more importantly, listen to interviews with some very well known authors or guest. Listen to how they let the interview come to them, how they get promotion for their book or themselves without being overbearing. Then, copy their style, while still maintaining your unique personality.

10. Practice

One of my favorite things, as a publicist, is to conduct mock interviews with my clients.  I enjoy throwing “curveball” ball questions because I can see how helpful it is for them; they almost instantly learn how to handle themselves. Likewise, I offer plenty of “softball” questions to help them learn how to hit the ball out of the park with great answers! Have a friend or family do a mock interview with you. Because 99% of the interviews you do will likely be “phoners,” make sure the mock interview is done over the phone. You’ll find it incredibly helpful, and fun!

Radio interviews should be a staple of most publicity campaigns.  They are remarkably convenient because no travel is involved, and even a busy author can easily do five or more a week. As in any facet of promotion via the media, remember the process is absolutely a “you scratch their back, they’ll scratch yours” deal.  Every talk show has air time to fill.

As always, enjoy yourself, and relish every minute of the wonderful experience of entertaining or educating thousands and thousands of people!
The Seven Deadly Sins of Book Promotion

by Dan Smith, Founder & CEO, Smith Publicity 


Competitive doesn’t begin to describe today’s book market. The booming print-on- demand and self-publishing industries, coupled with mainstream publishers, has flooded the market with thousands of new releases each month. “The LA Times receives 600 to 700 books for review each week,” reports Steve Wasserman, book review editor (http://parapublishing.com/sites/para/resources/statistics.cfm). With an infinite number of books and authors vying for attention from a finite number of media outlets—and the trend of newspapers cutting back on space for book reviews—book publicity is a tough, sometimes brutal business.

While some authors choose to self-promote, and a lucky few have full support from their publishers, most authors reach out to professionals for help with at least some aspects of their promotion. For both novice authors and veteran authors alike, the pitfalls of book publicity are many. In my experience handling over 250 campaigns, I know what can sabotage success, the errors of both omission and commission that can derail a campaign, and how human tendencies can adversely affect promotion and yes, ultimately book sales.

What follows are the Seven Deadly Sins of Book Promotion; the mistakes and actions that can destroy an author’s chances to get substantial media coverage, and how to avoid these common pitfalls.

1) Sloth

If you think sitting back and watching royalty checks roll in is your destiny, think again. Virtually all authors must “get out there” and be seen and heard. Book signings and tours are not passive events; they require a hunger for success and kinetic energy level. Interviews can be a gold mine or a disaster for one who puts forth a half-hearted effort. Publicity doesn’t happen, you have to make it happen.

When an author is not only aggressive, but willing to put his or her time in a campaign—we, as publicists, are better able to build their exposure, and gain consistent local, regional and nationwide coverage. 

One example is a financial client who has been with us two years.  His platform only touches on the topic of hedge funds. However, when hedge fund controversy hit the news, we suggested and he quickly responded with information for us to write a current and biting feature release. The result: national coverage, including reporters calling from the Wall Street Journal and other top financial publications. Because of his willingness to keep current, he is regularly called top financial media for expert commentary. His name and his projects benefit from this consistent, credible exposure.

Lazy authors languish in the million rankings on bookselling sites. 

2) Pride 

If you are promoting a book, prepare for your pride to be pierced a few times.  One of the most common mistakes I’ve seen authors make is letting a negative review or a bad interview derail their determination.  

The author believes his book is a bestseller; it is his baby, his labor of love. He has great pride in what he has written, so much so that it has created an excessive belief in his abilities and his book; after all -- his relatives and friends love it. When the tough times come, pride begets anger, which begets frustration which leads to disillusionment.

Authors must go into promotion knowing not everyone will fall in love with the book.  I often ask my clients, “Do you like every book you’ve ever read?” 

Roll with the punches, and stay the course. Put your ego on bed rest.

3) Envy

Eight out of ten authors who call me inquiring about publicity tell me they want to be on Oprah. I tell them, invariably, that it’s probably not going to happen for them, that we can and should try, but the odds are akin to the lottery. But authors see others on the show and are envious. They ask “If that author is on, why can’t I?” or  “My book is better than hers!”

Envy serves no purpose in book promotion. The only way other authors get great publicity gigs is because they try. If anything, you should learn from them. Watch successful authors carefully, examine their topic, and then examine your own project. We all can learn something from others; I still do every day.

We helped a self-published, first time novelist promote her work on vampires. A difficult project? Yes. Impossible? No. Were we able to get her on Oprah? No. Have we been able to tap into the significant sub world of vampire buffs? Absolutely. For eight months, we were able to generate consistent and targeted media coverage.  Oprah, while a goldmine for any author, is unfortunately not a realistic goal for most.

4) Lust

How does lust come into play with book promotion?  I have both an extreme example and more common ones from my firm’s own ‘case files.’

Good publicity can be intoxicating. Appearing on talk shows, reading articles written about you … it all makes you feel good, and it should.  I always tell authors to enjoy the ride, because it won’t last forever. However, letting your good time change you, (or bring about actions which have nothing to do with the hard work of promoting your book) can be disastrous. Losing focus–taking your eye off the ball–is a surefire way to run into trouble.

Example #1:  During the first conversations with a prospective client–a middle age author with multiple books–he asked me (and I must paraphrase here) if the publicity generated would “attract” women. He was serious. Needless to say, his campaign lasted only one month; we tried to keep him focused on the steps needed to get exposure for his books, but we couldn’t, and we parted company.

Example #2:  The more benign type of book promotion “lust” comes in the form of letting success change who you are, and make you long for things which you never envisioned before. In our firm we call these clients “addicts”–they become so enthralled with success that the book becomes secondary. They seek more and more exposure, but not so much to sell books, but to feed their own newly found lust for fame, popularity and the overwhelming desire to have others simply notice them.

In the end, lust almost always makes for an unhappy ending to what can be a once-in-a-lifetime experience.

5) Gluttony

Gluttony in book promotion touches upon several of the other sins. In its purest form, it is the insatiable desire to “consume” as much publicity as possible, and not being satisfied with each opportunity. Local radio interviews, for example, become unsatisfying, and an author starts to shun them because she wants more and bigger opportunities. A book review in a small newspaper is dismissed as insignificant, because she wants bigger newspapers. A local TV opportunity is declined because there aren’t enough viewers to fulfill the need for exposure.

When I run into these scenarios, the campaign starts to slowly dissolve because the author is literally never satisfied, and will not appreciate “smaller bites” of publicity while the bigger opportunities are pursued.

Book promotion is like a seven course meal. You start slowly, testing the waters, then move onto the next course. You proceed in a steady, measured manner, enjoying every course while building confidence, momentum, and sales.

Don’t demand all seven courses be delivered to your publicity table at once.  Enjoy the entire experience of the meal and be patient.

6) Greed

Like gluttony, greed is the offspring of several other sins, and perhaps the most common sin of book promotion. Here is a classic example:

· An unknown, first-time author comes to my firm. He is nervous, unsure and wary of what will happen in his campaign–all perfectly understandable and expected concerns. The campaign begins slowly; and a few radio interviews are secured.  All is well.

· The campaign starts to achieve momentum. The radio interviews start streaming in. Instead of one a week, we are booking four and five a week.  

· Our client has confidence now, and is thoroughly enjoying the process, as he should.

· Things start to change. The level of radio interviews takes a dip, and we encounter “the lull,” which happens in most campaigns. Instead of four or five interviews a week, it drops to one or two.

· The author, having become accustomed to many interviews each week, demands more. He is not satisfied with the interviews we secure, and will not be satisfied until we reach and exceed the number of interviews we had achieved.

· He becomes disillusioned and decides another firm can fulfill his hunger for more and more interviews.

When clients truly understand the nature of publicity, they are able to roll with the busy times and slow times, knowing it is the cumulative efforts of the entire campaign that count.  As a publicists, we gauge when the “party is over” for a particular angle, then work with the author to develop new and topical press materials with the goal of maintaining and improving media opportunities.

Greed is what I call a “coffin nail” in a campaign. Once it starts, it is very difficult 

to control and typically ends in a campaign which veers off track wildly. Greed may be good on Wall Street, but it will bankrupt a book promotion campaign.

7) Anger

Anger comes in many forms in book publicity.  I once worked with an author who received a brutal review of his book, and was so angry he proceeded to drive over 200 miles to the reviewer’s location, storm into the office, and scream at the reviewer.  This was, putting it mildly, a bad move.  

The reviewer reacted by contacting reviewers at other newspapers in his company’s chain, and urged his colleagues to review the book.  Five additional negative reviews appeared in the ensuing weeks.

It is important to keep in mind when promoting your book, you are opening yourself up for scrutiny. In fact, you are inviting it. You want the scrutiny and attention.  Assuming everyone will react positively to you or your book is foolish and naive.  

The same scenario happens in radio interviews. Many authors don’t realize that “hostile” interviews can make for great talk radio, and actually get more listeners curious and interested in your book. If a host starts throwing punches at you on the air, throw yourself into the fight. Trust me, you will have a good time. When your juices get flowing, you will be more animated and colorful, listeners will love it and books will sell.

We are all Sinners

Book promotion is a distinctly human process. It is an emotional, scary, exciting and stimulating experience. Authors promoting a book will, at various times, experience both disappointment and excitement. All authors will also be tempted to “sin” at various times in a campaign. As a publicist, I expect this and understand it. I am usually successful at coaxing our authors away from the “dark side.”

As in life, recognizing the sins of publicity, and stopping them before they cause problems is key. Book promotion is more a marathon than a sprint, and because of this, the opportunities to veer into negative promotional behaviors are many.

You can always atone for your sins by getting back on track, enjoying the ride, and realizing you are involved in a wonderful experience.

Baseball and the Art of Book Publicity

by Dan Smith, Founder & CEO, Smith Publicity

If you’ve spoken to many publicists, you may have heard some analogies between baseball and book promotion. I probably use them everyday when speaking with clients or prospective clients, because they make key points succinctly and in an understandable manner.
        Here is the analogy distilled to its simplest form: Publicity is like baseball because both involve small hits, medium hits, big hits, and huge hits. (Think singles, doubles, triples and home runs). If you try to “swing for the fences” every time, you’ll strike out the vast majority of the time.  The smaller “hits” – singles (i.e. local radio interviews), doubles (regional print publications, local TV), and triples (syndicated radio interviews, regional TV, large newspapers, etc.) often provide as successful promotion as one of the home runs (national TV, national magazines) can.
        I’ve grown to dislike Good Morning America (well, not really, but you’ll see what I mean). It has in many ways retarded the growth of authors and publishers in terms of fully understanding publicity. It is the obsession of many, many authors. I’ve had people offer me $20,000 to place them on high-profile TV shows. I had a client who wanted to mail himself in a box via UPS to a producer (I’m not kidding). I have fielded probably 300 calls over the years from authors who clearly made the point that all they were interested in, period, was getting on a national TV show.
        Good Morning America is the grand slam of publicity, or so many authors think. The odds of an author hitting that grand slam are miniscule; not even statistically significant. When some asks me if I get them on Good Morning America, I usually say flat out, “No, it’s doubtful, the competition is unbelievable, but, we of course will try, because that’s the only way you have a chance.”
       The odds of hitting other national daytime TV talk show types are absolutely better, (and again, they should be targeted) but all other media–of any size–should be vigorously pursued and valued.

What I’d like authors to know is that if a successful book campaign is analyzed, book sales and valuable exposure typically result from persistent, steady coverage in all types of media. A grand slam can change the trajectory of a campaign and cause huge jumps in book sales, but only focusing on the “biggies” is a recipe–the vast majority of the time–for publicity failure.
      Pete Rose set the record for most hits and is legendary as a champion, and he hit only 160 home runs over 24 seasons. My firm has had clients who’ve enjoyed very successful, long campaigns with no true home runs. You see the point, I’m sure.
      So, I suggest that authors relish the small hits–do as many radio interviews as you can, regardless of where they are. Do an interview with your tiny hometown newspaper. Get a mention of your book in a tiny special interest trade magazine with a circulation of 500. Get a mention in your college alumni publication. Take it all; do it all; relish it all; and stick with it.  
      Do indeed try for the homeruns–you have to–but don’t swing so hard you end up striking out and never get on base.

Your Book as Your Business Card

How to Gain a Marketing Advantage by Going Literary

by Dan Smith, Founder & CEO, Smith Publicity

        What is 6" by 9," usually weighs roughly one pound, and is giving an increasing number of business leaders an advantage over the competition? A book.
       The use of  'the book as a business card' has added a new and powerful tool to marketing arsenals to build credibility and attract new business opportunities. Experts, consultants, and professionals from various fields are putting their knowledge into professionally-published books–a calling card sure to make a bigger and more meaningful impression than the traditional business card.

       Marketing—especially for businesspeople in consulting and service industries—is about credibility, and a book establishes a person as someone who has reached a level of expertise. It allows readers (potential clients) to learn more about their philosophies, thought process and successful case studies, much more so than a simple brochure. And, you don't have to be published by a major house to achieve and utilize this credibility.  Authors are proving that it doesn't matter if a book is self-published -- the end result in terms of marketing benefits is the same.  
        Consider this true case study: A highly credentialed, successful consultant was asked by a corporation to prepare a proposal for an all day seminar. He was told his proposal looked great, but they ultimately decided to go with someone else simply because they were impressed the competitor was a “published author,” and one who charged a significantly higher fee. The only real difference was one had a book. This consultant is in now in the process of self-publishing a book as he sees the benefits and new opportunities this will bring his business.
        Who can benefit from the book-as-business card?

· Consultants, specializing in virtually all trades

· Service-providing business owners
· Self-help professionals, motivational speakers, etc.

· Non-profit organization leaders

Having a book, however, is but one element of the book-as-marketing-tool strategy.  If an author/expert secures media attention, his or her credibility is enhanced even further. When a prospective customer visits a website or reads a company brochure showing TV or radio interviews, or features from newspapers and magazines, it showcases this person is a trustworthy expert in his or her field.
          Businesspeople can announce to their prospective clients that they are important enough, credible enough, and interesting enough to have the media interview or feature them. This is marketing power in its purest form.
        What makes all of this possible is the book. While non-authors can get media coverage, most of the people you hear on radio, see on TV, or read about in newspapers and magazines are in fact authors. The book, again, acts as the credibility attracting the media.  
        When you crunch your marketing budget numbers, consider this: A four-color brochure may cost many thousands of dollars to create, design, and print. Add in mailing costs and other related expenses, and you can easily exceed $10,000.  Today, thanks to the print-on-demand and the self-publishing revolution, you can have a professionally designed and produced book for as little as $1,000.
        Brochures and collateral materials tell prospective clients what you can do, a book proves you know what you're doing—and give you the space to explain your ideas. Add in the media coverage, and you then have other people (the media) proving you are an expert because they thought enough of you to interview or write about you.
       So, bottom line: As the adage goes, “write about what you know.” Write about your business, your tradecraft; and teach others, via a book, the most essential elements of the service you provide. Put in the printed word that which you do best. When your book is printed and available for purchase, promote it, get media coverage; hand it out at presentations or talks; give it away, and customers will come. You can't be complacent, however. A book does nothing for you if you don't market it and make others aware of it.  Use it, and get absolute maximum value from your marketing investment. 
        You've become an author. You’ve proven you are an expert. While the world won't fall at your feet because you've written a book, you will have created an invaluable advantage over your competition.

Tips for Authors:
How to Promote Your Non-fiction Book

by Corinne Liccketto, Director of Sales, Smith Publicity 

Flex Your Expertise Muscles

        When it comes to book publicity, it’s crucial that your background and experiences tie into the content of your book. It not only provides credibility, it also enhances your author platform and allows you or your publicist to pitch for expert commentary opportunities. Your book, in this case, will act as your business card–something tangible to follow and enforce your message.      

      Are you a financial planner? Write a how-to book on investment/retirement planning. Are you an educator? Write an introspective book on your observations of the public school system and tips for improvements. Are you a breast cancer survivor? Write a book on your journey to recovery as inspiration for other cancer victims. 

     Bottom line: Make sure you write about what you know. 
Take a Good Look at Your Table of Contents
     If you’re ever stuck thinking of ‘hooks’ to use when pitching to the media, then go back to the very beginning! Pull the main theme of each chapter and develop a media story idea for each. Your TOC will provide you with publicity angles, and each hook is guaranteed to tie right back into your book and expertise.

Write a By-line Article–or Two, or Three…

      Every major theme or point in your book can easily be turned into a by-line article. As you begin to gauge the media’s response to you and your book, focus on the points in which they’re most interested. These will be the best article ideas to start writing about as you know they’re topics that will be relevant to ongoing news trends. This will make it easy for the media to incorporate your article into their publications. By-lined articles showcase your expertise and entice people to learn more about you.

Tip: ‘How-to’ and numbered style articles (Top 5; 10 Reasons; 7 Ways; etc.) are great media attention grabbers. 

Monitor the News

      Non-fiction books have a promotional edge over other genres since you can easily extract real-life themes, tips, and ideas from the text and tie it into ongoing news trends. Figure out what makes your book timely–an awareness month, holiday, social trend, or ongoing news story–and capitalize on upcoming news opportunities. You also have the chance to tie your expertise/background into ongoing news stories to position yourself for interviews and expert commentary opportunities; exposure for your book is sure to follow. 
Tip: Sign up for the free service Help a Reporter Out to receive emails from media looking for experts http://www.helpareporter.com/sources 

Share Your Knowledge

       Offer to provide lectures and presentations on topics related to your book at local schools, libraries, and institutions. You can follow-up your presentation by selling signed copies of your book. Your presentation should be an extension of a theme in your book; you can then let your audience know that for even more information about the topic, they can purchase your book. 

Make sure you coordinate all the details of your presentation, including selling and signing books at the end, and the directions of the location where you’re holding the event. 

Start a Blog 
      Your book/author website will be ‘home base’ for people who are searching for more information about your project. By incorporating a blog into your website, you’ll give visitors a reason to come back. Before you start blogging, figure out the direction you’d like your blog to take–whether you’re promoting yourself/book or offering industry/lifestyle tips. This will help you determine your blog’s target audience. 

Tip: Guest-submit some of your entries to similar interest blogs. This will encourage followers of same interest blogs to start following yours!
The Difference Between Book Publicity and Advertising:
Credibility vs. Control

by Sandy Diaz, President, Smith Publicity 

As a book publicist working with authors from all walks of life, I’m often asked to explain the difference between book publicity and advertising.

When a book is launched, the goal is to create awareness about the author and his or her title for a variety of reasons including sparking book sales, building the author’s brand, positioning the author as an expert, and attracting professional opportunities for the author such as speaking engagements, professional advancement, and future publishing options. 

Publicity and advertising are two strategies employed to create awareness. Most people have a clear understanding of advertising since they’re exposed to it every day as they watch television, read a newspaper or visit an online news site. Publicity, however, is seamless to most consumers as the author, person, product, etc. is part of the news.

Advertising and Publicity: Control and Timing vs. Credibility

In advertising, someone—the publisher or author—pays the media outlet for advertising space or airtime. The buyer has 100% control over what is in the advertisement and when it appears. The primary benefit of advertising is control.

With publicity, it’s the book publicist’s job to convince the media the author will provide readers or listeners with meaningful information—whether entertaining, insightful, educational, inspiring, or controversial—and then to make the author part of the news in some way. Examples of media coverage include feature stories, articles, book reviews, interviews, op-ed pieces, expert commentaries, etc. There is no payment from the author or publicist to the media for this coverage. Each of the parties involved–the media outlet and author–get something they want and need.

Put simply, the role of a book publicist is to make their authors newsworthy. The result gives the author immeasurable credibility. The benefit of being “seen on” or “featured in” well respected media outlets lasts long after a publicity campaign ends. The primary benefit of publicity is credibility, and when it works, it is priceless.

The best way to explain the difference between publicity and advertising is to pick up a magazine and find a story featuring an author, and in the same issue find an advertisement for a 
book. The article gives the author and his title credibility as the reader knows the magazine thinks enough of the person to incorporate him or her into the story. The advertisement gives the author exposure; however the reader also knows someone paid for this advertisement. Therein lies the key difference: credibility vs. control.

An important point authors should keep in mind is when the media does a story or interview, the publicist and author loses control. Publicists suggest direction for the coverage, but publicists can’t control if they cover the author, how he or she is covered or when. A producer or editor can do whatever they want and go in any direction. They may sing the praises of an author and his or her book, or spin the story in an unforeseen direction, including writing a bad review. 

When you want planned, controlled exposure, advertising is the route to explore. If you are considering publicity, know there are no guarantees, but again, when it works, it literally provides coverage you can’t buy.



Tips for Authors: How to Build Your Platform

by Corinne Liccketto, Director of Sales, Smith Publicity 

If you’re an author, I’m sure you’ve heard by now about the ‘author platform.’ Every book publicist, publisher, distributor, literary agent, etc. will tell you – a book’s success depends largely on the author’s platform. So what is the author platform? And, more importantly, how do you build yours?

The author platform is often the heart of a book publicity campaign. It is, essentially, a list of the author’s credentials in areas that pertain to the content of the book. The author platform may be strengthened by career or life experiences, club and association affiliations, education credentials, and testimonials, among others. An author’s platform establishes credibility for his or her book. You may have the best financial self-help book around but without author credentials, the media and your consumer may not take a second look and your book publicity campaign may suffer. You’ve heard us say it before: “You can’t interview a book.” Thus, the author’s platform, or background, must speak for the book in order to help spark awareness.

  So, how do you build your author platform? Here are three tips to get you started:

1) Write what you know: While it might seem like an obvious tip, you’d be surprised how many people step outside of their ‘comfort’ zone to write about things their background doesn’t quite support. Even if it’s a novel, the main themes and plotline should definitely be relevant to your area of expertise! For example, are you an educator? Incorporate an education theme or teacher/student bond into your novel. This will allow your publicist to incorporate ‘real life’ information into your book publicity campaign and position you for interview opportunities. 
       Writing about what you know helps establish your author platform, incorporate your background into the content of the book and, ultimately, allows your book to reinforce your message because a book simply cannot speak for itself!

2) Pitch to your local media: Local media is most receptive to local authors and their books since coverage of either is relevant and ‘newsworthy’ to their audience. Approach your local media with a copy of your book, a tailored cover letter, and a book release. In your cover letter, make sure you stress that you are a local author and give the editor ideas on how they can incorporate your book/you into their outlet. Perhaps they could run an author profiling story on how you came to write the book. Or they may consider mentioning your book in a local highlights section. Remember, media results build upon themselves and soliciting media runs adds strength to your author platform.

3) Join clubs and organizations: By associating yourself with clubs and organizations that pertain to the content of your book, you’re helping to round out the promotional package. Remember, a book publicity campaign is strongly supported by the author’s credentials. Pull out the main themes in your book – yes, even novels! – and research local clubs and organizations in your area that may tie into them. If your publicist has the opportunity to tie your affiliation with the local SPCA into the promotion for your novel about a family’s beloved dog, your author platform will grow – and so will the appeal for your book. 

Why Smith Publicity Says: 
You Should Do EVERY Radio Interview You Can
It's easy to be tempted to ignore or at least not be excited about the prospect of an interview on a small radio station.  Some authors think a tiny station will have few listeners, and it may not be worth the time to do the interview.  

First, this isn't necessarily true.  Think about it:  How many people does a small, 1000 watt station in the middle of New York City reach?  Millions.

Second, you never know who is listening.  We've booked authors on stations as small as 250 watts in remote areas of the country.  In fact, a famous Smith Publicity story regarding an interview on a tiny station has been told many, many times.  It drives home the point as to why every interview is important, and also gives an example of what a clever pitch can do.

We had a client, a tax attorney, who specialized in settling tax issues with the IRS.  You've surely seen commercials for such professionals; a person comes to them owing large sums of money to the IRS, and they reduce the debt through negotiation and other tactics.

Our client was making a heavy publicity push in the months leading up to tax day in April.  Although he didn't have a book, we promoted him the same way we do authors.  We came up with a clever pitch: "Why Size Does Matter When it Comes to the IRS." During a conversation with his publicist he mentioned that the size envelope a person uses to mail their tax return affects the chances of getting selected for an audit.

So, the pitch worked and we were booking dozens of interviews a week.  He was a great client; he did everything and anything we set up.

We received a request for an interview from a station in South Dakota, a tiny 500 watt station in a very rural area.  Realistically, probably a few hundred people, if that, would hear him on the air.

He did the interview, and the next day received a call from a listener who heard the interview.  It turns out this man had been driving through South Dakota and stumbled upon the station.  It also turned out this man was a multi-millionaire who was in a jam:  He owed millions in what the IRS identified as back taxes.  He engaged the services of our client.

The end result: From that one interview on that tiny station, and that one person who happened to be driving through that town, our client made $800,000. He had saved his client about $6 million, and earned his hefty commission.

One other brief example which also illustrates the power of word-of-mouth publicity:

We had a client with a book about UFO's.  We set up an interview on a very small radio station in Maine, again, one with very low wattage in a remote area.  One of the people who heard the interview in Maine was the head of a northeastern U.S. chapter of a very popular UFO association with many offices across the nation.  After hearing our author, she immediately e-mailed her fellow chapter heads, telling them about the author and book.

Our author's amazon.com rankings shot up from 300,000 to 162 over the next few days, and she began receiving requests for bulk purchases of her book.

One interview. Tiny station. One person catapulted the sale of thousands of books.

5 Quick-Hit Book Publicity Tips from Smith Publicity
1) Never do a radio interview in your pajamas. Whether you realize it or not, how you sound on the phone is indeed affected by what you are wearing and where you are.  If you do an interview on your back deck while sunbathing, chances are you will sound a bit too relaxed and nonchalant and not be on top of your game.  Do interviews at your business desk, and wear business casual clothes.  Yes, it does make a difference; you'll sound more focused and serious.

2) Go old-school and actually send a letter.  The dominance of e-mail as a preferred method of communication makes snail mail more valuable. This may not make sense at first glance, but think about it. A hand-addressed envelope sent to a reporter or editor is probably more likely to be opened, percentage wise, that an e-mail.  Why? Because it is so relatively rare today.

3) Watch TV and listen to the radio. If you want to get exposure for your book by securing broadcast interviews, then it makes sense that you should actually watch the types of shows you want be on.  Seems like common sense, but many authors don't do this. Listen to your local talk radio station and get the feel for the rhythm and pacing of radio interviews.  Watch TV shows, both locally and nationally, which interview authors.  Particularly with TV, you'll come to appreciate how relatively little time you will actually have on the air, and why you have to be concise in your answers and stay on topic.

4) Less is more. Whether you're e-mailing a producer or writing your own press release, follow the "less is more" rule.  After you write something, review it again and force yourself to reduce the length.  What you'll find is that you'll have a release or e-mail that is tight, on target, and covers the most essential elements of your message.  

5) Read The Tipping Point: How Little Things Can Make a Big Difference.  As author Malcolm Gladwell says, "The best way to understand the dramatic transformation of unknown books into bestsellers, or the rise of teenage smoking, or the phenomena of word of mouth or any number of the other mysterious changes that mark everyday life is to think of them as epidemics. Ideas and products and messages and behaviors spread just like viruses do."

Tips for Authors: 5 FREE Places to Post Your Press Release

The following website/newswire services will post your press release for free, enabling journalists who use their service to read about you and your book. Although all of these sites offer upgraded services you pay for, you can post a release for free and not pay a dime.  What do you have to lose? 

www.openpr.com

www.24-7pressrelease.com

www.newswiretoday.com

www.clickpress.com

www.prfree.com

Can You Get Me on Good Morning America? 

by Dan Smith, Founder & CEO, Smith Publicity
As publicists, the number one question we get is: "Can you get me on Good Morning America?" Or, clients give us a declarative statement: "The only thing I want is to get on The Today Show!"

Here are some insights on the big TV shows that might help put it in perspective as it relates to book promotion.

Good Morning America certainly is the gold standard of book publicity; an appearance on their show can indeed make a book an overnight sensation and sell hundreds of thousands of copies. Their stamp of approval can instantly take an author to the major leagues. Her power is undeniable.

But ... Good Morning America also creates some problems in the book publicity world, and at times, has actually prompted authors to make awful promotional decisions. Authors with books that might be a good fit for the show, or people who have expertise in topics they cover should always try to get on the show. The only way people get on her show is because they try. You will have no shot if you don't take a shot. However, authors can develop an obsession with Good Morning America, and fixate on appearing on her show to the detriment of their promotional campaign.

The stark reality: The odds of getting on the Good Morning America show are akin to playing the lottery.  Even if your book is a perfect fit the show, the producers (and there are dozens of them) receive hundreds and hundreds, perhaps even thousands of books each and every week. The producers also receive at least 100 pitches from publicists and authors every day, and I'm talking each producer. Some great books undoubtedly get lost in the piles and just never get seen.
As publicists, we engage in a structured and persistent follow-up program to producers, but this only slightly increases the odds.
Putting all of your promotional eggs in the Good Morning America basket is simply a bad decision.  And believe me, we've had authors who have done this.  The ‘Good Morning America Effect' spills over in various negative ways.  Some examples of things we've heard from authors:
· "Getting all types of other publicity is fine, but my book is only going to really sell if I get on Good Morning America." 
· "I will pay you $100,000 if you get me on Good Morning America." 
· "I want to UPS myself to the Good Morning America producers in a box with some air holes"
· "Can you get me her address, I want to camp outside her home." 
· "I want to put a billboard up in Chicago with a message for her."

I could go on and on with examples. While many of these are funny, they drive home the point I'm trying to make: Good Morning America is something you should try to get on, but understand the odds and appreciate the full spectrum of book publicity. There are tens of thousands of media outlets out there, and you have the potential to achieve great success without Good Morning America.

Also, keep in mind that not every book is right for Good Morning America. If you watch the show, take note of the types of authors and experts she has on. 

So... if you and your book could make a good fit for her show, go for it! But look at the big picture, and fight against being lured into obsession.
How to Write an Effective By-Lined Article

By Sandy Diaz, President, Smith Publicity

If your goal is to sell books or attract new business, then bylined articles are a great way to reach your target audiences with a controlled message. 

First, what is a bylined article? It is an article, written by you that is placed in a magazine or Internet outlet. Full credit is given to you as the author, along with a nice blurb about you, your book and your website. Placement of your article gives you credibility, continues to establish you as a leader and expert in your field, and differentiates you from your competitors.

Once you have written the article, you (or your publicist) pitches it to targeted media for placement. Often your photo or even book cover may accompany the article.

Here are some tips for writing a bylined article to increase the chance for placement and attracting readers.

1) Picking a topic. The article cannot be about how great you are or how wonderful your book is. Although that might be the case, you need to select a topic related to your book and expertise that will inform, educate, or inspire readers. The goal is to give readers insight to your thoughts, ideas, advice and to entice them to learn more about you, your company (if applicable), and to buy your book. 

Here are examples:

· Business relationship author wrote an article on tips to remember people’s names for general business audiences,

· Author with a specialized target audience wrote an article on the Tax Benefits of Oil Investments 

· Fiction author with a plot of a serial killer wrote an article on the psychology of serial killers

2) Include lessons learned/case studies.  Showcase your expertise by including case studies where you were able to help people. Readers will learn from the lesson and you will shine as an authority.

3) Know your audience. If you have a particular outlet in mind, read the type and style of bylined articles they publish. If your relationship self-help book can be useful to teens, women and newly divorced women, write an article specific to one audience. Don’t make it generic.

4) Choosing the right article headline. Again, look through your favorite magazine and online site for article headlines that grab your attention. Use active, not passive words. Highlight benefits, not features. Examples of weak and strong headlines:

Fabulous Diet Tip that Makes a Difference!

or better ....

5 Ways to Reduce Body Fat in 30 Days

Use Back Up Storage Drive With 500GB of Memory

or better ...

Never Lose Another Computer File Again

Investing Your Money For the Future

or better ...

10 Tips to Save for Toddler’s College
5) Know the length of an article. A good rule of thumb is between 700 and 1200 words. Again, if you have a specific outlet in mind, check their submission guidelines.

Once published, showcase your articles in your brochures, sales presentations, website, etc. It gives you credibility. Plus, online articles never go away and will turn up when people search for you online. Although bylined articles take time, the benefits of showcasing your book and expertise are priceless.
Tips for Authors: Holiday Gift Guide Submissions

By Corinne Liccketto, Director of Sales, Smith Publicity

While it seems too early to think about the winter holidays, if you’re interested in having your book placed in the holiday gift guides NOW is the time to get started. If you wait too long, you will miss the boat.

Here are a few general tips submitting your book to holiday gift guides:

1) Know your desired outlets and their submission guidelines: The first step to submitting your book for holiday gift guide consideration is to list the outlets for which you’re most interested in securing coverage and determine their submission guidelines. In most cases, along with a copy of your book, you’ll want to send a personalized cover letter, book release, and author biography. Make sure you follow the guidelines! Editors will not waste their time researching the required information on their own. 

2) Know when to pitch: When it comes to holiday gift guide submission, deadlines are crucial. Pitch too early and your book will be forgotten; pitch too late and you won’t even be considered. Now that you have your list, do your due diligence and research the deadline dates of your most desired outlets. Magazines will most likely need submissions by August (early September at the latest) whereas newspapers may require submission only 2 months before the holiday season. Don’t just pitch to every outlet at once because it’s easier. Respect the media’s deadline dates or else you’ll run the risk of annoying editors and, perhaps, ruin your chance at inclusion.

3) Donate a portion of your holiday sales to charity: Not only is ‘giving back’ the right thing to do, but by donating a portion of your proceeds to charity you’ll increase the appeal of your product. Media contacts can then plug the organization your product benefits. The holiday season is all about giving back, so why not start with your book? It really is a win-win. 

4) Position your book as a ‘Great Gift Under $30’: Or $20. Or $15. Whatever the price of your book is, use the hook when you submit for consideration. By encouraging awareness of the cost of your book, you might inspire the editor to include your book in a featured section of the holiday gift guide. The more categories your book fits in to, the higher the chance will be for inclusion.
5) Give a reason why your book is different than others: Does your book recap a hot trend of 2010? Is it eco-friendly? Telling editors why your book is different from others will give it an edge. 
Books ARE Judged by Their Cover:
4 Reasons Why Your Cover is Crucial
by John Chandler, Chandler Book Design U.K.
Like it or not books are initially judged by what they look like. Most readers will not experience the wonders to be found in even the most brilliant of books if the cover does not invite them in. And really, this is how it has to be if you think about it. Imagine if all books had the same plain cover – how would you ever know which book to pick up from the thousands in your local bookshop?

Authors needs to think seriously about what their book looks like.  And here are four reasons why:
1)    Covers are packaging: On your weekly trip to the supermarket you know what to expect of the well-known household brands, but you are also enticed to try a new product by its packaging. In a bookshop a customer looking for a new read will look out for books by authors they know or have been recommended, but they may also have their attention grabbed by a well-designed cover. A cover has a purpose and that purpose is to generate sales.
2)    Covers create expectations: In a single glance a shopper expects to learn what a book is about. A romance novel will have an illustration of two people in a passionate embrace, a book on golf will have a photo of a person playing golf on it.  If you want to defy expectations, go right ahead, but understand why you are doing it, what you hope to achieve and that there is a real risk to doing so. Often even a small variation from the usual can make a big difference – for better or for worse.
3)    Audience matters – templates and bespoke covers: Book covers can be created by using template layouts, which are relatively easy to do, or they can be professionally created from scratch by a designer. If your book has been written for a small number of family and friends, say a family history, a standard template cover will be fine. It does not need to sell the book at all. If your book is a local history book that will be sold in a limited area with limited competition a little extra effort will suffice. However, if your book is aimed at a wide audience and is intended to be seen on the same bookshop shelves as those produced by the large publishers, you need to invest in a bespoke professional design.
4)    A cover is an opportunity, not an afterthought: Your book costs money to produce – either yours or a publisher’s. Failing to give your cover proper consideration could well undermine all of the effort and resources that have gone into it. But more positively, the inverse is also true – a cover is an opportunity, something that can make your book sing. Your cover can potentially be better than the competition from the large publishing houses. Put effort into your cover, think about it, spend a bit of money if it needs it and consider it an investment rather than a burden.

Smith Publicity Tips for Continued Success Kit – Fiction Promotion Service © 2013 

Reproduction without permission prohibited. All Rights Reserved.
 

Page 24 of 44

