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Introduction


  The thing I dislike the most about building an author business is that I’m the one doing everything. I’m the product developer, the quality assurance department, the marketer and copy writer, the social media manager, the distribution specialist, human resources, data analyst, advertising department, website developer, the art department, accounting—you name it, I’m that person. I’m the CEO, CFO, CTO, CIO, all the VPs, all the directors, and everybody else, right down to the night-shift janitor. Even when I hire someone to help me, like my cover designer, copy editor, or audiobook narrator, I’m still responsible for the decision making, the hiring process, the project management, and generally just making things happen.


  Some of my jobs I like more than others. For example, product development is pretty cool—I like writing books. I like designing them. I even like distribution, though not as much. I don’t mind marketing, or website development, or copy writing. But I could live without ever having to do taxes again. I could toss my spreadsheets in a dumpster and never look back. And HR? Please, god, no (channeling Michael from The Office here).


  There are a few other challenges that come with wearing every hat, and I don’t just mean time management and having to know everything.


  The first is that the business advice so freely given on the internet isn’t always practical. I cannot do all the things everyone suggests, either because I don’t have time (to do it or to learn it) or because it’s not something I’m good at (I’m a person, not a machine!) or because it requires a team of people all doing different things simultaneously in order to work.


  The second thing is that there’s no space between the business and myself. There’s no buffer. So, if you are unhappy with a product and call a company to complain, you’re probably talking to some low-level employee who doesn’t really care that you are unhappy, and is just reading to you from a script their boss wrote to deal with customers like you. If a reader or a customer doesn’t like my product or my company and calls to complain (or leave a bad review, more likely)… they’re talking to me. Me!


  And this isn’t just about customer complaints—it’s about everything. If something breaks, I’m the one who has to fix it. If something needs to get done, I need to do it. Nothing happens automatically or magically—if I don’t do it, or at least set it into motion, it doesn’t get done. It doesn’t matter if I’m sick or tired or on vacation. I am the business, and the business is me.


  The third thing is that, over time, the business decisions can get a little fuzzy—am I making this decision because it’s the right one for the business… or because I don’t feel like doing this thing? Am I avoiding working on this project because I’m not convinced it will add value to my product offerings… or because I’m tired?


  The good news is this: all of these things are fake anyway. They’re systems and structures somebody invented to keep a company rolling. A good company hires competent people to do things they enjoy doing and does everything within its power to keep its teams happy. Happy employees do a good job, make fewer mistakes, and stick around longer.


  Well, in the author business, you are your best employee.


  You are capable and competent, passionate about the work. And if you want your business to succeed, you need to keep you happy.


  This is a lesson I’ve been learning the hard way for a very long time. It’s easy to look outward for a path forward. It makes sense to want a straightforward, step-by-step process that will walk you from where you are now, right up to the front gate of where you want to be.


  But the problem is, that step-by-step process doesn’t really exist. Because we are all different. Which means our businesses will be different. Which also means that our paths will be different as well.


  For me, this means the question is no longer “How do I get from point A to point B?” but instead, “How do I figure out how to get from point A to point B?”


  And this question is relevant everywhere. How do I figure out how to write a book? How do I figure out how to craft a narrative? How do I figure out how to publish a book? How do I figure out how to market a book? How do I figure out how to build a business? How do I figure out how to build a brand? How do I figure out … anything… in a way that works for me?


  How do I decide which steps are the right ones for me?


  This has generally been my approach for all of my content for writers, whether in my workshops, on my blog, in my courses, or in my books.


  But, oddly enough, when I first attempted to develop this book, I did the opposite. I created a prescriptive process that—get this—didn’t even work for me! It was essentially a regurgitation of everything I’ve ever learned about branding over the last fifteen years of working first in corporate marketing, and then as an author.


  But that’s not the point! The point is not to create a corporate brand or to create a brand that mimics something else. Because, the truth is, your books come from your mind and your soul. They are unique to you. And if you want to find readers who love your work, that means your marketing, your business, and your brand should reflect you. You deserve a brand that is


  

  

  Appendix D:
Author Branding Template


  Use this template to walk through a full picture of what your brand might look like.


  A Little Bit About:






  (your name here)


  Answer the following questions to create a general basis for where to begin with your brand:


  Write a description of what you write.


  For example, “A cozy mystery series set in a bakery with cats”


  Who is your target audience?


  For example: “women ages 55 – 80, cat lovers, murder mystery fans”


  What do you think makes you, the author, unique?


  For example: “I used to work as an administrator in the FBI, so I use my experiences to make my stories unique. I love true crime and collect animal bones.”


  What is your reader promise?


  For example: “I promise an entertaining mystery, filled with suspense and with a happy ending,” or “I want my readers to feel satisfied at the end of the story,” or “I like to explore the place where the dark side of people and the light side connect.”


  Your Brand Promise


  Write a couple of sentences answering this question:


  What do you want your reader to get out of your brand?


  Your Brand Future


  If you had to imagine a perfect brand (say, twenty years from now when you have several series in progress) what would that look like? How many books would you have out? What types of events would you attend? What kinds of readers would you have?


  Brand Structure


  Use this space to brainstorm what your brand would look like under each type of structure. What kinds of books would you focus on writing for each? What kind of social media content would you post? What types of colors, fonts, design elements would you choose? What would your website look like? What would your imagery look like?


  What would your brand look like if you focused on making it author-centric?


  For example, “Pictures of me doing things, a calendar of events I’ll be attending, videos of my kids reading from my book, blog posts about what the themes in my book mean to me, picture of my face on the homepage of my website”


  What would your brand look like if you focused on making it book-centric?


  For example, “Pictures of my book in interesting places, quotes and reviews about my book, Facebook essays on the process of writing, snippets from my world-building bible, image of book covers on website homepage”


  What would your brand look like if you focused on making it a blend of author- and book-centric?


  For example, “Pictures of book covers, reviews, and excerpts shared on social media, books on homepage, links to personal Pinterest boards about me and books, share my face but never my kids, blog posts about my political/religious values”


   Your Brand Presentation


  Use the following section to create some basic decisions and guidelines about the various parts of your brand.


  Your Writing


  Describe what your writing will look like. What books, blogs, courses, etc. will be part of this brand? What are their genres? If you have additional writings, will you align them with this brand or create another?


  Colors


  What colors do you think represent this brand? 


  Imagery


  What images will you use to represent your brand? For example, will you only use book covers, or will you use art, stock photos, etc.? Will you apply a specific filter to images, or use a particular style of illustration? How will you decide if an image fits in with your brand or not?


  Fonts


  What fonts do you think best represent your brand, and what will you use each font for?


  Logos


  Will you have a logo? If so, where will you get it, and what elements do you want to be part of it? 


  Your Face


  Will you use your own face as part of your branding? How will you present yourself—as bold and bright, as mysterious, as professional? 


  Taglines


  Do you have a tagline or taglines? What is it? Do you want a tagline? Where would you use a tagline? 


  Your Brand Presence


  Platforms


  What platforms do you want to be on? What will you use them for? What types of audiences do you think you will attract? Facebook, Instagram, Twitter, your website, Wattpad, Goodreads, Inkitt, Patreon, Pinterest, etc.?


  Distribution


  What distribution platforms do you use, and what options do they have for engaging with your readers?


  Brand Growth


  Take the next area to create a picture of what your brand currently looks like, and then prioritize what you need to maintain or build. This can be as simple or complex as you want.


  What parts of your brand currently exist? If your brand is small, what would you like to add?


  For example: “I currently have a basic website, a Facebook page, a Twitter page, and an Amazon Author Central page.


  I would like to add an Instagram account and become more consistent with my brand image. I would also like to add a logo and separate my nonfiction blog into a different brand, separate from my fiction novels.”


  What parts of your brand do you think are important to prioritize maintaining? What parts do you think are most important to add?


  For example: “I think it is most important that I become more consistent with my branding before I start adding new platforms. I would like to get a logo first, update my website, and separate out my nonfiction brand from my fiction one.”


  Next Steps


  This is the most difficult part of branding: figuring out what to do next.


  Once you’ve decided what your priorities are, the next step is always to figure out how to do that thing. Below, I’ve listed out a few examples of possible next steps that might vary based on what you think the most important next step is, but what next step you choose will depend entirely on what the most important priority for your brand is moving forward.


  	Write a five-year or a ten-year plan for you how want to grow your author business.


  	Research different website platforms to figure out if you could do it on your own, or create a budget for hiring someone to build a website for you.


  	Redesign your website to meet your current branding and business needs.


  	Do research to find a logo designer to reach out to.


  	Set up an Instagram account/Facebook page/Twitter account/Patreon, etc.


  	Set up a second website for a second brand.


  	Hire a designer to help you create a visual brand, or use a color picker to build out the visual elements of your brand on your own.


  	Reach out to some of your other author friends to find out how they determined what their brand looks like.


  	Set up a newsletter with a professional onboarding sequence and create a calendar to go with it.


  	Create a free book or short story for your sales funnel.


  	Write a tagline or multiple taglines.


  	Write a brand blurb.


  	Write another book. Finish a book. Publish a book.


  	Create a set of guidelines for the type of presence you’ll have.


  	Order some branded swag—keychains, business cards, bookmarks, or a sign for an event.


  	Anything else that will help you move forward and on to your next path.




  Or, your answer might be: none of the above.


  What are your next steps?
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