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  Being just a writer won’t lead to book sales in today’s world. The mindset of an author needs to be adjusted. Authors need to develop new skills. Understanding the business side of publishing is the first step.


  

  Chapter 1Authors As Marketers


  I’m an author. I’m a writer. I’m an intellectual dilettante. I’m not a business person. I’m not a marketer. I’m not a salesperson. I’m not an entertainer. I’m an author.


  Sorry, a successful author is a business person, marketer, salesperson and entertainer. The only way an author can escape the business side of publishing is to have lots of money, or a patron with deep pockets, to finance a book. Few patrons of the arts exist today.


  The writing of a book is a lonely pursuit. Writing is not a team sport. After a draft manuscript is completed, authors can seek out comments and constructive suggestions. During the creation of the manuscript, authors are on their own. Interruptions from friends, family members and the pet cat are not kindly tolerated when the prose is flowing. A movie made many years ago was titled The Loneliness of a Long Distance Runner. The writing process could be called The Loneliness of an Author.


  So, how do I, an introverted author, become an extrovert once my book is published? I feel more secure locked in my office with my computer and a pot of coffee or a Keurig machine for the modern writers.


  For many authors, the transition is not easy. As with any learned skill, an author will become more relaxed and proficient with experience. Recently I took part in a post-play audience participation program at the Peoples Light and Theatre Company in Malvern, Pennsylvania. I was a member of a panel discussing that night’s play. My book Pickett’s Charge: The Untold Story connected with the theme of the play.


  I sat on stage with the other panel members as we gave comments about the production and fielded questions from the audience. I was asked to be the first panelist to talk to the audience since I’ve been speaking before groups for years. A friend told me I looked at ease before the large live audience. The questions weren’t submitted in advance. I was at ease but the lack of stage fright wasn’t innate. I remember my middle school teacher was hesitant to place me on a panel because I was so quiet in class. I never spoke or joined in class discussions. I was a classic introvert and in many ways I remain one.


  Won’t the publisher market my book?


  If an author has a traditional publisher, the publisher will provide some marketing assistance. The publisher is in the business to sell books. There is a limit to assistance authors receive. Remember, publishers have a good idea as to the amount of money a book will generate. They also know how much money it will cost to produce, distribute, market and sell a book. Traditional publishers do have in-house marketing departments but authors shouldn’t expect the publishers’ marketing department to spend an inordinate amount of time working on their individual book.


  My first book was about Fort Delaware during the Civil War. A respected historical publisher released the work. The publisher had a specific amount of money set aside for marketing. Ads were purchased in Civil War publications touting the book and placement was timed to match the release of the book. During the final phase of editing, the book’s editor left the company to take another job. The release of the book was delayed a full year while another editor took over the project. The publishing house didn’t purchase additional advertisements. The marketing budget was depleted. My co-author Dale Fetzer and I were left with the major marketing responsibilities. We weren’t happy with the situation as the delay cost us initial sales. Even though we were disappointed with the book’s launch, we persevered and did a number of signings and talks. The book was successful and still sells today.


  UNDERSTAND THE BUSINESS OF BOOKS


  Unless your book is expected to generate huge profits, don’t expect publishers to finance a book tour across the world, the country, your state or even to the neighboring town. Book tours are expensive and publishing is a business where the bottom line is being squeezed. Authors need to understand the business side of books. Publishers will assist in setting up book signings and newspaper, television and radio interviews. An author shouldn’t expect to be flown across the country for the interviews. The author more than likely will be interviewed by phone than spend an evening in a posh New York hotel.


  This doesn’t mean authors can’t plan and execute their own book tours. Out-of-town book stores, libraries, civic groups and public organizations welcome authors to stop and talk to members of their organizations even when the author is on a vacation. A portion of an author’s expenses can usually be deducted from taxes as a business expense.


  All of the marketing of a book is the responsibility of a self-published author. If an author contracts with a vanity press, an internet service for print-on-demand or utilizes some other type of self-publishing company, the author will become the promotions person, salesperson, business manager, shipping clerk, secretary, janitor and every other type of employee hired by a publishing house. Either the author does the work or pays a marketing service. I know of authors who like the control of self-publishing. They have 100 percent of control over the way their books are edited, designed and printed. They also have 100 percent of the business responsibilities, including marketing.


  I’m an author and I write. That should be enough.


  Being just a writer won’t lead to book sales in today’s world. The mindset of an author needs to be adjusted. Authors need to develop new skills. Understanding the business side of publishing is the first step.


  Publishing is a business and a business needs to make money to survive. Publishers need to pay employees, the rent, postage, taxes and utility bills the same as any other company. Making money in today’s publishing climate is difficult. Take a look at the demise of many traditional publishers. So many have either vanished, merged or changed their business strategy to become quasi-vanity publishers.


  Authors also like to be paid for their creative work but they are often at the bottom of the money distribution list.


  The subject and substance of a book doesn’t always ensure a work will be published. Just because an author and five close friends believe a book would be interesting, doesn’t mean the book will be published. Books need to have a wide audience to be successful. Also, the next great American novel might not be published if a publishing company believes readers won’t purchase the work. A writer friend took part in a seminar in New York City where prospective authors had a chance to pitch their books to agents and publishers. She believed she had a book of substance that was well researched and written. She didn’t get a nibble from the publishers. The twins from a chewing gum television commercial did receive great interest from the publishers.


  A number of questions have to be answered before a traditional publisher agrees to publish a book. How many copies of the book are expected to be sold? Who will purchase the book? What will be cost of producing the book? What price should be charged for the book? What will be the company’s expected revenues? How many copies should be printed in the initial run? Should the publication be just an e-book? Will there be foreign sales?


  Economics is a crucial determining factor in the world of traditional publishers. The same factors traditional publishing houses examine should be explored by self-publishing authors. Self-publish authors need funding to produce a book. A successful author needs to determine costs and have a realistic view of potential sales before launching a book venture. NOTE TO AUTHORS: The copies given to friends and family do not count as sales.


  The fiscal bottom line is important to publishers and authors.


  Successful businessman Carl Francis has drilled into my head that marketing is everything. Carl is a good friend and a marketing and image genius who is an adjunct professor and lecturer at Drexel University’s LeBow College of Business in the school’s internationally-ranked MBA programs.


  Marketing is everything and a successful marketing plan begins once the book is conceived. For those with a traditional publishing house, the book must be marketed to the acquisition editor. Before the book is released, an author should be identifying the target audience and letting those potential book buyers that the book is about to be released.


  BOOK TITLES AND COVERS ARE PART OF MARKETING


  A book’s title and book cover design are keys to marketing success. A great title can increase book sales and a poor one can doom a book’s sales. I’m getting better with book titles but an author isn’t always the best person to select a final title or design a cover.


  Barricade Books Publisher Carole Stuart is excellent with titles and designs. My book Pickett’s Charge: The Untold Story is a prime example. For Civil War and history buffs the book clearly is identified with the battle of Gettysburg. The book cover is bright blue. I had imagined the traditional looking Civil War book with an old painting reproduced or image of a Civil War soldier. I wasn’t sure at first but the bright blue cover certainly stands out on book store shelves. Carole’s vision was correct.


  I was recently asked to take a look at the draft of a self-published book. I immediately had concerns about the cover. The title didn’t convey anything about the subject of the book. There was no promotional material about the book on the front or back covers. The cover design was done by a friend of the author. I mentioned to the author that readers looking at the book at a store will have no clue about the subject. I suggested a marketing message should be included. I was pleased when I was given a copy of the released book. Information was added to the cover and now potential readers know the subject.


  I did get a book title correct. I wrote a book on the American Revolution’s battle of Brandywine, which took place on September 11, 1777, in Chadds Ford, Pennsylvania. The book took a number of years to research and write. During the summer of 2001, just before the horrific terrorist attacks in the United States, I was in London looking at British army and government records surrounding the British participation in the battle.


  I pondered different titles for the book. The Battle of Brandywine was a possibility. I could have called the book Brandywine but a number of other books used Brandywine in its title and are connected to a Pennsylvania river. A number of famous people, including Washington and Lafayette, took part in the battle. They could have been used as part of the book’s title.


  After the attacks on 9/11, I contacted my publisher. I said the title of the book should be September 11, 1777. I didn’t want any reference to the terrorism of 2001 but the September 11 date had a new meaning for Americans. The subtitle I suggested was way too long, but September 11, 1777 was perfect for the main title of the book.


  I worked with an author who was self-publishing a book. When he told me the title of his book, I cringed and politely pointed out he should rethink the title. The main title was Part of the Parade. Tell me what the book is about. Is it a circus parade? How about a Mummers’ parade? The book’s subject was the people behind
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“Finally a map to hejp authors navigate the complex waters
of the marketing world!” —Author Charlene Briggs
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