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When I graduated college, I hoped to become a full-time writer. I had busily worked on a manuscript, and I sent it off, believing it would be accepted. No. I took a handful of part-time jobs, continued to work on that first manuscript—made all sorts of mistakes and continued to receive rejections (improving ones, but that means little when you’re expecting $$$).

Through all my fantastical dreams of being a full-time writer, my daddy supported me without question. He wanted me to be a teacher, and I eventually did accept a teaching job, fulfilling his dream for me. A man who worked for years on the random commissions from auto sales, he wanted his children to have more job security. My sister went into state then federal probation; I took a teaching position. In my 20s, I didn’t understand the importance of job security, the perks of group insurance, or the importance of a pension plan.

Daddy didn’t live long enough to see me fulfill his dream or my own dream.

I wish he had. I miss him.

This book is for Daddy. It combines both dreams by being a self-published book teaching information to those who want it. This book and all the others in the Think like a Pro Writer series fulfill both of our dreams.

For Roy Dunn.
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Back in the old wild American west of the last 1800s, ranchers put brands on their cattle to identify their property. Not for the market, no. To prevent cattle rustling. The brands had to be small enough and plain enough to be formed from one wrought iron pole. As simple as an alphabet letter or an arrow in an R, the brands matched to the name of the ranch.

Potters marks have been around for millennia, long before the ancient Romans. People have always valued the jars and containers thrown by the better potters. Still to this day, Rookwood Pottery and Roseville Pottery are prized names in the antiques market. These marks (as well as Weller Pottery) offer proof of quality work with artistic designs.

The patronage mark of royalty offers the stamp of approval for a specific product from a particular company. The red-and-white Campbell’s soup label became a trusted product for a mother on the run. 

The Nike swoop and the slogan “Just Do It” together create a modern brand, trademarked yet so ubiquitous that everyone immediately identifies image and words with the Nike company.

That’s the mark of a highly successful brand: image and words associated with a maker to help identify products for the consumer.

Here are the three important words > for  the consumer.

Writing belongs in the entertainment industry. Even non-fiction books like this one are designed as entertainment rather than a dry, instruction-based technical manual.

Entertainment is for the consumer. The satisfaction of the consumer comes first.

Yes, we can write the books of our heart. As soon as we put them into the marketplace, however, the books become product designed for consumer satisfaction.

That puts a completely different spin on our writing. It is no longer ours, not when we intend to sell it. Then whatever we write (see the difference in terminology?) becomes what we will offer in a marketplace.

We also need to change how we talk about what we do. We say books; we should say projects that become products.

With a solid brand offering clearly identifiable products to satisfied consumers, we’ve crossed from our little cubby writing hole into the stratosphere of the marketplace, brimming with consumers looking for a guaranteed experience.

When we craft our brand, we have to take this crowded marketplace—crowded by consumers and by other offerings—into our equation. We have to consider what will make our products stand apart from everything else that is offered—distractions and competitors, blingie new and tried-and-true old.

The brand doesn’t benefit us except on the back-side of the product > when the satisfied consumer purchases more of our products. Without the consumer’s satisfaction, branding means nothing.
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In the marketing world, branding stands for the marketing efforts that help consumers find a particular product.

In a big-box store (a type of product distributor), people encounter clothing for all ages in all sizes, house and garden products, food, personal and hygiene products, pet supplies, entertainment offerings (from toys for children to toys for adults [tech gadgets]), and more, including things that defy classification, like greeting cards. Target Stores are a particular brand of distributor; Wal-Mart is another. We can buys Legos and Burt’s Bees and Proctor & Gamble and SmartWater; the offerings seem endless.

As we enter the big-box store, the distributor (Target) has organized products based on categories then types and finally products: personal hygiene, bathsoap, Dove.

The specific brand comes last, after category, after type.

For books, categories divide into fiction vs. non-fiction (category), then genres (types), then books (products).

Branding helps us find the products once we’ve narrowed down categories and types, whether we’re looking for toys or lightbulbs or bathsoaps.

We writers think branding is completely new, but branding for books has been around since the early 1900s. It just wasn’t called branding.​[1] That word became applied to the book business somewhere before 2010. Nowadays, everyone in the publishing business, traditional and independent, tosses around the term without bothering to define it.

In the early days of the e-book revolution (before 2014), writers talked about branding a series. When I began publishing in 2015, my cover designer mentioned “branding” the first three books, creating a common look for the three books would stand together even as they had different cover images. I had no idea what branding for books meant, so I headed off for research—and found very little help. I did find other writers, successful ones, advising newbies like me to focus on branding books and series rather than creating an author brand. That advice was heavily influenced by the scarcity of the books in the electronic marketplace.

Now people talk about Author Brands (the focus of this book) as if it will be the answer to success.

And branding certainly will assist success, but it won’t guarantee it. The size of the marketplace creates the difficulty.

The size of the marketplace has also created that difficulty for decades upon decades.

New writers for a long time depended upon word-of-mouth to sell their products. Then the local bookstores collapsed.

That’s not necessarily a bad thing. Some local bookstores restricted what was available on the shelves.

Yet it is truly a bad thing in this respect: When a reader came in, looking for a new book to read, the small bookstore owners knew their stock well enough to say, “This book is like that one. Why don’t you try this?”

When the first chain stores in the malls pushed out the local bookstores, the chain store workers rarely knew all of the product in the store. They might know a few writers in a couple of the genres, like fantasy and historical romance but not science fiction and historical mysteries.

Then the mall chain stores were pushed out of business by the big-box book stores, and those workers certainly didn’t know the product. The ones that I encountered didn’t know the big-name authors outside of their genres, and a few weren’t even readers, happily stocking the art books and the magazines but unfamiliar with anything that wasn’t a movie tie-in.

Painful years for readers.

The mall stores and the big-box stores led to the age of the block-buster best-seller, however, because the store workers knew management wanted them to push those books to people who were buying to read—and consumers bought because they didn’t have time to search through the endless shelving to find something to read.

It’s interesting that branding became an extremely important word to writers in the book market when the chain stores and the big-box stores pushed out the small independent book owners.

The independent bookstores are making a comeback while the big-box stores are closing. That’s an interesting happenstance.

But!

The print-book marketplace has always branded for genre and for author. Those words just weren’t that important to the individual writer. Marketing by the traditional publishers handled the branding.

With the rise of self-published writers, marketing words are on the rise.

A great example of the early book branding by the traditional publisher is the vintage gothics of the 1950s to 1970s. The covers always depicted



	As Plaidy, the covers for her series about the queens of England would depict a proud woman standing before images of castles or pageantry (sometimes with a man). The costuming and images identified the time period, as it did for Light on Lucrezia and Hammer of the Scots as well as Daughter of Satan.

	As Carr, she wrote multi-generational family sagas, the covers of which usually depicted another woman in historical costume but lacking the ornate costuming of royalty and usually in a garden rather than a grand locale like court or a castle.











	Brand = images and words associated with a maker to help identify products for the consumer

	Brands identify quality work with artistic effort.

	Writing = belongs in the entertainment industry

	Books = projects that become products

	The brand helps distinguish the product (book and writer) from others in the marketplace.

	And the brand is crucial in the marketplace because we have only three glances to snare a reader. The first glance lasts only a second or two.
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