
		
			
				[image: ]
			

		


		
			Table of Contents

			Title 

			Copyright Information

			Dedication

			Introduction

			Let’s Go Fishing

			Things You Should Not Do

			Free Media Outlets

			Interview With Charlain Harris

			The Book Signing

			Tips for Book Signing Events

			Preparing for a Book Launch Party

			Personal Events

			Interview with Dan Poynter

			The Radio Interview

			Signs of the Time

			Selling Books in Unusual Places

			Thinking Big

			Marketing for the Socially-Challenged

			Interview with Diana Gabaldon

			Marketing for Halloween

			Serving the Servers

			Monetizing Your Web Presence

			Market Segmentation

			The Marketing Conquistador

			Interview with Kevin J. Anderson

			The Media Kit

			Being Sociable on Social Media

			Choosing the Perfect Blogging Shoes

			The Blog Tour as an Effective Tool for Building an Author’s Online Platform

			Nontraditional Revenue Streams

			Interview with Jonathan Maberry

			Purchasing Advertising

			Television Advertising

			Radio Advertising

			Newspaper Advertising

			Magazine Advertising

			Outdoor Advertising

			Book Trailers

			Kiss and Make Up: Finding a Book Publicist You’ll Love

			Always Looking for a Connection

			Interview with Lucy A. Snyder

			Customer Retention

			About the Author

			More from Seventh Star Press

			Writers Workshop of Science Fiction and Fantasy

			Heart of a Lion from Stephen Zimmer

			Explore the Horror Stylings of Michael West

			Vampires Don’t Sparkle

			Shadows Over Somerset by Bob Freeman

			The God Killers by John F. Allen

			Southern Haunts Anthology

			Death’s Dance by Crymsyn Hart

			Appalachian Gothic in Irredeemable by Jason Sizemore

			Transport by Peter Welmerink

			Shadow Out of the Sky by Brick Marlin

		


		
			Title Page

			[image: ]

			Michael Knost

			[image: ]

		


		
			Copyright © 2015 by Michael Knost

			All rights reserved.  No portion of this book may be copied or transmitted in any form, electronic or otherwise, without express written consent of the publisher or author.

			Cover art: Michael Knost

			Cover art in this book copyright © 2015 Enggar Adirasa & Seventh Star Press, LLC.

			Published by Seventh Star Press, LLC.

			ISBN Number: 978-1-941706-29-9

			Seventh Star Press

			www.seventhstarpress.com

			info@seventhstarpress.com

			Printed in the United States of America

			First Edition

		


		
			Dedication

			“To everyone who purchased a book out of pity when I was struggling at a lonely book signing.”

		


		
			INTRODUCTION

			Let’s be honest, the best marketing plan you can have is to write the best book you can. Because, no matter how hard you market your book, if it is not a good book, all you will do is increase a consensus that you are not a good writer. However, if your book is fantastic, then your marketing efforts will pay off with future dividends.

			Let’s face it, word-of-mouth is going to be the best marketing aspect that can work for you. However, word-of-mouth can be good or bad. If you have written a good book, then word-of-mouth can help sell more books than any other marketing efforts you can implement. If you’ve written a bad book, then word-of-mouth can destroy your name brand.

			So, this book is working under the assumption that your book is fantastic.

			Within these pages, you will find a tremendous amount of marketing ideas. I have worked in the marketing field for almost thirty years now, much of that time spent as general manager or sales manager of radio stations. I have also worked in advertising for newspaper and television. And, I have also worked as marketing director for some very big companies, seeing the other side, where I’ve bought advertising from just about every medium you can think about. 

			I have worked with small budgets up to annual budgets of over five million, and I have seen just about everything there is to see. However, I’m not going to try to tell you and I know it all. Because I don’t. Marketing is not a static thing. It is ever changing, always evolving. And if anyone ever tells you that they have the marketing thing down pat, you can rest assured they are either lying or they are crazy.

			What you are about to read is a culmination of a number of things. Over the years I have written a lot of articles, essays, and columns touching on the subject of marketing. In fact, I currently write a monthly column for the HWA (Horror Writers Association) newsletter. Many of the articles I have written over the years are included in this book. However, the majority of the content was written specifically for this book. I bring this up simply because I want you, the reader, to know why it reads in a certain way. 

			Think of this as a collection of pieces regarding marketing. Don’t think of it as something that is going to have a continuity of a storyline with a beginning, middle, and end. The subject matter ranges from many topics, so don’t expect connected narrative with an organic flow. Again, Think of this as a collection of ideas. I have, however, attempted to put everything in an order that makes sense.

			And I should point out that some of the information I offer shows up several times in various places. Again, this is because it was written in separate articles at different times. However, the reason I left them in all the locations is the thing I mention multiple times are very important and I want you to recognize that.

			Also, I want to point out that many of the articles may lean heavily toward the marketing or advertising side, with examples that may not always focus solely on authors or books. This is because I am hoping to impart universal marketing knowledge and experience so you understand the why. It is my hope, that as a reader, you can take this raw knowledge and apply it as an author in order to sell more books.

			Michael Knost

			August 9, 2015

		


		
			LET’S GO FISHING

			“I see a ton of people who say they’ve figured marketing out, but they’re either selling their services or basing it on anecdotes ‘I did this and it seemed to work.’ Is there any actual data that authors can access on what helps and how much (cost-benefit analysis, etc.)?” 

			— Ken. Cranston, RI.

			First of all, anyone who says they’ve got this marketing stuff figured out is either lying or insane. I mean, think about it, marketing is not a static thing—it’s changing and evolving by the minute. What worked six months ago may not work today.

			Which is why basing results on trial and error is the only way to find the sweet spot, and to then find the next sweet spot. So, the idea of, “I did this and it seemed to work” is the best approach one has when trying to wrap one’s brain around this whole marketing thing.

			For instance, let’s think about marketing for automobiles. Industry professionals follow trial and error to the hilt. If something doesn’t work, move on to something else. It’s like bass fishing. Before you go out on the boat, you make sure your tackle box is bursting at the seams with a variety of lures, baits, and things to ensure success.

			There are several types of lures when bass fishing. You have crankbaits, spinnerbaits, plastics, tubes, topwaters, and jigs. Crankbaits and spinner baits allow you to cover a lot of water, and work best in light vegetation and rocky bottoms. Jigs give you a very accurate feel on the line, and are one of the most effective lures when used with a pork rind trailer. 

			Topwaters are best in very shallow water, or in areas that are covered in surface vegetation, such as lily pads. Plastics are the most versatile. They can be fished weighted or weightless. Floating plastics can be used just like a topwater, and any type of plastic can be fished weedless to allow fishing in extremely heavy vegetation.

			And then there is the matter of color. Let’s say you have a specific plastic worm that does well for you. If the fish are biting when you have a white one on the hook, and then they stop biting after a while, just changing to an orange worm of the same shape and size could get the fish biting again.

			And don’t forget, you can always use live bait. I don’t need to go through all the types you could use, but you know there are a ton of options. 

			This is why having many options in your tackle box is imperative. After all, marketing is a trial and error thing. In fact, many businesses try to track where their results come from in marketing, but it is a very difficult thing to attempt.

			Some businesses use multiple phone numbers in their marketing efforts. One specific phone number (customers call) is used only in radio (or one specific radio station), another number is used only in newspaper ads, and another number shows up only in television ads. The receptionist can keep track of the number of calls with each phone number, letting the business owner know which aspect of the marketing industry is a better lure for the moment.

			Now, tracking can even be drilled down further by tracking calls that come from radio station X. You note how many calls came from the number, and you can also show how many sales you made from all those calls. It’s like counting seven fish you caught with a specific lure after getting dozens of bites.

			As far as actual available data, unfortunately there is nothing like that accessible. I’m sure it exists. I’m sure the major houses spend quite a bit of money producing data (from trial and error) that will give them a temperature of the water at that moment. However, they are not going to share that information.

			This is why creating your own is so important. But, here’s the thing: if you don’t take the time to measure for yourself, you’re never going to know the water’s temperature. And that means you have to be on the water a lot. That means you have to cast the line out as many times as possible. Think about it, if you go out to the lake and cast your line only three times, you will only have three chances to reel one in. The more times you throw the line out, the more chances you have of reeling more in.

			The angler searches for structure and cover, as this is where schools of fish mill about. Fallen trees, rock formations, weeds, and other items that can be a safe haven, are all ideal places to start. So, as an author hoping to catch readers, where are their structures and cover? Conventions, book festivals, libraries, and bookstores are only a few that come to mind.

			I often visit bookstores as I have the addiction myself. I always try to chat with the managers and other personnel about what is selling and what is not. I’m curious how many titles of certain genres they’ve moved in the past month. I want to know what average sales of their end-cap displays are, and how much more percentagewise they are selling in comparison to books from the shelves. These folks love to talk about these numbers as much as I do.

			So, the best advice I can give you is to fill your tacklebox with as much diverse marketing aspects as you can, and be prepared to change things up when the temperature drops, or the color of the water changes, or the structure is damaged or moved.

			It’s all about trial and error, but more important, as I mentioned earlier, it’s about casting the line out as much as possible. The more lines you cast, the more chances you have for sales. So, keep casting. Make adjustments when needed. Study the conditions and adapt as quickly as possible. And take notes.

			An angler may remember a chartreuse plastic worm worked really well in cold conditions with murky water before. And making the adjustments, found the fish biting again.

			Take everything into consideration when it comes to conditions. For instance, in the summer months you may find television viewership go down drastically. Why? Because more people are outside during the warmer seasons, working in the garden, mowing lawns, camping, vacationing, waterskiing, and yes, fishing. So, changing bait may mean focusing more on marketing with mediums that accentuate warmer weather activities.

			Work hard, have fun, and keep casting your line!

		


		
			THINGS YOU SHOULD NOT DO.

			Before I get into all the things you should be doing to better market yourself and your books, I want to take a moment and explain the things you should not be doing. There are some things that may bring you short-term profits but will ultimately lead to long-term problems. Yes, you may make a cheap sale out of the tactic, but you will create a reputation for yourself that will damage your long-term goals.

			These tactics are not worth it. Unless, of course, you have no long-term goals, and merely want to sell as many books as you can within a year or so and then move on to something else, it’s not worth it. And even with that, why bother with books? I mean we are talking about products with some of the lowest profit margins you can hawk. Why waste your time selling something that will yield so little when you could focus on products that will have a much larger payoff?

			But, that’s not the case with most authors who are guilty of the things I am about to talk about. Most of these people think this is perfectly acceptable, and that he or she must do anything possible to sell as many books as possible (no matter how) in order to continue moving up the ladder.

			The problem is when you get a reputation like this; no one wants to associate with you. Because they do not have to read the tea leaves to predict the outcome…and no one wants to be associated with the outcome.

			And let’s face it, most of these are douchebag tactics.

			So, the following are just a few obnoxious selling tactics you should avoid:

			
					Don’t trick someone into purchasing your book. Don’t show your book to a friend or family member (or someone who helped you with it!) in a private conversation and then say, “I hope you like it. The book is $15.95, but most people just give me $20 because I donate the difference to the Humane Society.”

					Don’t turn every conversation into something about your book or books, trying to make a sell. Let’s say you are having a conversation about a popular movie. “The main character is not as believable as the protagonist in my latest book. I happen to have a copy right here.” Or politics. “It reminds me of the political unrest in my latest book. I happen to have a copy right here.” Normal conversation should never be nothing more than a transition onto a sales pitch.

					When at a convention, do not walk up and down the isles and corridors, asking passersby to pose for a photograph with your book…and then say, “That’s $10.00, would you like me to sign it to you?”

					When participating on a panel at a convention, don’t hog up all the time talking about your books, not allowing the others on the panel to fully participate. The other writers and the audience members will make fun of you (naming you) to others behind your back for the rest of the convention. Trust me, it happens.

					Don’t send private messages on social media sites (especially to people you do not know) with the sole intent of pushing your books. You look like an idiot. Also, do not send a friend request with the same intentions. 

					Never post something to someone else’s timeline or site that does nothing more than promote your work…especially without permission! I had one person send a friend request on Facebook. Within seconds of my approval, he posted a short story of his to my timeline, asking my friends to read and check him out. I ripped the story to shreds in the comments. Publicly. It was a ferocious critique. He deleted it himself. Never had that problem since.

					Do not make comments on others’ posts in social media to promote your work. “I agree! This is why I wrote my latest book…”

					And please do not take the opportunity to promote your work in your birthday wish on social media. “Happy Birthday! You should treat yourself with a copy of my latest book that you can buy using the following link…”

					Or even worse, offer condolences and promote one’s work in the same post! “I’m sorry your mother has passed away. Maybe if you read something funny it would take you mind off things. My new book has a lot of funny things you might enjoy…” No, really, this has happened more than a few times!

					Then there are those who manufacture sympathy, saying he or she is facing some financial distress, or a family member has passed away. And if people would purchase their new book they think it would help them cope with the loss. Again, I have seen this more than a few times!

					I have a friend who said an author once sent her a “special” Yom Kippur message, which had a link to the offender’s Christian fiction! My stomach hurt for hours after laughing so hard over that stupidity.

					Don’t add anyone to any groups on social media without permission. Especially if it is nothing more than a disguised group to sell your books.

					And never post a review for someone else’s book (good or bad) and then post a link to your own work.

			

			Hopefully the majority of you are reading these and thinking how horrible these examples are, and that surely no one would ever do such things. Well, that is where you are wrong. Everything mentioned has happened. Either I have witnessed it firsthand, or a friend has seen it and shared the experience.

			The goal of this book is not to trick people into purchasing your products. There are some tactics listed that will put you in a better position without coming across as pushy or manipulative, but you never want to be the hardcore salesperson.

			Now, here’s the thing I want you to think about. How many successful authors do you know that does any of the above things? How many full time writers do these things? How many “big name” authors are guilty? None. Why? Because those tactics would have prevented them from getting to the place they are now. So, don’t be a jackass. Just write the best books you can and promote them within the lines.

		


		
			FREE MEDIA OUTLETS

			Let me start by giving you a little personal background. I started working in retail sales after a brief stint in the United States Marine Corps in the mid-’80s. From there I began a career in broadcast radio as an on-air personality. I learned that talking to an audience on a daily basis was marketing, playing the right music, making sure the commercials had the right message in order for the clients to see enough success to continue purchasing ads.

			It didn’t take long before I was working as program director and then general manager. At one point I managed eight radio stations simultaneously ... I’d like to point out I had a full head of hair up until that point. But seriously, that’s when I became aware of the importance of marketing. Since those beginnings, I have worked as marketing director or chief marketing officer for newspapers, television stations, health care companies, and automotive entities.

			So, this book will focus on varying aspects of marketing for writers.

			Unfortunately, too many writers today think maintaining a Twitter or Facebook presence is the only marketing plan they need. Now, don’t get me wrong, there’s nothing bad about social media and its role in marketing, but if you want to go further, you need to do more.

			This brings us to the question as to how much marketing you are willing to do as a writer. Let’s be honest, most of the bigger publishing houses are not expecting you to do much. Therefore, you have the luxury of marketing as much or as little as you desire. And if you want to write and not be bothered with marketing, that is up to you. Nowhere in my words will you ever find me saying you have to market to be a writer.

			Dealing with the smaller presses, however, will more than likely be a different story. Most small press publishers will expect the writer to market his or her product as much as possible for the project to be worth the effort.

			As I mentioned earlier, social media is good, but it should not be your foundation in marketing. It should be an integral part of the overall marketing reach, but never the main focus.

			First of all, I want you to think of your writer identity as a company. Now think of everything you do to bring attention to yourself, your books, or your works as streams of revenue. You will see that social media networking is only (or should be) a small portion of the overall revenue coming in for your identity.

			I actually created my horror industry writing identity with marketing in mind. I chose a pseudonym (Knost) that alphabetically puts my works and products on bookshelves between those of Stephen King and Dean Koontz.

			Since we are thinking of our writing identity as a company, and the marketing things we do as streams of revenue, we want to focus on avenues that will not cost us money. There is no better publicity than free publicity. And that’s why press releases and interviews are so important.

			Now don’t be afraid to think big here. This is where many writers fail ... they all too often think on a smaller scale. I suggest you focus on television, radio, and newspapers. Look, these media outlets are searching for stories every day. They would love nothing more than to have something fall in their lap.

			Do not make phone calls or send E-mails with this. You need to prepare what you want to get across, and with the book you want to promote in hand, visit in person. You will want to speak to the news director, program director, or a reporter or manager. You want to speak to them face-to-face. You want to smile. You want to be kind and thankful for their time and consideration. Then you want to give them your spiel. But, you don’t want to take up too much of their time.

			Keep in mind, it is far more difficult for them to turn you down face-to-face than it would be over the telephone or via E-mail. In the marketing industry we call it building relationships. You need to cultivate as many as possible ...  in person.

			The next thing I suggest is to make sure you bring them an actual story. Don’t just walk in thinking they will do a story on you or your book because you are an author, or that your book just won the Bram Stoker Award®. Give them a story they can sell to their audience.

			For instance, let’s say you are a single mother struggling to raise two children. You just wrote a horror book about a single mother struggling to keep her two children safe from whatever monsters you have created. You reveal the parallels and monsters in your own life that show up metaphorically in the novel and use them as strengths to make your real life self stronger -- and for others struggling with the same issues to see that there is hope. See what I mean? You give them a real life story so they can promote your works or products.

			After everything is said and done, don’t forget the follow up. Handwrite a thank you note and mail it (I intentionally left the E off the word mail there) to the person or persons who took time to talk with you and/or do a story about you. I’ll talk more about the power of thank you notes later.

			Don’t be afraid to see this through. Remember, the first step to success is to take the first step.

		


		
			INTERVIEW WITH CHARLAIN HARRIS

			I had the honor of interviewing Charlaine Harris, who worried she may not be the best person to speak on the subject of marketing. However, I told her I wanted to hear what various successful authors have to say about marketing, including those who think they are not marketing minded.

			Charlaine is the New York Times bestselling author of The Southern Vampire Mysteries series about telepathic waitress Sookie Stackhouse, which is the basis for the highly successful True Blood on HBO. 2005 marked the debut of Harris’s new series The Harper Connelly Mysteries, with the release of Grave Sight. The series is told by a young woman named Harper Connelly, who after being struck by lightning, is able to locate dead bodies and to see their last moments through the eyes of the deceased. 

			A true daughter of the South, Charlaine was born in Mississippi and has lived in Tennessee, South Carolina, Arkansas, and Texas. She has one husband, three children, two grandchildren, and four rescue dogs. She leads a busy life.

			MICHAEL KNOST: I’m sure your marketing tactics have changed over the years, especially from the very beginnings of your career. When it comes to marketing, what are some of the things you remember to be pivotal in those early years of your success and before your success?

			CHARLAINE HARRIS: My first book came out in 1981, when marketing was left to the publisher. I really don’t think my publisher did much in the way of marking my debut; maybe they sent out review copies. I did get some good reviews. Of course, this was when dinosaurs ruled the earth.

			KNOST: What marketing elements do you think are vital to authors?

			HARRIS: Word of mouth is still the most powerful marketing there is. But that happens organically. These days, though my knowledge is limited, I would say that taking advantage of on-line promotions is really important. After all, you don’t have to leave home to take advantage of these. Guest blog! Promote your own blog. Establish an author page on Facebook. Make your own website interesting and always have some kind of promotion going on it (that is where I really fall down).

			KNOST: How important is networking?

			HARRIS: Very important. Not only can you learn from other writers, it’s very advantageous to be up on what’s happening in the industry. It’s so helpful to have friends with whom you have this crazy profession in common. Besides that vital aspect of networking, the more friends you have in the industry, the more opportunities you can learn about how to publicize your work. 

			KNOST: I’m sure book signings are now quite different than they were when you were beginning. But, I was wondering if you could share a few book signing tips for those struggling to build a name.

			HARRIS: The biggest difference is pictures. People never used to do that. Now that everyone has a cell phone, they all want pictures. Other than that, book signings are your big opportunity to establish a one-on-one relationship with readers in less than two minutes, basically. ALWAYS BE POLITE. STAY UNTIL YOU HAVE SIGNED EVERY BOOK, IF YOU POSSIBLY CAN. Be prepared, but not stiff. You will answer the same questions approximately 3,000 times if you’re lucky. You cannot appear bored or impatient. Though this may be your weariest moment, it is the first time your reader has met you, and that reader is excited and nervous. Respect that. Never forget to thank the bookstore for hosting you. 

			KNOST: What book marketing tactic do you believe to be least effective?

			HARRIS: Relentless pushing, especially when you’re on a panel. Do NOT hog the microphone. Remember, the other writers appearing with you also want a chance to shine. Do not interrupt, and do not come with notes. Panels should be spontaneous, unless it’s one focusing on a very specific topic you’re supposed to know a lot about — the books of Shirley Jackson, or the uses of the supernatural in movies, for example. If you try to dominate a panel, you may earn a reader or two in the audience, but you will alienate five fellow writers. 

			KNOST: I want to give you a standing ovation right now.  In what ways have your marketing strategies changed after fame and success?

			HARRIS: My publisher now thinks of ways to promote me online, which is delightful. I don’t really have a strategy.

			KNOST: In your opinion, how important are book readings when it comes to marketing and success?

			HARRIS: I really hate to read, but I love personal appearances. I found out my strength is participating in Q&A. Though my reading was mediocre, my answers to questions could be both funny and informative. It was something I didn’t suspect or expect when I started out. So if you think your reading skills are not exciting, try to think of something you can do that readers will enjoy.

			KNOST: That makes a great segue to my next question. What public speaking tips do you have?

			HARRIS: Think a second before you answer an unexpected question. Remember that everything you say may be in front of thousands of other people with the push of a button. Unless you are promoting a book with real-world themes, do not engage in political or religious discussion, which should be simply common sense. (Do not argue about the political system in Spain with a reader, for example, which is something I’ve actually witnessed.) Be gracious in your mentions of your publisher. Do not tear down other writers, even really terrible writers. We are all making a living. Be sure to recommend other writers you respect, and try to name one book you’ve read recently that you’ve really enjoyed. 

			KNOST: What marketing elements do you still put to use on a regular basis?

			HARRIS: I check my public Facebook page (www.facebook.com/CharlaineHarris) and my own website (www.charlaineharris.com) every day and respond to readers directly. I blog on the Femmes Fatales website (www.femmesfatalesauthors.com), and on my own. 

			KNOST: If you were starting out today, what would you most focus on marketing wise?

			HARRIS: I would try to make myself more comfortable with/conversant with online marketing so that I could personally handle it.

		


		
			THE BOOK SIGNING

			When talking about marketing, one must always think about building relationships. No matter what aspect you are looking at, building relationships is crucial in finding success. And that’s what makes book signings and events so important to us as writers.

			Let me preface what I am about to say by explaining there are two types of book signings. They are completely different events, yet look similar in many ways. To the bookstore/bookseller, the event is to sell books, but the author may see it as something more than that.

			The first is the event where a superstar author comes into town promoting his or her latest book -- for instance, Stephen King or Neil Gaiman. These authors are there to sign books for fans showing up to see them. They are the rock stars of the literary world.

			Then you have the event where the author is not as well known, but is in town promoting his or her book. These authors are at the event to build a fan base so they can hope to someday become a literary rock star.

			Occasionally you will have an author with one foot in each category, but generally speaking you will fit into one or the other. And chances are, you fall into the latter.

			However, I think the majority of authors in the latter category go about working the event from the wrong angle. You see, the author trying to build a fan base is doing
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