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      Writing for the sake of writing is absolutely brilliant, but many of us have ambitions to see our books in the hands (and devices) of millions. We publish to be read, otherwise our words would remain in private journals. We want our words to touch people's minds and change their lives, even for a short while. And perhaps we'd like to make some money doing creative work we love.

      But even if your book is truly outstanding, there are millions of books for readers to choose from and more being published every day. Plus, there are increasing numbers of TV shows, movies and games, as well as addictive social media clickbait.

      There is increasing competition for people’s attention, so how will your book stand out?

      Authors are often responsible for marketing their books, however they choose to publish. But marketing isn't a skill that most authors have, and there is little formal training. So when your book hits the shelves, and the sales don't start rolling in, there's only one thing to do. Keep writing more books and get to grips with marketing.

      This guide is for authors who want to sell more books, both for traditionally published authors who want to take control of their future, and for self-published authors who want to jumpstart a career.

      It's also about going beyond the book because the methods in this guide can take you from being an author into professional speaking, making money from other products and creating opportunities that you can't even imagine yet.

      There are short-term tactics for those who want to spike immediate sales, but the focus is more about instilling values and marketing principles that will help your long-term career as a writer. Because, despite the new tools that arrive every month, the fundamentals of marketing don't change.

      When I look back at my marketing journey, it has mostly been a repetition of things that I enjoy doing – blogging, podcasting, Twitter – and the attitudes of generosity and social karma. The tools you choose might be different to mine, but what really matters is consistency and incorporating marketing into your daily author life. In that way, you will build a readership and become part of a community over time.

      There are no rules in this game, but learning authentic marketing has certainly changed my life, so read on, and I'll share everything I know with you.

      What has changed in this updated Third Edition?

      When I first started self-publishing and book marketing nearly ten years ago, being an indie author was still a fringe activity, considered second-best to traditional publishing. That attitude has almost completely gone away now, and the bestseller charts are filled with self-published books.

      Back then, the main marketing activities were still around traditional media, and it was hard to get traction unless you had an established author platform. But the rise in the number of authors now self-publishing has led to new tools and opportunities, and a whole industry has grown up offering services to those who need help.

      The publishing platforms have also matured, offering benefits like pre-orders and paid advertising that had previously only been available to bigger publishers. There are authors building platforms for the long term, using blogs and podcasts to grow an audience, but there are also authors who use production speed to hack the algorithms, and combine paid ads with email list building and big data analytics.

      There are more options than ever, and more voices offering advice. It can be overwhelming, so I hope that the principles in this edition will help you decide what works best for you and your author career.

      This book is structured into parts and can be read in order, or you can dip into the chapter that you are most interested in straight away.

      Part 1. Marketing Principles

      This section gives you an insight into some of the fundamental concepts that you need to understand before you jump into specific tactics. These are the precursors to the actual marketing activity, the mindset and the polarities of marketing. The decisions you make here will help guide your marketing plans.

      Part 2. Your Book Fundamentals

      People find your book in two ways, either through the book itself or through you, the author. This section goes into how to optimize your book so that it can be discovered more easily on the book sales websites. If you only do the things covered here, you will be streets ahead of many other authors, and if you leap into more advanced options without getting this right, you might be wasting your time.

      Part 3. No Platform Needed: Short-term Marketing

      You don't need a blog or a podcast or a website or an email list to sell books. This section will help you to get your book sales moving through paid advertising, production speed and other methods. You can implement these ideas without an author platform or alongside one for spike marketing, plus they can be especially useful for authors writing under pseudonyms.

      Part 4. Your Author Platform: Long-term Marketing

      This section focuses on what you need to have in place for a career as an author as well as some ideas for building your author platform. It includes author branding, your website and email list, content marketing, social media, audio, video, PR, professional speaking and more.

      Part 5: Marketing Strategy and Book Launches

      Strategy is about choosing what you do, as well as what you don't do. You can't implement everything in this book, so you need to create a strategy for how you will incorporate the various aspects into a plan for your book. It might also be different per author brand, and I share how I market each of my three author names in this section, along with looking at how to relaunch backlist books and questions to consider if your book isn't selling.

      What about marketing fiction vs. non-fiction books?

      There are some techniques that would be better for one rather than the other. I mention within each chapter when these distinctions become relevant, but in general, you should consider everything in this guide as a possibility for your marketing efforts.

      Don't get overwhelmed!

      Just start with one thing and see how it works for a specific length of time, rather than attempting everything at once with a scattergun approach. You can certainly spend all your time marketing when you should probably be writing the next book.

      This is also not an exhaustive list of marketing options. It is just my take on a vast subject based on my experience, so I have included links to more resources within the text for you to take your study further if you want to. There will always be new and shiny tools to play with, but I have focused on the principles and fundamentals to help you navigate into the future.

      In each section, consider how you want to use the information. Do you want or need to put it into practice and how might that impact your book sales both now and later in your career?

      Happy marketing!
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        Please note: This book contains some affiliate links to products/services I recommend and use myself.

        

      

    

  


  
    
      
        
          
          

          
            My story

          

        

      

    

    
      This guide is written from my perspective as an author of fiction and non-fiction, as well as a professional speaker and entrepreneur. It contains everything I've learned on the journey, in the hope that you will save time, effort and heartache on your own path. I'll start by explaining my background, so you understand that you’re not alone.

      I started out seriously writing in 2006 and first self-published the book of my heart in 2008 about how to change your life and your career by finding a job you love (rewritten and released in 2012 as Career Change).

      Back then, the Kindle was brand new, and ebooks weren't mainstream. Self-publishing still had the stigma of being a last-resort option, a far cry from the positive choice it has become for many today. But I was determined to change people's lives, so I paid for a print run of two thousand books. They arrived in boxes and sat in my garage as I tried to work out how to shift them into the hands of readers.

      Within a few weeks, I discovered that selling books was a completely different skill-set and that the journey of writing and publishing the book was only the beginning. The boxes began to take on a sinister look, mocking my inability to sell them.

      I had no background in sales or marketing, and although I was working as a business consultant at the time, implementing Accounts Payable systems was no training for book sales. Plus, I have a degree in Theology from Oxford University, hardly a useful specialism for selling books!

      So I started to learn about marketing, reading everything I could on the subject, taking online classes, buying audio courses and immersing myself in this new world. I discovered direct marketing and copywriting, then investigated traditional media, appearing on national TV, radio and in newspapers.

      When this didn't shift my sales significantly, I started to learn about online marketing as well as using ebooks and print-on-demand to publish more effectively. I was living in Australia at that point, a tiny book market, and I wanted to reach readers in the US and UK, so the Internet was really the only way.

      I initially thought 'sales and marketing' were scammy and slimy, and of course, there is a nasty side if people choose to follow it, but I quickly found that it wasn't the only option.

      
        
        There was another way to market that involved offering useful content, building a treasured brand, giving value to people and being authentic.

        

      

      So I learned about using blogging, social media, podcasting and video to connect with people worldwide. These methods of marketing felt right to me, because one of my motivations for writing a self-help book was to help people, and this was just another way. I immersed myself in learning about online marketing, focusing on the principle of attracting attention by being useful. It gels with the way I want to live my life and also markets my books and my business at the same time.

      I started TheCreativePenn.com in 2008, as my third blog attempt, and it became more of a way to catalog everything I was learning. I was working full-time as a business consultant at the time, spending my days in cubicle misery. At that point, I had no traffic to my new website, no one knew who I was, I only had one non-fiction book to my name, and it had sold about 100 copies. I had no online platform – no email list, no podcast, no video, no social networks. I didn't know any authors, and I had no way to connect with anyone.

      But I put what I learned into action. Writing and marketing every day.

      
        
        And over time, things changed.

        

      

      In 2011, I was able to quit my day job and go full-time as an author-entrepreneur. I cover that in much more detail in my book, How to Make a Living with your Writing. In 2015, my husband was able to quit his corporate job to join me working in the business, and we now make a multi-six-figure income.

      As I write this updated version, I have 16 novels and eight non-fiction books. My books have sold over 500,000 copies in 83 countries and I am a New York Times and USA Today bestseller. My website TheCreativePenn.com has been voted one of the top blogs for writers several years running, and I'm an award-winning creative entrepreneur and international professional speaker.

      None of this would have been possible without learning how to market my books.

      But only a few years ago, I had nothing. It just takes time and consistent effort to grow. So, it's all possible, and I hope this book helps you with your own author journey.
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            1.1 The marketing mindset

          

        

      

    

    
      Ask most authors about book marketing and they will roll their eyes. Let's face it, we are authors because we love to write, most often alone in our rooms or inside our heads in a café. We want someone else to handle the marketing. But times have changed, and at some point, you will have to get involved. Marketing will be a lot easier and more fun if you start by changing your mindset. Here are some ways to reframe book marketing so you can read the rest of this book with a new perspective.

      Marketing is sharing what you love with people who will appreciate hearing about it.

      Marketing doesn't have to be scammy or sucky, or forcibly ramming your book down people's throats in real life or on social media.

      Perhaps you're writing a book about how you recovered from Type 2 diabetes. Don't you think people want to hear about that? Or you've written a kick-ass action-adventure thriller that will blow the socks off those miserable commuters you share a train carriage with and help them to escape the grind for a few hours. Don't you think they want to know about it?

      You've got to find ways to connect with people who would want your book if they heard about it – that's marketing these days. It is not scammy or sucky or awful (if you don't want it to be). It's about authenticity and the principles around ‘know, like and trust’ as well as the technical things that you'll find out about in this guide.

      You also need to reframe marketing because we are ALL salespeople these days. In Daniel Pink's book To Sell Is Human he explains how the world has changed, and how the job of 'salesman' doesn't really exist anymore, but that we're all involved in selling every day. It might be 'selling' healthy food to your kids, or 'selling' yourself to advance your career, or as authors, it's pitching our ideas to agents and publishers or trying to get people to be interested in us and our books.

      If you change your attitude, it will all be a lot easier!

      You are responsible for your success. You need to do marketing however you choose to publish.

      Many first-time authors assume that a publisher will do all the marketing for them, but authors always have to get involved. If you're traditionally published, it often involves physical appearances at bookstore signings, literary festivals or conventions, as well as media appearances and reader correspondence. Some authors have publicists within the publishing house or an external marketing firm organizing things for them, but often only for the launch period, and that won't pay the bills for your long-term writing career. Of course, if you do get a publicist and you do get media attention, you are the one who has to speak at events and festivals, do media interviews and more.

      Publishers will sort out distribution and work with bookstore buyers, as well as advising on what you can do to help them market the book. You'll likely have to do all the platform stuff we cover in Part 4 anyway. So even though you might have a team to advise over the launch period, you will still need to do a lot yourself. And after the initial launch phase, you will likely be left alone as the publisher moves onto the next author and book on the publishing schedule. As Pulitzer Prize winning author, David Mamet said when he announced his decision to self-publish, "publishing is like Hollywood – nobody ever does the marketing they promise."

      On the flip-side, authors new to self-publishing assume that they will sell books purely because they loaded their book up on Amazon. But they swiftly find out that's not enough to get noticed among the hundreds of thousands of new books added every year.

      So remember, you are responsible for your author career. No one else cares as much about your book as you do. If you empower yourself with knowledge around marketing and put it into action, you will always be able to sell your own books and make an income from writing.

      Marketing is creative, and your writing can be marketing in itself

      
        
        "Good marketers tell a story." Seth Godin

        

      

      If you reframe marketing as creative and fun, you will find yourself enjoying it more. There are a lot of creative ways to market, you just have to find what works for you. For example, I love taking pictures and share a lot of images on Twitter, Instagram, Pinterest and on my Facebook pages. I'm taking pictures on my smart phone anyway, and it only takes a minute to share them online. It provides a glimpse of my life, and if the picture resonates with you, perhaps you'll follow me and eventually be interested enough to read one of my books.

      You can also use writing as your main marketing mechanism. Write short stories, flash fiction or articles and share them on your blog, or publish one article or story a week on Amazon to keep the algorithms pumping. You could post your work in progress on Wattpad or other story-sharing sites.

      Think about your own social and reading behavior and then consider how you could incorporate that into your book marketing because the best marketing comes from empathy with the reader. Since you are likely an avid reader in the genre you write in, you know how your readers behave. Switch your mindset from the author to the customer viewpoint. What makes you stop scrolling to read or watch? What do you do with that spare minute in the supermarket queue? How could you reach a reader like you?

      It's all about learning

      I have no formal qualifications in writing, publishing, marketing or running a business. I've learned everything over the years from books, audio, online courses and live events. I'm still learning from new books, Facebook groups and a lot of podcasts across multiple niches because marketing changes over time.

      If you love learning new things, then book marketing becomes something else to discover. There's no need to be afraid. No one is going to die if you screw up an interview or run a Facebook Ad that doesn't work, or if you need to change your cover to something more genre-specific. We all make mistakes and learn from them. If you hear about something new, research it and try it out. If it works and you enjoy it, carry on. If it doesn't work, learn more and maybe try again.

      In 2008, I started three different blogs. The Creative Penn was my third and the only one that I couldn't stop writing for. I still schedule content months in advance because I share what I learn and I never stop learning. I'm a super geek!

      In 2009, I discovered Twitter. I was petrified of it, but put up a profile and gave it go. It remains my favorite platform for connection and marketing. I also tried podcasting in 2009 and loved that. Other things have fallen by the wayside. For example, I am never going to do much Live video because it's just not me. But you don't know until you try.

      The tools and tactics mentioned in this guide will change over time, as will you and your priorities for writing and selling books. The most important thing to focus on is an attitude of play, experimentation and learning. We can gather all kinds of ideas from other people, but in the end, we have to make our own decisions about what works for our books and our lives.

      In this book, I offer you a smorgasbord of options, but don't do everything at once and try different options over time. You can also revisit older ideas as tactics change. For example, I had stopped using content marketing on my fiction site, JFPenn.com, because it wasn't having any impact on my book sales. But then Facebook Advertising came along, and I installed a pixel on the site and now it's worth using content marketing to attract my target audience because I can re-target them with advertising for my books. There’s more on this type of paid advertising in Part 3.

      A case study is not evidence. Experiment and measure.

      There's an old saying: "50% of marketing works, but no one knows which 50%." If you do everything in this book, you will have so many entry-points into your book ecosystem that it will become hard to track what works. It's also hard to track the effectiveness of some types of marketing. For example, if I appear on a podcast interview, someone might listen to that six months later and then buy my book, and I will never know how they found it.

      But there are also a lot of techniques that can be attributed to specific marketing campaigns. For example, paid ads on sites like BookBub can provide an obvious spike in sales and you can also use tracking links like bitly and other services to see where sales originate.

      Of course, your ability to do prompt and specific sales tracking will depend on your level of control over the book. Self-published ebooks are the easiest to measure, as you can log into the author sales portals and see how many books have sold on a specific day. If you are doing a promotion, you can see within hours how that impacts on sales and ranking. Traditionally published authors can look at sales rank as an approximation for the effectiveness of marketing activities.

      You can also find out what other people are doing. One of the amazing things about being an author these days is how many writers are sharing their experiences online, whereas it used to be a very closed environment with a lot of smoke and mirrors. Now authors are collaborating and helping each other. There are even some Facebook groups and blogs where authors share their marketing experiences as well as results and actual data.

      Read these and get ideas and try them yourself but remember, it might not work for your genre or your price point or your country, or any number of other variables. A case study is not evidence.

      You can only try things and then note down what works for you in each situation, so that you can improve on it next time. Take screen-prints of your rankings and put your sales into a spreadsheet or document along with the techniques you used because, believe me, you'll forget what you did a few months later!

      You can hire other people to do marketing for you

      There are plenty of freelancers, virtual assistants and companies who will market your book for you. But the truth is that you know your book better than anyone. You also know you better than anyone, and it takes trial and error to figure out what kind of marketing works best for each person and each book. For example, you might hire a publicist to get you on TV and in the papers only to find that you hate doing traditional media, but you'd rather post photos on Instagram instead. Or you might hire someone to do your Facebook advertising only to discover that you prefer networking in person or speaking in public. You might end up paying a lot of money for little results, so it's good to at least understand what you want before you start outsourcing.

      I did everything myself for the first few years. Now I have one person who does the audio for my podcast, another who does the video for YouTube, another who does the transcription of the show notes, another one who edits and formats the show notes. I have people who write articles and a virtual assistant who formats and schedules them, as well as someone who helps run and analyze my paid ads. All these freelance assistants do smaller pieces of work, but I understand it all and could do it again if I wanted to.

      To be clear, I only started to hire people once my author income justified it, and now I'm thrilled to have a great team. But I recommend you start by doing things yourself and outsource over time.

      If you do want help with book marketing, check out the curated professionals at Reedsy, which you can find at www.TheCreativePenn.com/reedsy

      Marketing is more than a book launch

      There is a pervasive myth in publishing that the launch is everything and that one big push will rocket your book up the charts and you'll be a multi-millionaire. Yippee! This might be because it occasionally happens for an author, but it's more of a rare lightning strike. Most authors sell books over the long term, and as you write more books, a launch becomes a regular event.

      The short-term spike launch approach comes from traditional publishing and print books. Publishers and booksellers have monthly business cycles, and each book gets a short window of opportunity to make an impact before everyone moves on to the next set of books in the queue. There is limited shelf space in physical stores, and those front tables cost money!

      But the world of book buying has changed, and now it's more about the long tail, where there are fewer blockbusters but many more authors making a decent living in the margins of the industry.

      So, the launch doesn't have to be everything for us. In fact, initial launch period sales are often disappointing compared to what happens once the algorithms kick in and you get some traction around reviews and reputation. In August 2016, a boxset of the first three books in my ARKANE thriller series hit the USA Today bestseller list. Those books were originally published in 2011-2012, but they were brand new to the readers who found them and my sales were certainly better that week than they had been on first publication.

      If you want to be an author for the long term, then consider a business model based on long term sales for your lifetime as an author, not on an unsustainable spike on launch. It's certainly good to plan for a successful launch, as covered in Part 5, but you're also building a foundation for the long-term, which means incorporating ways to keep marketing your books even when you're not in the launch phase.

      Marketing is an investment. You need a budget.

      All publishers have a budget for book marketing. How much they spend will be different per book and per author, based on how many copies they expect to sell. Clearly, Stephen King will get more marketing budget than an unknown author on their third book in a low-selling series. But the point is that some money is set aside to push the book in front of readers. If you want your book to have any chance of reaching your target market, then you will need a budget.

      Marketing is an investment, which means you will need to put in the time and/or money now, with the expectation that you will receive money later to offset those costs. All businesses invest in marketing to drive sales. If you want to sell books, you need to do the same.

      How much you spend is, of course, up to you. Many authors spend far more time than money, and that's what I did when I first started out. After setting up a website, I used content marketing and social media to attract attention to my books. I only used paid advertising once I was making money. These days, I have a marketing budget set aside, but you can certainly use most of the options in this book by using your time.

      Decide on your definition of success

      A lot of authors say that they want to 'sell more books,’ that they want to be a 'successful' author or that they want 'everybody' to read their book. But those goals are too broad, and it will be difficult to know when you have succeeded or hit your target unless you clearly define what you mean.

      You need to consider what your definition of success is, and what your goals are, because this will help you to shape what you do with your time, money and effort. You also need a wider perspective on the 'why' behind what you are doing, because only that will carry you through the inevitable difficult times.

      For example, if you want to hit the New York Times list or to make number one in romance or any big category, you need to have a large email list of people waiting for your book or pay for spike promotion. If you want your book on the shelves of your local bookstore, it's possible to do this as an indie author publishing through Ingram Spark, and then by fostering relationships with local booksellers. If you want to make a consistent level of income every month, then you'll focus marketing efforts on list-building over time, growing a base of happy customers ready to buy books or building a business beyond the book.

      Your definition of success and your goals for this book and your author career will shape how you approach your publishing choices and marketing efforts. Always try to be specific with your goals and what you consider success to be, and you are more likely to make it happen.

      So, what's your definition of success?

      Be very specific around your book and also your career as an author over the next few years. Break that down into steps as you go through this book. For example, if you want to sell 10,000 books, how will you start by selling the first ten in the first month?

      What type of marketing suits your personality?

      You might not believe this if you've seen me at live events, but I'm an introvert and like to spend a lot of time on my own. Hey, I'm a writer! Chances are you're similar in many ways. I'm not shy, but I need quiet and silence and time alone to recharge. So going to live networking events with crowds of people isn't really me, but social networking online at times I can pick and choose fits my personality very well.

      I also love content marketing, as I like being useful, so by writing interesting articles, podcasting, making videos or sharing useful links on Twitter, I can attract attention without feeling like I'm 'marketing.' Many authors say “I could never do video or a podcast as I'm shy,” but the truth is that when you make videos or audios, you're alone or with one other person, so it works well for introverts. So don't discard any ideas just yet. Here are some questions to consider so you can work out what kind of marketing might fit your personality.

      
        	How do you like to connect with people? Do you enjoy large groups, parties, events or do you prefer one–on-one connection? When do you have energy for interaction? How can you utilize these natural preferences for marketing? Will you push yourself outside your comfort zone to achieve something specific?

        	Do you like to be helpful and provide information? Or are you entertaining? Do you make people laugh? Are you inspiring?

        	Do you like images or words in terms of conveying ideas? For example, a love of photography might skew you toward Pinterest or Instagram, or doing video instead of writing articles.

        	What sites do you hang out on right now for fun? Do you love YouTube or Facebook or listening to podcasts already?

        	What broader interests do you have outside the world of your book? For example, do you love dogs? Are you a parent? Scuba diver? Do you do a lot of research for your books? These aspects of your character can act as hooks for your marketing, leading people tangentially to your book.

      

      You also need to think about your long-term career as a writer. Is your marketing just about one book, or are you building for the long term? How can you make marketing a sustainable part of your life?

      When it all gets too much

      This book is like an eat-all-you-like buffet. If you try to eat everything at once, you are just going to get sick. The same applies when you're in eighteen different Facebook groups, reading tons of books and listening to podcasts and getting advice from so many people that you end up overwhelmed and frantic, wondering why the hell you're bothering.

      I definitely get overwhelmed sometimes, because the To Do list is never finished. There is always more we could read, or do, or share. You will always be missing out on something, because you just can't do everything. You have to choose.

      Some days, it's best to switch everything off, step away from the Internet, turn away from whatever is driving you crazy and just rest. Read a book. Sleep. Go back to the pleasure of writing before you thought about marketing. Remember why you're doing this. And later, when you're rested, you can return to your marketing with more energy and a fresh perspective.
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      These are some of the mindset shifts for you to consider. As you read through this book, weigh up how each marketing idea fits with how you see yourself now and in the future. But also, challenge the way you feel and don't be afraid to try new things.

    

  


  
    
      
        
          
          

          
            1.2 Polarities of marketing

          

        

      

    

    
      
        
        "Sales and marketing done right isn't just a cookie-cutter process; it's an art."

        Kristine Kathryn Rusch, Discoverability: Help Readers Find You In Today's World of Publishing

        

      

      Book marketing is not a monolithic thing, it doesn't happen at one single time, and your marketing activities will change over your career as a writer.

      There is no magic bullet, only a number of different options that you can utilize along your author journey. Here are some of the opposite polarities on the marketing scale that, along with your definition of success, will help shape your marketing activities. You will move up and down on these scales with every book and as you change over time. There is no 'right' way, just a series of choices that can result in multiple combinations. This is just an overview and I'll go into the details in subsequent chapters.

      Short term vs. long term

      Many new authors with only one book will focus on short-term sales spikes because they can't yet imagine a future with more books. I was exactly the same! Short-term sales are fantastic for that initial launch push, but they often cost money and are not sustainable over time. After all, once you hit the top of the charts, there's only one way to go from there.

      If you want a long-term career as an author, you also need to think about long-term marketing. You want to build a sustainable baseline income, money that comes in from your books consistently every month. This comes from having more books on the market but also from building your email list and other marketing activities covered in Part 4.

      Focused vs. eclectic

      Some authors focus entirely on one brand, one genre and one type of marketing. They go deep and become an expert, ignoring everything else in their strategic direction.

      I wish I could be like that sometimes! But the opposite is someone like me who likes to write in multiple genres, who has a bit of a magpie brain and likes to try different things over time, who can't focus on just one way of marketing.

      Both can be successful, and because it often does come down to personality, it's important to avoid comparisonitis with other authors who do things differently. See my book The Successful Author Mindset if you are struggling with this or other mindset issues.

      Income vs. brand building

      Some marketing activities are about making direct income, whereas others are about brand building. For example, getting on a network TV show or a national radio show can be amazing for building awareness of your author name, and as social proof for your website. Having a physical book launch party at a swanky location might make the local paper, or give you some great photos for social media.

      But if you want to make direct income, you'd be better off publishing a multi-book-boxset and using some paid ads to direct sales there.

      Paid vs. free

      I've spent nearly ten years building up an author platform using my time, not my money. It costs little to set up a professional website with an off-the-shelf theme, and it's free to write articles, or podcast, make videos and share on social media. It's free to self-publish on all the major platforms, and you can find out everything you need to know from free and cheap books and resources. You can definitely build an author platform and generate good sales from free marketing – but you will pay with your time.

      If you are short on time and want to pay for marketing, you can spend whatever you like, from $5 a day on Facebook or Amazon Ads to hundreds of thousands for a TV advertising campaign or even just by ramping up those ads. Traditional publishers have been using paid advertising for years. They know that there is competition for attention, and to get ahead of the pack, you often have to have a coordinated marketing campaign. Many authors are now using paid marketing activities, as outlined in Part 3, alongside their longer-term platform-building. It's certainly how I use it.

      The book vs. you

      There are two main ways that your book can be discovered – through the book itself, or through you as the author.

      Discovery through the book doesn't require you to have a Facebook page or an email list. These sales are driven by your book's metadata and the algorithms of the distributor, as well as paid advertising. They are based on keywords, book title, book cover, description, people's browsing history, the sales of your book, reviews and rankings in particular categories and everything else that exists

      
      
      
      Your very first book with no audience vs. later books when you have a readership

      
      
      Traditional vs. indie publishing

      
      Stand-alone vs. series

      
      
      Exclusive vs. wide

      
      
      Publish fast vs. publish slowly

      
      
      Writing to market vs. writing the book of your heart

      
        
        
        
        

      

      
      
      
        
        
        
        

      

      
      
      
      
      
      Online vs. offline. Global vs. local.

      
      
      Introvert vs. extrovert

      
      
      Ebook vs. print

      
      
      Fiction vs. non-fiction

      
      Your own name vs. a pseudonym

      
      
      Data focused vs. people focused

      
      
      
      
      Push marketing vs. pull marketing
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