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  Introduction



I hated marketing my books. At no point when I was dreaming of becoming an author did I think, Oh, I’ll have to sell this thing. I’ll have to go out there and convince people they want—no, need—this book.

I always thought I’d write such a fantastic book that it would sell itself. But that’s not what happened.

Especially when I went indie, I realized that all the marketing fell on me. I had to go into the world and tell people, first, that I had written a book, and second, that it was valuable to them. But every time I thought about selling my work, I felt like one of those smarmy salespeople.

You know the kind I mean, the one you meet on a car lot. You walk in with a budget and a vision for the car you want. They approach you, talking three hundred words a minute, going so fast your brain can’t process what they’re saying, much less understand it. 

The next thing you know, you’ve left the lot with a clunker you paid way too much for. That was the person I thought I needed to become to sell my books.

But maybe that wasn’t your experience. Perhaps you have a voice at the back of your head whispering, 

This book isn’t good enough. How dare you try to get people to read this drivel? 

Who told you that you could be a writer, anyway? 

I wouldn’t read that book if you gave it to me for free. In fact, I wouldn’t read it if you paid me.

Or maybe your inner voice says something different: 

I’m a Christian. If I’m using the gifts God gave me, am I allowed to charge for them? 

Isn’t it wrong of me to expect payment for doing what God told me to do?

Oh, dear author, I’ve been in your position. And there are so many other things I used to believe about marketing that if I listed them all, this book would be nothing but a catalog of my misbeliefs.

But what if everything we believe about marketing is wrong?

What if, instead of thinking of marketing as selling or self-promotion, we thought of it as an act of service? An act of stewardship? 

What if we approach it as a method of building a platform not to serve ourselves but to help our readers? What if we turned our focus outward to the person we’re trying to help, entertain, and share a lesson with?

Have you heard the parable of the ten talents in Matthew 25:14-30? A man going on a journey called his servants together and gave them talents according to their abilities—one received five, another two, and the last got one. 

The one with five talents traded and made five more. The one with two made two more. Both doubled the investment their master had entrusted to them.

But the servant with one talent dug a hole and buried it.

When the master returned, he praised the first two servants: You have been faithful with little, so I will give you more. Enter into the joy of your master.

But to the one who buried his talent, he said, You wicked and slothful servant. At the very least, you could have put it in the bank to earn interest.

And you may be curious: What does the parable of the talents have to do with my book and marketing?

Everything.

You didn’t write your book to bury it in a sea of other books. You didn’t write it to let it gather dust on a shelf. You wrote it to impact lives. To share something you’ve learned. To change someone’s life.

But if nobody knows your book exists, how will they ever find the message within?

Perhaps you’re thinking, ‘But I don’t write nonfiction.’ I write fiction.

Me too. And stories change lives.

Through stories, people learn empathy. They process emotions, grief, and trauma by seeing characters live them out. They wrestle with faith by watching characters who reflect their own struggles. Readers see love, courage, and dreams pursued, and realize they can go after those things too.

But if you never share your book with anyone, how will they know it exists?

This is where stewardship comes in.

You have the responsibility—and the privilege—of telling people about your book.

But here’s the thing: you’re not telling everyone. As much as we’d love to believe our book is for everybody, it’s not. The eight billion people on the planet won’t read it. But a small subsection will. They’ll read it, love it, and benefit from it.

And the best part? You don’t have to spend the rest of your life marketing that one book. You don’t have to choose between writing new books and endlessly selling the old ones.

What if you could front-load your marketing for the next three months, and then free your time to do what you really love—write?

If that sounds like something you’d like to do, I invite you to join me on this journey.






I

Your Brand and Book Strategy
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In the introduction, I hinted at the internal work that needs to be done. If you’re to stop identifying as the smarmy salesperson, the “unchristian Christian,” or whatever label you’ve applied to the idea of marketing your books, you need to think of yourself as a good steward. As a minister, so to speak.

Because here’s the thing: if God has gifted you with the ability to share stories, then this is a ministry. It is your responsibility to fan that gift into a flame.

And it’s not for your own purposes. No, it’s for the readers God intended your message to reach. However, before we can determine who those readers are, we must first undertake the internal work of uncovering the lies we believe about marketing and learning how to reframe them.




Lies We Tell Ourselves About Marketing

I don’t know what you tell yourself about marketing, but I can share some of mine, or what I’ve heard fellow authors say:


	I’m being pushy.

	Am I making this about me instead of about God?

	Shouldn’t my books sell themselves if I’m writing what He’s called me to?

	Is it Christian to charge for my books?

	Everything I do is pointless. I’m not selling any books.

	Nobody wants to read what I have written.




Only you know what the enemy whispers to you about marketing. Only you know the lies you’ve internalized about selling and the blocks you have about money.

That’s why I invite you to confront those beliefs now.




Busting the Myths Exercise

Get yourself a new notebook (by the time you finish this book, you’ll wish you had). Let’s talk about your mindset toward marketing and your work. Ask yourself:


	Why did you decide to write that book in the first place? What was your dream, conviction, or desire to serve?

	What transformation did you hope people would have after they read your book?

	What do you believe about marketing? Write down all your beliefs, good or bad.

	Of all the marketing activities you’ve tried, which ones worked, and which did not? Which ones did you like, tolerate, or flat-out hate?




Now, look back at your limiting beliefs about marketing. Compare them to your reasons for writing your book. Ask yourself:


	How do those beliefs keep you from sharing your message?

	Do they hamper the fulfillment of your goals? How?




Here’s the best part of this exercise: we get to reframe them.




Reframing Limiting Beliefs

Here are a few of the reframes I’ve used:


	Instead of asking: Am I being pushy? I ask, If I don’t tell people about my books, how will they ever know they exist?

	Instead of: Am I making this about me instead of about God? I ask, How can I make this part of my ministry and a way of stewarding God’s gifts?

	Instead of saying: Shouldn’t my books sell themselves if God called me to write them? I remind myself that even Jesus, the Son of God, went out to the people and shared His message with them.

	Instead of: Is it Christian to charge for my books? I remind myself of Scripture: The ox must not be muzzled while it treads the grain, and the worker is worthy of his wages (1 Timothy 5:18).




If God has given you a story or a message, He wants you to share it. And yes, that means telling people your book exists.




The Commission for Authors

Before Jesus ascended to heaven, He gave His disciples the Great Commission:


“All authority has been given to Me in heaven and on earth. 

Go therefore and make disciples of all nations, baptizing them in the name of the Father and of the Son and of the Holy Spirit, 

teaching them to observe all things that I have commanded you. And lo, I am with you always, even to the end of the age. Amen.”

— Matthew 28:18–20 (NKJV)




I don’t know about you, but traveling the world isn’t in my current budget. And to be honest, I don’t want to visit every country in person to share the gospel.

But my books can.

When you publish your book on a retailer’s platform, it becomes available worldwide, especially if you’re publishing wide1. Your marketing efforts amplify that reach.

You’re planting seeds for the Kingdom. But here’s the truth about seeds: your only job is to plant them. Someone else will water them. Ultimately, it is the Holy Spirit who causes them to grow into fruit.

As an author, your role is to be a good shepherd; to go out, find your flock of readers, and care for them well.
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The foundation of a purposeful platform is knowing two things: 


	Why did you write your book, and

	Who did you write it for? Without this clarity, your marketing will feel like shouting into a void.






The Shepherd’s Goal: Clarifying Your Why


Before a shepherd buys a single sheep, he must clarify his production goal. Is he raising sheep for milk, meat, or wool? His entire strategy—from the breed he chooses to the environment he creates—depends on this ‘why.’

As an author, the same principle applies. You must clarify your goals.


	Why did you write this book?

	What transformation are you hoping your reader will experience?




You must clarify your ‘why’ before you can figure out your ‘who’.


Reflection


	Why did you write this book?

	What transformation are you hoping your reader will experience?

	Do you want to inform, inspire, entertain, or equip?






Exercise: Production Goal Statement


In your notebook, write your Production Goal Statement for your latest book. 

For example: My goal is to inspire discouraged writers to keep going by showing them the truths I’ve learned about stewardship and marketing.




The Ideal Reader: The “Who” and the Environment


Let’s stick with the shepherd analogy for a moment. You’ve planted a beautiful field and built a pen, but there are no sheep (readers) to tend. You can’t just buy any sheep; you need the right breed.

That’s why your book isn’t for everyone. You need to find the specific individual whose problems and hopes align perfectly with the solution your book offers.

Focus only on the questions that connect to your book’s message:

If you’re writing nonfiction: 


	What problem is my ideal reader experiencing, and how will my book help them solve it?




If you’re writing fiction: 


	What kind of story does my ideal reader love to read, and why would they choose mine?

	What motivates them? What are their biggest fears? What keeps them up at night?




Your goal is to discover what would convince your ideal reader to pick up your book.


Reflection


	Imagine yourself as the shepherd. What kind of “sheep” (readers) are you looking for?

	What kind of environment have you prepared for them (think of your book, platform, and message)?






Exercise: Ideal Reader Profile


Create a short profile of your ideal reader. Focus less on demographics and more on what they’re struggling with and what they hope to accomplish or resolve by reading your book.




The Reader as Hero: Shifting Your Mindset


You wrote your


Shift 1: Your Book Is Not Your Baby, It’s a Product




Shift 2: Your Reader Is the Hero






Reflection


	In what way is your reader the hero of their own story?

	Where does your book fit in? Are you the guide, mentor, or the tool that helps them succeed? How will you achieve the expected result?






Exercise: The Hero’s Transformation






Sharing Like a Friend: The Ministry of Marketing







Exercise: The Authentic Fan
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