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All it takes to get a book published is getting one

person to say “yes” We dedicate this book to the

editors, publishers, and individuals along the way who

said “yes” to us and hopefully will say “yes” to you too.
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To my wife, Robbi, with love and thanks.
 —Rick Frishman

To my husband, Willy, and our children, Justin and Ali.
You make life a bestseller!
—Robyn Freedman Spizman
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Foreword

CONGRATULATIONS! YOU JUST took a huge step toward making your book a big success. You hold in your hands the final elements to having a bestseller. However, let's not forget the word “sell” in “bestseller.” Writing a book is only part of the journey. Getting people to take notice and to buy it is the other half. Thankfully Rick and Robyn are here to help and make this stage of the process both exciting and productive. They tell you that you can have fun making yourself a success. This really can be enjoyable.

For starters, you already did the hardest part … writing a book and getting published! You should be proud of what you accomplished. Take joy in letting the world know about this great new book that they can't ignore. The second leg of your journey is not overwhelming once you know what to expect and then how to do it. The scariest part for authors is the unknown. This book is your system, your crash-course guidebook to getting and using publicity to achieve your goals. These seasoned authors will help you walk the walk and talk the talk! They give you all the details and get you on your way. All you need to have is the want. Do you want to be a success?

Everyone may have a book inside them, but you brought yours to life and made it happen! This is your “product.” Don't forget that. People need to be informed when a new product comes out. Don't be bashful! You didn't write a book for the sole purpose of giving it to your family and friends. Your book, your product, is the key to your future. It can open up doors you never imagined. If you believe you have something the world needs to hear about, stand up and be heard. For many authors though, it is sometimes tough to talk about yourself. Are you afraid of being too self-promotional? Do you feel like you are boasting? Well, I say get over it! This is your success. Promise yourself right now to get out there and do it!

I have a unique perspective on the content you'll be reading. I am currently an associate producer with Fox News Channel's number-one rated cable morning show, Fox & Friends. My job is to find interesting guests, book them, and produce all the elements that go into making it a compelling and interesting segment. Over the course of my career at Fox and elsewhere, I've booked and produced over 4,000 segments on the national level. One could say that I understand how the process works. The information in this book will help you navigate through the process with ease.

My side business as a media trainer also gives me an interesting perspective on this world. I have talked to countless authors at different stages of the process who share a need for one thing: guidance. Authors have many questions about what follows when their book is done. Consider the authors of this book your virtual tour guides. Like them, I came to a similar point in my life. In the process of doing what we do each day, we realize that there is a wealth of knowledge we can pass on to others. As a media trainer who works with authors, experts, and executives on how to make the most of media interviews, whether it be for print, radio, or television, the greatest thanks I get is seeing people who were scared and unsure of themselves begin to shine. Part of what I teach is controlling the media. Right now, you hold the power to make yourself a superstar. You have the greatest control over your future. Get out there and start doing it!

Rick and Robyn wrote this book hoping to help make your job as an author easier. They have seen it all! They have been on both sides of the fence and realize once you know how publicity works, it's just a matter of getting it to work on your behalf. As experienced authors and publicists, they are some of the dedicated few who have decided to share this information, to teach others, and I commend them!

Remember, the media is looking for content, that is, you! Newspapers, magazines, TV, and radio eat up content like fast food. Their need is insatiable. They are always on the lookout for more and more content to fill up their publication or show. Make yourself a resource, be multi-versatile, and let the media see you as an expert. A little secret on how it really works with the media: If you provide interesting and compelling content, the media will be more than happy to not only promote what you want, but help make you famous and successful.

That sounds like a pretty good deal! People talk about investing in stocks and bonds. You have made the greatest investment, the investment in yourself. It's all up to you. You are in control of your fate. Now, go and make opportunity knock.

That's what this book is all about!

—Jess Todtfeld

President of Success in Media
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Introduction

YOUR BOOK MAY BE the best and most important title of its time. It could contain groundbreaking information, ideas, and approaches that could dramatically improve people's lives and even change society. Isn't that the true wonder of books—that they can alter the lives of readers and the world?

In order for people to read your book, they must first hear about it, learn that it exists. If they never hear about it, all the amazing information you compiled, all the new ideas you explained, and all of the poetic descriptions you composed will never penetrate their minds. If readers don't know about your book, your words won't have a voice.

Books exist to be read; that's their primary purpose. However, the competition for readers is fierce. And, unlike other forms of communication, such as radio and television, reading takes a special effort; you can't get information from books by simply pressing a button. Since readers must make an effort, you must get them interested in your book. To do so, you have to get their attention and convince them that reading your title will be worth their time, money, and effort, and that it will give them something of value. That's where publicity comes in. Publicity singles out your book for attention. It convinces readers to give it a try, to make that special effort. Publicity announces that your book is available, what it's about, and the benefits received by reading it.

Every author—from the most noted, perennial bestseller to the complete novice—needs to publicize his or her book. Even if your publisher's in-house team is promoting your title full steam, you also must promote. It can be the difference between its being widely read and not read at all.

Bottomless Pit

To publicize your book, you can employ an endless assortment of tactics; the options are virtually unlimited—a bottomless pit. No single formula, guaranteed method, or foolproof recipe can make every book succeed; however, many approaches do work. As professional publicists and authors, we've used those approaches. They have succeeded for our clients and us big-time. Now, we want to teach them to you in this book.

All publicity experts have their favorite methods and tactics. Some of their methods may do wonders for them but flop for others. Or, they may work on some campaigns but not others. The trick is to know the approaches that you can use and then find those that will be best for you and your book. In this book, we'll show you how.

When we agreed to write this book, we fully understood that we couldn't cover all of the bases; that it would be impossible to teach you every book-publicity tactic that has ever worked. You see, unlike baseball, publicity doesn't have just four bases, it has thousands of them, and publicists—a remarkably inventive group—keep devising more every day. So, we decided to zero in on those areas that we considered the most important and that could be the most valuable for you.

In the pages that follow:

[image: 1] We explain the basic ingredients needed to get publicity, such as writing a silver bullet, preparing press releases, compiling media lists, getting media coverage, handling interviews, and much more.

[image: 1] We also venture into exciting areas that most others barely touch, including building bridges with the media, media training,Web sites, and blogs.

[image: 1] Plus, we have devoted entire chapters to special niches that others have rarely addressed, including e-mail blasts, business books, books of faith, campaign timelines, and how to hire publicists.

This collection of invaluable information is the product of our years of experience as book publicists and authors. It has been enhanced by the generosity and wisdom of our friends: other top and highly successful publicists and authors, legends in the field, who have contributed to this book. For this volume, we compiled an all-star cast of experts who have graciously shared their time, insights, and remarkable expertise with you. Furthermore, they've broken down the information they contributed so that you can adapt it to your book and your own special needs.

Creativity and People

Publicity is a business in which creativity, inventiveness, attention to detail, and people are more important than rules. It's a business that lets you break old rules, go against the grain, and formulate new ones. Publicity is a people business that is built on building close relationships and on being true to your word. If you let it, it can be a wonderful, productive, and exhilarating journey.

Just as each book and author differs, so do all publicity campaigns. Each campaign must be sculpted to fit the needs of the individual book and author and then follow its own path. When campaigns reflect and are outgrowths of the personalities and spirits of their authors, they usually work best and take on successful lives of their own.

As you read this book, keep an open mind and take it all in. Consider all of the different approaches that you could use. Let them stimulate your imagination and trigger your resourcefulness so that you come up with the best tactics to make your campaign a thundering success. Customize them to suit your personality and the realities of your life, values, and goals. Remember that the essential product you're selling is you. So, create a campaign that truly reflects you, because when you do, people will be more likely to respond.

The Bonanza

Before we get into the heart of this book, we would like to briefly address your expectations. Your book can become a bonanza for you, but not necessarily for the reasons you may think. If you have visions of seeing your name at the top of the bestseller lists or appearing on all the major talk shows, we wish you well, but we must point out that the odds against you are steep. While the chances are remote that you will become a celebrated, bestselling author who makes money from writing, your book can generate other benefits that can be equally great, if not greater!

Few authors actually make money from the sales of their books. Most, especially first-timers, receive meager royalties and they don't get them until their publishers recoup whatever advances they paid. In addition, publishers' discounts, reserves for returns, and literary agents' fees are deducted, which may leave little or nothing for the authors.

The best way for authors to strike it rich is to harvest other benefits from their books; for example, by establishing themselves as experts, becoming celebrities, getting wide media attention, boosting their businesses, and refocusing their careers in new, more lucrative directions. If they wish to continue writing, they must use each forthcoming book to boost their literary careers.

In creating the campaign to promote your book, think beyond this current book. Always plan for the long term. Build a campaign that is consistent with your values and ambitions, and position yourself to reach your goals—including your nonwriting goals. Your campaign to promote your book, important as it now may be, is only one piece of the puzzle, one step in your rise to the top!

Enjoy this book!

—Rick Frishman and Robyn Freedman Spizman



CHAPTER 1
The Publicity Party

All publicity is good, except an obituary notice.
Brendan Behan, playwright
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	THIS CHAPTER COVERS:


• Make publicity fun

• Be imaginative

• Publicity campaigns Planning

• Take the reins

• Make it great

• Passion









HOW MANY TIMES have you heard so-called experts on book publicity solemnly warn, “Now that you've written your book, the hard work begins.” We've all heard that comment over and over again, but don't listen to it! Don't let the doomsayers scare you off! We're here to show you the other side of the picture, the bright side—that promoting your book can be lots of fun. And, when it's fun, it can be more successful, considerably more successful.

After authoring and promoting many books, we're here to testify that the writing is the hard part; it's slow, solitary, exacting work. It's constant writing, rewriting, checking, rechecking, editing, and re-editing deep into the night until your mind is mush and your fingers feel like linguini as they bounce off all the wrong keys. Writing a book requires intense concentration, dedication, and discipline. Plus, when you reread it in the morning, it often makes no sense. After you've written your book, the real fun begins—if you let it. The load gets lifted, the juices kick in, the adrenaline flows, and the best ideas come screaming out of your mind at incredible speed. Your focus becomes sharp, all that creativity you had when you began writing (and you feared was lost forever) pops back up and soars to absolute peaks. Finally, after what seemed like eons writing your book, you're no longer glued to your computer; you can break loose and end your confinement. Suddenly, excitement reigns, and it's time to throw off the shackles and have fun.

Be Imaginative

Yes, promoting a book can be a big, even a huge job. Jerry Jenkins, chairman and CEO of JGI, a family of publishing service companies, says, “Producing the book is 5 percent of the work, but promoting it is 95 percent.” Why does it take so much? Because creating and running a publicity campaign involve planning and focus and require you to seamlessly execute a million coordinated steps. Yes, it can be plenty of work, but it may be the difference between making your book, and your writing career, a success or a bomb.


[image: Author101BestsellingBookPublicity_icon1] 

My appearances on an Atlanta talk show helped to position my career in the media. After paying my dues with many highly rated appearances and years of hard work, a CNN producer contacted the local talk show I was on to find a seasoned gift and toy reporter and my producer recommended me.

I prepared nonstop for my CNN debut. I made sure that I knew my material cold, that I triple-checked all facts, and that my delivery was crisp and had pizzazz. The news anchor introduced me as the author of my latest book, and we had a terrific interview. After my appearance, congratulatory calls poured in and I began receiving invitations to appear repeatedly in the national media. Five-minute segments turned into hour-long shows on Talk Back Live and even specials with me focusing on my books.

If your take-away message is strong and you provide a prescriptive insight into a subject area, that's the key to being a success in the media. It's also a marvelous opportunity to connect with wonderful individuals who are dedicated to educating others. I feel truly lucky to be an author and am grateful to all the talented people who have helped me throughout the years.




The key to successful book publicity is approaching it positively, with excitement—to open up and expand that creativity that you may have suppressed or never even knew you had. Turn the work that lies ahead into an enjoyable, creative experience, to eliminate the drudgery and increase your chances of doing a fabulous job. Break free of your chains and open up your mind by following these simple guidelines:

1. Forget about reality, logic, and limits. Instead, focus on your dreams, your wildest, craziest, most unrealistic ideas.

2. Expand upon those thoughts. Let your imagination fly.

3. Picture yourself on Oprah, being featured in People magazine, presenting at the Academy Awards or being honored as the person of the year. Unleash your imagination, break through all boundaries, shoot for the stars, and go for the gold.

You, You, You

Yes, it could happen to you. So, think big; picture the top of the mountain before you start to climb. Have a clear and precise vision. Know your objective before you begin laying out all of the little steps you'll have to take to strike the mother lode. Don't let anyone dampen your dream! Stimulate your creativity by brainstorming with friends.

• Come up with crazy, wacky ideas, ideas that make you laugh and stay with you.

• Explore interests, impulses, and feelings that excite you, not those that you think or are told you should do.


Visualize Your Dream

Actually see and feel every detail of your vision. Picture yourself in your dream situations: standing in response to thunderous applause from the balcony of the Kennedy Center while your three favorite entertainers salute you from the stage before they begin reciting passages from your books. Seated around you are the other award winners, the president, and the first lady; they're all smiling, staring admiringly at you, and clapping loudly.

Visualize what it's like to sit behind a table at a bookstore and see a long procession of people waiting to have you sign their copy of your book. Imagine the thrill of seeing your book being read by total strangers and stumbling across rave reviews in the press. What could be better than hearing Katie Couric tell you how hard she laughed at Solve, Don't Sell? Think how proud and happy your mother would be!



• Experiment, be daring, chart your own course, and don't be afraid to remove barriers and to break the rules.

• Play around until you find your special and unique voice, a voice that people will respond to because it's really you and not some pale imitation of everyone else.

• Record your brainstorming sessions and follow up on those ideas that continue to excite you days later.

Expose yourself to the new and different. Break your routines and open yourself up. Let new stimuli, ideas, and approaches into your life. Read magazines you normally don't buy, turn to different radio stations, and visit new Web sites. Examine them closely. What items do they promote? List what grabbed your attention, identify the strong points of the best presentations and which of their features you could copy or adapt. How could you make them better, funnier, or more interesting?

Give your campaign authenticity by making it reflect you. Capitalize on your strengths and special abilities by weaving them into your campaign. Build upon your sense of humor, insistence on excellence, love of meeting new people, shyness, fears, creativity, and drive.

Publicity Campaigns

We live in celebrity-obsessed times. The public gobbles up products created or endorsed by their favorite stars; people they like, believe in, or respect. The publishing industry has capitalized on this fact by publishing books by many celebrities and building its bestselling writers into celebrities. The industry knows that star power sells. So, if you want to sell lots of your books, follow the same formula and become a star—whether you write fiction, nonfiction, or both.

That's where publicity comes in. A well-planned and implemented publicity campaign can give you exposure and help you build name recognition and a following. A book-promotion campaign should consist of a series of events, each of which is coordinated to capture the attention of the media and the public. Each event in the campaign should strengthen and reinforce the impact of each of the other events in the campaign. The ultimate objective is to create a strong cumulative impact, which translates into a continuing public interest in the book.

The individual events in a book-publicity campaign don't have to be big blowouts. Often, it pays to take a smaller but sharper focus on your target readership. So if your book has a clearly defined but limited audience, it's usually better to target that particular group than to squander your resources in areas that your core readers won't see.

A campaign should be built to give the book a continuing presence with buyers. It must be more than a one-shot event. Unfortunately, many campaigns start with a bang and then peter out. Even when they get strong media coverage, they generally don't follow through and disappear.

As the word campaign implies, book publicity efforts must be planned in detail and executed with precision.

Planning

The media constantly needs stories for its publications and shows. According to radio expert Alex Carroll, “Radio needs 10,000 guests every day to fill up the airways.” So, the media needs you. Getting the media to know that you have a great story that you would be a great guest or subject, usually doesn't happen by accident. It takes precise and detailed planning; it takes publicity. Sure, great opportunities may occasionally fall into your lap, and if you hustle like crazy, you may be able to make the most of them. But without planning, those bonanzas are rare and they can appear so suddenly that you're not prepared to take advantage of them. However, when you've laid the groundwork and devised terrific plans, you create opportunities and are in position to promptly capitalize on them.

An effective publicity plan must have staying power; the longer it runs, the better. It must be designed to run for months, even years, after your book is released. If you start with a big salvo, follow up; capitalize and build upon its success so that your name and the name of your book continue to generate interest. Otherwise, your book will probably fade into oblivion and onto remainder tables.

Although we'll discuss the media in greater depth in Chapter 6, “Build Bridges with the Media,” one introductory concept is crucial for you to clearly understand from the start. It is that the media operates on a herd mentality. Although everyone in the media constantly searches for scoops and exclusives, once a story is out, the rest of the media piles on, and they all seem to dash madly to cover the identical story. Publicity begets publicity, and each new exposure can improve your performance and your desirability to the media.

If you and your book get good buzz, others will jump on the bandwagon. Everyone will be looking for something different, a unique angle or new twist, which is when you can shine. You can attract coverage if you're prepared to give the media new slants, something different that will whet its appetite and build its interest in you. That takes planning.

Finally, it's essential to remember that the media is fickle. When your story is hot, the media will court you and lavish attention on you. You will become its best friend, its darling. But when the media feels your story is played out, it will move on to the next hot story so suddenly and fast that you'll feel abandoned and let down. Plus, it rarely looks back.
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Running a publicity campaign is like surfing, riding a series of waves. Riding each wave is an event, an exhilarating adventure that has several distinct purposes. They are to:

1. Put on a great show that will make people sit up and notice,

2. Put on each show in a fun-filled way that will make your life enjoyable, and

3. Make all the shows work together so you sell tons of books.

For each wave, produce a terrific show; pull out all the stops and always try to top your previous effort. If you produce a great show for every wave, the overall impact will be powerful and memorable. It will bowl them over and be all they can talk about. The word will spread.



When you deal with the media, you have only a brief window of opportunity a short period in which to get coverage. So, you better have a plan and be ready to make the most of it!

Take the Reins

Publicity works best when you distinguish yourself and your book and show others why it's so special and a must read. It's the perfect opportunity to be creative; your only limits are those you impose on yourself. Unfortunately, many of us have been sold the bill of goods that publicizing our efforts or ourselves is crass, undignified, and not what respectable people do—which is just plain wrong. According to that thinking, we should sit back and wait for the world to recognize and applaud us; do nothing but let nature take its course.

However, doing nada doesn't sell books! So take control. Start by changing your attitude and your approach. Adjust your thinking; become positive, optimistic, and active. Commit to vigorously promoting your book and yourself. If you want to sell books, it's a must!

Start by blowing blow your own horn. It doesn't have to be loud, brash, and dissonant; it can be musical, lyrical, and enchanting. To be a Pied Piper, potential followers must hear your tune.

Concentrate on stripping the negativity out of your reluctance to get publicity. Here's how we do it. When we publicize books, we approach it positively, joyfully, and with excitement—as if we were planning a series of parties. Although each event will be special, they all must be coordinated so they build an overall effect that shows the book in its best light. When planning each publicity party, ask the following questions:

[image: 1] Who would you invite?

[image: 1] Why would you invite them?

[image: 1] How would you invite them?

[image: 1] What would you tell them?

Think about your answers; let them settle in because they will form the basis for your book-publicity campaign.

Make It Great

Before we tell you how to begin your book-promotion campaign, it's essential to stress how crucial it is that you write a first-rate book. Quality really counts; your book must be terrific!

If your book isn't great, the word will get out. Doors will slam in your face, and it will become increasingly difficult, if not impossible, to change people's minds. If your book doesn't deliver, the world's best publicity efforts won't bail you out. They may generate some initial success or notice, but readers will soon feel ripped off, and they won't support your book.

Word-of-mouth publicity is critical to the success of books; book sales depend on chains of recommendations—recommendations from reviewers, family, friends, and teachers. So, give readers high-caliber products that they will eagerly share with others.

Passion

Publicity must start from within; what you say must be heartfelt or it will be short lived. To persuade others to read your book, they must feel that you're passionately convinced that it's great, that it will offer readers substantial benefits that will change their lives.

People have extraordinary sensors. They quickly perceive when you don't believe what you say, when you're simply going through the motions or trying to sell them something. When they don't believe you, they quickly tune you out because they've been burned too often by too many false promises and claims. Plus, they have better uses for their valuable time.

The public can sense when you truly believe and it will respond. Your passion will generate passion in them. Deep down, most people want to believe, so you have to allay their doubts. Passion, your total belief in your book, will make them stop, lower their guard, and listen. And if they believe you and like your book, they will praise and recommend it to everyone and work tirelessly to see that it becomes a big success.

If you are not totally convinced that your book is special, that your audience truly needs it, identify why. Then fix it before you try to promote your book. Promoting what you honestly don't believe in is rarely successful; it feels dishonest and people catch on. Promoting what you adore is easy, natural, and produces fabulous results.

Books of Fiction.

Some authors mistakenly think that it's unnecessary to promote books of fiction. They believe that once their novels, short stories, and poetry are published, literary acclaim, huge book sales, and big advances for subsequent books will automatically follow. Sorry to say, they're wrong—very wrong.

The market for fiction is densely crowded, and the competition for readers is fierce. Without publicity, first-rate fiction can get lost in the crowd, languish, and not sell; it happens every day. Lack of sales can hurt authors' careers because when publishers make their acquisition decisions, they consider how the authors' prior books sold.

So, as you read this book, keep in mind that the information will be beneficial to both fiction and nonfiction books.

Action Steps

1. List three creative ways to promote your book without the help of others or spending much money.

2. List three ways that you could follow up on the answers you gave for item 1.

3. What is the most important benefit you would like to receive from the publication of your book?

4. Who would you invite to your first publicity party?

5. What would you tell those you invite to your publicity party?

Remember

[image: Author101BestsellingBookPublicity_Tringle_icon] Although publicizing your book can entail a lot of work, it can be great fun, which will make the work easier and more successful. Be creative, even if you don't consider yourself a creative person. Find ways to publicize your book that can capitalize on your book's concept, the people you know or current trends, news events, and you.

[image: Author101BestsellingBookPublicity_Tringle_icon] Planning is the key to effective publicity, and your campaign should run for at least a few months. Understand that the media has a herd mentality. Write the best book possible. If your book isn't good or does not deliver what is promised, the best, the most expensive publicity efforts may not be able to help it sell. All books, fiction and nonfiction, will benefit from promotion.



CHAPTER 2
Authors—It Starts with You

 
Imagination is the beginning of creation. You imagine what you desire,
you will what you imagine and at last you create what you will.
George Bernard Shaw
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PUBLICITY IS THE ART of creating favorable interest in your book. It's getting the word out, informing the public about your book and drumming up interest in it. It's telling the world:

• That your book is available,

• What it's about,

• Why it's important, and

• The specific benefits it will provide.

Publicity differs from advertising. In advertising, you pay media outlets to run your message. You write the message you want the public to receive and you pay publications, stations, Web sites, and other outlets to deliver it. According to the old adage, “With advertising, you pay for it; with publicity, you pray for it.” In publicity, your message is delivered through the media and through channels such as your networks and your contacts' networks. In contrast to advertising, you don't pay the media to deliver your message, but convince it to deliver it in its articles, reviews, and programs. The media may deliver the exact message you provide, or present the information in its own words, style, or format.

Publicity is effective because the public tends to think of information it gets from the media as news. So, it gives publicity more credence than advertising does, which the public knows is bought and paid for by advertisers. Advertising is perceived as being big on hype and short on truth, while information provided by the media is generally accepted as true.

In comparison with advertising, publicity:

• Is less expensive.

• Provides wider exposure.

• Has greater credibility because, unlike advertising, people usually consider the information provided to be news.

• Tells your story in greater depth, which is ideal for creating interest in your book.
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To be successful, all books need publicity. Readers are swamped with books. According to estimates, 195,000 books were published in 2004, which breaks down to several new titles being issued each minute. That's an awful lot of books competing for booksellers' shelves and readers' attention. Plus, books face stiff competition from movies, television, newspapers, magazines, sports, the Internet, games, and more.

Publicity is the most effective way to single out your book for recognition and to build its identity and visibility. In publishing, they refer to “breaking a book out,” which means getting it noticed so that it can emerge from a sea of competitors. Through the wonders of publicity, weak books have been built into huge successes, and great books that lacked publicity have not been widely read.




Difficult for You

The mere thought of having to publicize your books may send fear into the hearts of some of you. You may be writers who derive total satisfaction from just writing books; you may not care if anyone reads them, because writing them is all that counts. Then again, you may be shy, poor speakers, or not have time to devote to publicity. However, promoting your book is essential to its success. To come to better terms with having to publicize your book, examine why you wrote it. Was it to:

• Tell your story?

• Convey your knowledge?

• Share your passion?

• Demonstrate your talent?

• Help others?

• Boost your businesses?

• Enhance your profile?

No matter what reasons apply to you, none of them can be achieved if readers don't hear about your book. So, understand that to reach your goals, you must publicize your book.



In-House Publicists

Writers frequently think that the mere fact that an established house is publishing their book will guarantee big sales. They believe that their publisher will share their belief and passion for their book and roll out the heavy artillery to promote it. Not so!

“The biggest myth authors make the mistake of believing is that you can count solely on your publisher to help you publicize your book,” bestselling author Barbara De Angelis, How Did I Get Here? (St. Martin's Press, 2005), advises. De Angelis operates Transformational Communication (www.transformationalcommunication.com), which trains writers and speakers to be more successful and effective. We're sorry to tell you that publishers, even the biggest of them, don't promote all of their books. And, they probably won't publicize yours, except perhaps for the first few weeks out of the gate.

The top brass at publishing houses usually determine which books and authors they will publicize and how extensively. Publishers also don't invest the same amount for publicity in all titles they release. For example, they may authorize extensive campaigns for Books A, B, and C, but provide little, if any, publicity for the other new releases on their lists. They may not even send out a press release when a particular book is about to come out. Furthermore, if a publisher decides to promote a book, its efforts may not prove sufficient or successful, and you might have to jump in and try to save the day. Although the amount of promotion a publishing company provides will differ from house to house, book to book, and author to author, most publishers will usually:

• Announce the deal to publish the book in Publishers Lunch.

• Announce the publication of the book in their catalog for that season.

• Include the book on their publication list.

• Solicit endorsements or blurbs for the book.

• Send free advance reader copies to selected reviewers, the media, and those who could influence book sales.

Unpublished writers frequently assume that publishing companies employ large, in-house publicity departments that create extensive campaigns, lavish attention on their authors, and send them on glamorous, high-profile, national tours where they're shuttled around in limos and feted at the best restaurants. They get this impression from constantly seeing celebrities and well-known authors plugging their books on TV and other media outlets. So when these novices sign on with publishers, they often expect to receive the same treatment.

Wrong, wrong, wrong! Unfortunately, for most writers, that's no longer how it works. Today, publishers usually earmark the bulk of their promotional budgets for their biggest, most highly recognized authors, those who pull down the biggest advances, not for the rest of the pack. Writers who are not yet established or don't have big names usually have to fend for themselves.

Six huge, multinational corporations now control about 80 percent of the book-publishing industry and a seventh is Disney Publishing Worldwide, a subsidiary of the giant Walt Disney Company. Their publishing divisions must adhere to strict corporate guidelines and no longer operate as looser, less formal businesses. Every facet of each publishing entity is now required to contribute to corporate profits.

To achieve this objective, cost-cutting measures have been imposed and in-house publicity departments have been trimmed drastically. The dynamic publicity machines that houses once maintained are now skeletons of their former selves, so they don't have the staff or the budgets to promote lots of books.

Publishers understand these realities, so they concentrate on putting their in-house promotional resources behind a select group of books and authors, and not all of their titles and writers. They may announce each of their new publications in their catalogs, mention them in other releases, seek endorsements and blurbs, and send out advance reader copies, but often, that's all they do, and many don't even do that.

Publishers expect authors to be their “publicity partners,” Jamie Brickhouse, vice president and executive director of publicity at the Perseus Books Group, tells us. “They expect authors to be actively involved in promoting their books.” 

If you want to go on a national book publicity tour, your publisher won't stop you. It may even suggest bookstores and venues where you could appear, help you plan your route, and give you names of local contacts. It may also arrange to have books on hand wherever you appear, but it usually won't foot the bill. Usually, however, you must pay all these travel expenses.

Authors' Platform

When publishers are contacted to determine their interest in a particular property, most now ask, “What is the author's platform?” As we stressed in our previous Author 101 books (Bestselling Book Proposals and Bestselling Secrets from Top Agents), a platform is the author's continuing national visibility and following—in other words, his or her celebrity. Most publishers now require aspiring nonfiction authors to have national platforms, and they generally won't sign those who haven't firmly established themselves through speaking engagements, writing, teaching, media and Internet presence, government posts, faculty positions, large mailing lists, and professional affiliations. Although a platform isn't as essential for fiction writers, it's still helpful.
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Many publishing houses have shifted the responsibility of providing publicity from themselves to their authors. If, prior to or upon its release, a book shows promise, publishers may decide to crank up their publicity machines and put greater effort into promoting the book.

However, if you want your book to be successful:

• Accept that your publisher probably won't promote your book.

• Create a book-promotion plan.

• Incorporate your promotion plan in your book proposal.

• Keep your promotion plan in mind as you write your book.

• Think beyond this book and shape your promotional efforts to lay the groundwork for sales of books you may subsequently write.




Publishers now want authors who can market their books; many now insist on it. Today, for authors to get nonfiction book deals, they need more than good book ideas; they must be entrepreneurial, promotion minded, and willing to energetically sell their books.

For business, psychology, parenting, and relationship books, a national platform is now virtually mandatory. It's no longer enough to be an expert, even a published expert. To be published today, nonfiction authors must be experts who also have national platforms, who beat the bushes to sell their books. Publishers want authors who are well known, admired, and have followers in their fields.

“It's not enough to just have the great idea or to have that great idea and be a great writer. Today, you also have to have a platform, which is a word taken from the IT world,” John Willig, president and founder of Literary Services, Inc., explained. “A platform translates to publishers as energy behind the book; it tells them that the author, the author's company, the author's e-mail community, and the author's following will help move the book in an extremely crowded marketplace.” 

Like so many other businesses, publishing has become hit dominated. So publishers seek out books that have the potential to become bestsellers, generate large profits, and spawn series of related books. They want more than books; they want books that can become brands. Publishers justify their insistence on platforms on the ground that it's hard to break out a book—for it to become a bestseller—when the author doesn't have a strong platform. So they look for writers who have followings that will buy their books and who have proven that they have the ability and experience to vigorously sell their books.

Finding Your Niche

Before you begin to create your promotional plans, identify and understand your niche. Distinguish your book from the 195,000 titles that will be published in the same year; find the special features that make your book unlike anything else on the market. Research the competition and all similar books in your field to understand why yours is special, how it's different, and why it's better. Then concentrate on that niche in writing your book.

“Every day, the media receives tons of calls regarding authors,” New York City publicist Brian Feinblum, of Planned Television Arts, disclosed. “They're contacted about diet books; first-time novels; tomes on how to make money, improve relationships, and cook up 500 tasty recipes. In one week, it's not uncommon for a writer or producer to be hit on by several people regarding each of those genres. So make your book stand out by knowing and being able to explain its uniqueness. Think about linking it to your work, to who you are, to your experiences, your credentials, uniqueness, and personality. If you want to stand out, speak with a unique voice.” 

Writers who understand how their books fit in the market usually write and promote their books more successfully. “An author who understands where his or her book fits is a total asset,” Danielle Chiotti, senior editor at Kensington Publishing, revealed. “My most successful authors are the ones with the clearest visions. They understand who their competitors are and what their market is.” 

Action Steps

1. List three reasons why publicity is important to authors.

2. Why is publicizing books more effective than advertising them?

3. List three items that you can expect from publishers' publicists.

4. Explain what the term author's platform means.

5. Explain why it's important for authors to know their niches.

Remember

[image: Author101BestsellingBookPublicity_Tringle_icon] Publicity can inform the public that your book is available, what it's about, why it's important, and the benefits it will provide. Publishers don't provide strong promotion for all of their books, and the fact that an established house publishes a book doesn't guarantee the book's success.

[image: Author101BestsellingBookPublicity_Tringle_icon] Most publishers now want aspiring authors to have national platforms. Many of them generally won't sign those who haven't established a following by speaking, writing, teaching, their media and Internet presence, government posts, faculty positions, mailing lists, and professional affiliations. Authors now bear the burden of publicizing their books.



CHAPTER 3
What's Your Silver Bullet?

 
Eighty percent of success is showing up.
Woody Allen
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THE BOOK-BUYING MARKET is densely crowded and difficult to crack. When you try to enter, you'll be thrust dead center into an information-intensive world in which everyone is competing for the attention of those who have endless other options. When you try to tell them about your book, many won't listen. They may be busy or just numb from being constantly besieged by endless messages from advertisers; charities; political, educational, and community organizations; as well as their families, neighbors, and friends. They may even act as if they're listening and never hear a word.

The problem is that everyone has been overwhelmed by “media noise,” that blare of unending messages that try to convince us to buy or support something. And, essentially, that is what you must also do to promote your book. To publicize your book, you have to dive into tightly crowded waters and try to get through to people who have virtually stopped listening. And those who are still open to listening tend to have very short attention spans. They protect themselves with super-sensitive filters that automatically switch off if the first five or six words don't grab them.

Getting people to listen to your message has become more than a challenge; it's become a feat, and many don't succeed. However, we know how to get through. We've taught it to thousands of authors and know how it can work for you. By following the guidelines in this book—with planning; attention; and a positive, creative, and orderly approach—your message can be heard.

To get your message heard, you must know exactly what you're selling, which will make it music rather than noise. If you know what you're selling, you can target your message so that your audience will hear and respond to it. If your message isn't targeted, it will be swallowed up and lost in the media noise.

Describe what you're selling in your “silver bullet” : the sharply focused pitch that you can deliver to cut through the media noise. Your silver bullet can also be called your elevator speech, pitch, sound bite, or message. It's called an elevator speech because it should be delivered in the time it takes an elevator to rise from the lobby to the fourth floor.

Think of your silver bullet as the verbal business card for your book. It's a brief, memorable description that you quickly give people you meet or those who may be interested in your book. Your silver bullet is your core message, the unique selling proposition that you must get across if you hope to successfully promote your book. It must penetrate your target market and be delivered rapidly and powerfully before your small window of media attention slams shut.
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In publicizing your book, your objective must be to get more than just ink. Some authors excel at generating tons of publicity, they get loads of media coverage, but their books languish and don't sell.

The object of publicity is to sell your book, so you need to generate media coverage and build strong word-of-mouth sales. Your silver bullet must do more than produce media coverage; it must make people want to buy your book.




Your silver bullet must clearly explain in the most palatable terms

• What your book is about,

• Why it's special, and

• Precisely how it will benefit your audience.

 Without these ingredients, few will listen. Before you try to write your silver bullet, take a few preliminary steps. They are:

• Come up with a plan that will sell.

• Understand your book's niche.

• Define your book's specific benefits.

• Understand the media and how it works.

Your Book's Niche

To clearly describe your book, you must know what it's about and whom it targets. What it's about will be what you're selling, and whom it targets identifies the audience to whom you hope to sell it.

Agents and editors tell us that a surprisingly large number of writers can't clearly explain what their books are about. These authors usually can detail their motivation, philosophies, and their personal dreams, but they can't describe the specific benefits their books will give their readers. For example, they don't say that it will teach novices to hook up computer networks, to bake mouthwatering lemon squares, or to design stylish children's sweaters.

When authors can't clearly describe their books, agents and editors usually conclude—with good reason—that they can't write a salable book. And if writers can't describe their own books, how can they expect agents or publishers to sell them?

Instead of describing their books, many authors tend to litter their descriptions with unverified, and often unbelievable, superlatives. They might say, “This is the best, the most informative, the most up to date, or the only book on.. ..” Or, they will claim that it will become a runaway bestseller, an all-time classic, or a great TV series. In describing your book, forget the hype and stick to the facts. Simply state what it will do.
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After you've defined your audience, identify the benefits that your book will provide to them. State that by reading your book, readers will learn to network at business events, to prevent disputes with teenage children, or to respond promptly to life-threatening illnesses.

Some book titles clearly explain the benefits they provide, such as The Everything® Guide to Writing a Novel, but most are not that clear. In an attempt to be catchy or clever, many are vague as to what they provide. Many books overcome the problem by explaining the benefits in their subtitles. For example, in Rick's Networking Magic, the subtitle is Find the Best— From Doctors, Lawyers, and Accountants to Homes, Schools, and Jobs. In my book The GIFTionary, the subtitle reads An A-Z Reference Guide for Solving Your Gift-Giving Dilemmas… Forever!




To create an effective publicity campaign, understand your niche. Since the public has so many options and listens so selectively, your first big hurdle, which can be huge, is to get their attention! To make them stop and listen, you must know:

• What your book is about.

• Exactly for whom it was written.

Clarify who your audience is; identify the specific group or groups that will be most likely to buy your book and why they would buy it. If you believe that your book has a broad or universal appeal, name the demographic groups that would be most interested in it, according to their size. Don't fool yourself into thinking that it will appeal to everyone, because it probably won't, and it will distort who your audience actually is.

Authors tend to mistakenly believe that it's better to appeal to wider, broader-based audiences than smaller, more defined groups. They don't want to overlook any potential buyers and think that if they pitch larger groups, more people will buy their books. However, publishing experts tell us that the opposite is true: The shotgun approach seldom attracts as many readers as tightly targeted methods do.

Know your niche. Identify the principal audience that will most likely read your book, and then focus your publicity campaign on it. Then, if you believe that your book will appeal to additional audiences, decide what resources, if any, you will commit to reaching those additional groups.

Your Book's Benefits

Readers buy books because of the benefits they hope to receive. They may want news and information, mental stimulation, or just to escape. Often, they may want to learn how to solve particular problems such as putting up a Web site, making electrical repairs, or preparing holiday dinners.

When you're competing in such a crowded market, tell potential buyers the precise benefits they will get from your book. Explain specific problems your book will solve, new information it will provide, or hidden secrets it will reveal. Draw up lists of the important facts contained in your book, and material that is controversial, shocking, or groundbreaking. Be prepared to rattle off a dozen specific issues that your book addresses.

Don't fall into the trap of generalizing or being vague when you can be precise, even if you think it could attract more readers. In reality, readers whom you address specifically are usually the only ones who listen to your words. So, be specific, exact, and leave no room for doubt.

Connect with the Media

In our information-intensive society, the media controls the channels through which information circulates. Those channels include print publications, television, radio, and the Internet. The media finds, shapes, and disseminates most of what we read, see, and hear. So, to publicize your book, you virtually always have to go through the media. Although we will discuss connecting with the media in detail in Chapter 6,” Build Bridges with the Media,” it's important to start thinking about working with the media now.

Since the media is in the information business, it continually needs a steady stream of new information to survive, and it receives tons of it. Usually, far more than it can use. This requires people in the media to take time from their already jammed schedules to continually sift through stacks of leads with the hope of uncovering items they might use. Basically, they quickly scan for flags, key words, or phrases that attract their attention, and if they don't immediately find them, they quickly move on to the next lead.

The media is interested in news. It will cover you, your book, or information in it if it considers you or it newsworthy. Demonstrate to the media that the items you submit are newsworthy, that a significant segment of the public will be interested in them. See Chapter 6 for information on how to work with the media.

Writing Your Silver Bullet

Your silver bullet should serve the same purpose as a newspaper or magazine headline: to grab people's attention and compel them to want to learn more. Make your silver bullet the centerpiece of your promotional campaign; the initial piece you put in place to clarify, define, and give your campaign direction. Frequently, your silver bullet will be the first impression you make, the attention-grabbing device that will get you and your book noticed, covered, and remembered.

Writing your silver bullet is an important exercise because it forces you to examine your book and identify the features that your readers will find most interesting. Define those features as specifically as possible and then encapsulate them in a short statement that quickly, clearly, and compellingly describes your book. Be creative. Make your silver bullet a grabber, a memorable message that will make listeners want to buy your book and talk about it.


Expand Your Audience

Different people often have different takes on similar matters. So, people outside your target audience might recognize potential benefits that you may have overlooked. Speak with those who are not in your target reader groups and who are outside your area of expertise. Tell them about your book and the its specific benefits. Answer their questions and get their reactions. Frequently, their input can expand your perspective and inform you of benefits of your book with which you may not have been aware.




In your silver bullet, the two most important ingredients are:

•  Clarity. Your silver bullet must clearly explain what your book is about and the benefits it provides so that your audience recognizes that it contains something of interest to them. If buyers purchase your book and subsequently feel that it did not deliver what you promised, they will feel deceived and ripped off and won't support your book. In fact, they may even badmouth it. Since the success of books depends on recommendations, you want to build reader support, not antipathy.

•  Brevity. In most cases, you get little time to make your pitch— so be quick. Expect your targets to be busy, have other voices vying for their attention, and have short attention spans. So, to get them to listen, use short pitches that go straight to the point, headlines, and quick overviews, and avoid long, protracted stories. The more you can say quickly, the better—but don't ramble; if your silver bullet is too long, they will stop listening.

Write a description of your book that you can reel off in twenty to thirty seconds. Then, trim it to about twenty seconds, and ten to fifteen seconds for the media. Radio news segments come in ten-second increments, and if you can't say what you need to in ten seconds, media people will stop listening.

Make your elevator speech interesting enough to attract immediate interest, powerful enough to be remembered, and convincing enough to stir overloaded listeners into action. Explain in twenty seconds or less (1) what your book is about and (2) the benefits readers will receive. As much as you may be tempted, don't go into why you wrote it.

Examples of effective silver bullets are:

• At 350 pounds, I nearly broke the scale. Now I'm a size 8. My book, Lopping It Off, will show anyone how to lose and keep off weight. Guaranteed!

• Filled with exotic, heart-stopping, erotic adventure, my new novel, Paris to Hoi An, will leave you breathless and glued to your seat. It will make every part of your body tingle.

• Fire employees without being sued. Avoid costly, time-consuming, and disruptive lawsuits—even in the most contentious situations.

• Save lives in the most critical medical emergencies with Dr. Fischer's Little Book of Big Emergencies. It easily fits in your pocket or purse.

• Reading Trapped Underwater will keep you awake all night and gasping for air the entire next day. It's the thriller lover's thriller!

• Literary agents sell books. Find the right one for you in Author 101, where top agents tell writers how to identify, interest, and sign with the best agents.

• Everything for Love tells the heroic, heartwarming, and inspirational true story of a man who walked across two continents to find the woman he loved.

Take a closer look at your book. Then answer these questions:

What is most interesting or unusual about your book?

What makes your book most memorable?

What three important benefits will readers receive from your book?

 What differentiates your book from titles on the same or similar subjects?

What are the responses you receive when you tell people about your book?

What causes people to stop, listen, or say “wow”?

What questions do people ask when you tell them about your book?

Writing and Making It Great

Compose and perfect your silver bullet by following these guidelines:

1. Write the first ideas that come to mind without worrying how long they run or how much space they occupy. Don't even worry about whether they make sense. Be honest and truthful, but take the most positive, rosy approach. Get your thoughts down on paper, raw as they may be.

2. When you finish listing your ideas:

a. Circle each descriptive word you wrote.

b. List all the circled words on a new sheet of paper.

c. Place all those words in the order of their importance to readers.

d. Question whether each word you selected is the most descriptive and colorful word available.

e. If not, add or substitute more colorful, illustrative or hard hitting words.

3. Draft a silver bullet that consists of one or two short sentences. Initially, don't worry about length. Make sure that you include the most important words and that you clearly communicate your message. Clarity is paramount—don't sacrifice clarity to be clever.

4. Read your silver bullet aloud five to ten times and listen to it closely. Then, change anything that feels awkward. Trust your ear.

5. Recite your silver bullet to others, solicit their input, and consider making changes they suggest. Ask them to be totally honest with you, but understand that they probably won't want to hurt you.

6. Recite your silver bullet aloud until you can say it smoothly comfortably, and with ease and assurance every time. When you believe it, others will also. You will also be more confident and convincing.

7. Time how long your silver bullet runs. If it's more than thirty seconds, first cut it to thirty seconds or less. After you've got it below thirty seconds, try to lop off another ten to fifteen seconds without weakening your message.

8. Don't memorize your silver bullet; instead, picture the key words and recite them as if you're telling friends what you ate for lunch.

9. Practice, practice, practice. Recite your silver bullet until you can do it perfectly every time. Practice before a mirror, in your car, and tape yourself. Don't act, emote, or be dramatic. Speak conversationally, with sincerity, and be prepared to be interrupted.

When you state your silver bullet, maintain eye contact and smile softly. Show listeners that you're eager to deliver your message and that you believe in yourself and your message.

Speak with authority, excitement, and passion. Excitement and passion are contagious. Your audiences will sense your conviction, feed off it, and want to share their feelings with others.

Look for opportunities to give your silver bullet and recite it frequently. Carry plenty of your business cards to distribute with your pitch. Also have on hand your brochures or other materials that you can distribute liberally. Make sure that they each give the name of your book and your contact information. Work your way around rooms; approach new faces and introduce yourself by reciting your silver bullet. Repetition reinforces name recognition and brand identity and builds confidence.

Customize your silver bullet for specific audiences and situations. For example, if you're at an auto dealers' meeting, sprinkle in terms relating to that industry, like “on all cylinders,” “out of gas,” or “cruise control.” Using their language breaks down barriers, lightens the mood, and makes groups feel that you're speaking directly to them. In doing so, you become one of them, at least for the time you're together.

Prepare an alternate silver bullet. Use your alternate if your original feels inappropriate, if someone else in the group has a strikingly similar pitch, or if it doesn't seem to be going over.

Write ad-libs that you can add to sound spontaneous. Comment on or work in references to hot news items, scandals, or events that will make your sound bite more relevant and up to date. However, since your main objective is to get your message across, don't make alterations that could take away from the clarity or impact of your message.

Trust your instincts. You'll quickly learn how and when to alter your silver bullet. Sometimes, you may find yourself altering it just for your own interest or amusement.

Backup Material

After you recite your silver bullet, be prepared to answer questions or provide additional information. Answer all questions fully and directly. Occasionally, when appropriate, tie an answer to your book, but don't force connections that don't fit smoothly. It will make you seem manipulative, insincere, and a huckster. Avoid referring to your book, and never state “As it says in my book” or “As I wrote.” It will turn people off, especially the media. Print a handout containing frequently asked questions and their answers, fact sheets, and/or an interview with you.


Author 101 Advice

Since newspapers understand the importance of headlines, they employ individuals who specialize in writing them for the articles they print. The papers have taken this extra step because they understand the importance of headlines and know that the feature writers may not come up with outstanding headlines or that they may be too close to their stories. Well, you can suffer from the same problem.

Fortunately, most of us know people who have a real knack for coming up with clever names and titles. So call upon them. Make them a part of your team and consult closely with them on writing your silver bullet. Also enlist their help in writing the title and subtitle of your book and headlines for your press releases, Web site, and other promotional materials.




Prepare information that expands upon your silver bullet or introduces secondary points that were not included. Facts and statistics make great supplemental materials. Write up your secondary information and distribute it in handouts. Write it as a news release and use your silver bullet as the headline or lead sentence. Then, bullet-point five to seven additional items and address each of them in a brief sentence or two.

Carry plenty of copies of your news release, brochures, information sheets, or other written material and freely give them out. Make sure that the name of your book and your contact information are clearly listed on every page. Also have ordering information for your book with you. Limit all handouts to a page or two.

Since everyone has different interests, some may ask about or comment on subjects that catch you completely off guard. Their inquiries and interests may be tangential to yours or involve things you don't know or about which you don't care. They may also be looking for you to provide answers that will solve their special problems. In these situations, don't bluff. When you don't know the answers, explain that you don't know, but volunteer to check into it and get back to them. Make a written note so you won't forget to find and get them the answers as promised. Getting back to them could gain you ardent supporters.

Be Patient

Finding your silver bullet and mastering how to deliver it to others usually takes time, trial, and error. Your initial ideas may not work, so be open to other approaches. Pay careful attention to anything listeners don't seem to understand or believe and then fix it.

Keep trying to come up with different and better ideas until you find those that work. Test your silver bullet on your family and friends. Send up trial balloons and observe their reactions. Ask for their opinions and make sure that you're getting your message across.

When you're convinced that your message is consistently getting through, consider adding another thought or concept. Operate on a two-step approach: First, give your basic, stripped-down, core silver bullet; then, follow it up with additional information that is no more than twice as long. Proceed cautiously and abandon providing any additional information if listeners' eyes glaze over or they seem to stray.

Action Steps

1. Write a silver bullet that you can recite within twenty seconds.

2. List the two most important requirements for your silver bullet.

3. Describe what your book is about.

4. List the precise benefits your book will give readers.

5. List three ad-libs that you could add to your silver bullet.

Remember

[image: Author101BestsellingBookPublicity_Tringle_icon] To publicize your book, you must capture people's attention in a world filled with media noise. The best way to do so is to write a silver bullet—a clear, sharply focused description of your book that can be recited in the time it takes an elevator to go from the ground to the fourth floor. Your silver bullet must clearly explain what your book is about, why it's special, and the precise benefits it will provide to readers.

[image: Author101BestsellingBookPublicity_Tringle_icon] Learn how the media operates because it controls the channels through which information is dispensed. Make yourself valuable to the media by becoming a media resource. Have additional information on hand that you can distribute after you've given your silver bullet.





End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   
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