
f or many writers marketing is al-

most a dirty word—an ugly truth 

that must be dealt with in order to 

make money as a writer. But it doesn’t 

have to be that way. Instead, think 

of marketing your work as a natural 

extension of your writing—a way of 

continuing the conversation you’re 

having with your reader.

In today’s world it’s difficult to go 

anywhere or do anything without being 

asked to buy something or sign up. It’s 

a fact of modern life. The result? Lots 

of people begin tuning out. They ignore 

most of the advertising that they see. 

So what does that mean for marketing? 

It means it doesn’t really work to push 

a product into someone’s face and ask 

him or her to “buy now!” Successful 

marketing involves connecting with an 

audience by informing, educating and 

entertaining them. Now … doesn’t that 

sound like why you got into writing in 

the first place?

Writing is essentially a conversation 

with the reader, so think of marketing 

as striking up a conversation with some-

one you’ve just met. Having that interac-

tion with a stranger happen as naturally 

and genuinely as it might in a pub or on 

an airplane is the trick. If you can learn 

how to do that, then you’ll not only be 

more successful, but you might actually 

enjoy promoting your work.

Building Your Platform
As a writer you’ve probably heard 

this term thrown around by now, 

but if you haven’t, “platform” essen-

tially means who you are and how 

you promote yourself. Before taking 

a chance on your work, publishers 

want to know how well known you 

are: what kind of media attention 

you’ve already gotten, what kind of 
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connections you have, the reader-

ship for your blog or column (if you 

have one), how many hits your web-

site gets (if you have one)—things of 

that nature. Obviously, you can’t just 

write a book and expect publishers 

to come knocking at your door or 

snatch up the work you send them 

and take it to press. Publishers want 

to know why you should be con-

sidered an authority on the subject. 

Basically they’re wondering if you’re 
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already perceived as a voice among 

the audience you’re trying to reach. 

If you are, you have a better chance 

of getting published because you’re a 

safer bet. At the end of the day, pub-

lishers are trying to sell books, and 

they’re looking for authors who are 

making themselves known—not those 

who just lock themselves in a room 

and churn out page after page.

If you’re serious about getting pub-

lished and building your writing ca-

reer, you need to start thinking about 

your author platform. Good ways to 

get started are to start a blog, join on-

line communities devoted to the kinds 

of writing you’re doing, and submit 

your writing to every place you can 

think of. Many writers “save” their 

writing, but to get your name known 

it’s important to try to get published 

as many places as you can, including 

small or local publications.

Remember, an author platform 

is more than a bio stating the things 

you’ve already done. Think of it as a 

plan for the way you are promoting 

your writing career—the steps you’re 

taking to establish your voice as one 

of expertise about your subject.

understanding What  
marketing means todaY
Almost everyday I talk to book au-

thors who have a variety of ideas 

about how they think their book 

should be marketed. Everyone has a 

different approach to the way they 

think about “self promotion.” A hand-

ful of authors are really interested in 

doing lots of lectures and readings to 

promote their books … and that re-

ally works to their advantage. On the 

other hand, many writers think of 

“self promotion” as an unsavory part 

of the business. For them writing is 

an art form—an act of creation. It’s 

Successful marketing involves connecting with an  
audience by informing, educating and entertaining. 

easy to understand the hesitance one 

might feel when it comes time to sell 

the work.

The good news is that marketing 

doesn’t necessarily mean the same 

thing as it did in the old days. The 

internet has changed the rules and 

forced marketers to rethink their 

old approach of “advertising to the 

masses.” Today, people are wise to tra-

ditional marketing and are looking for 

something more genuine. They want 

authenticity, not a cheap gimmick.

This message is a hopeful one 

for anyone who is worried about 

maintaining the integrity of what he 

is marketing. As writers, we should 

all take this to heart. Marketing our 

writing and promoting our work 

should be considered an extension 

of the writing itself. It’s another way 

of connecting with the reader. It’s a 

way to inform and entertain. Mar-

keting is no longer a “sales pitch.” 

It’s the sharing of information. Your 

audience wants to find out about 

new things and to be entertained. By 

sharing content (either through ex-

cerpts of your writing, information 

about events or related news topics) 

you are giving them what they want. 

You’re also getting your work and 

your name in front of them. Encour-

age feedback and find ways to make 

yourself accessible. Just like the act 

of writing, communication is what 

marketing your work is all about.

keePing uP
In today’s fast-paced world it’s easy 

to be quickly forgotten if you don’t 

keep up with constant change. An 

important part of marketing your 

work is staying up to date. If you’re 

promoting your book (or trying to 

promote yourself as an author), you 

need to present yourself as an author-

ity within the subject areas you write 

about. Make sure you stay apprised 

of the latest news in your genre and 

active on related forums and message 

boards. Blog regularly to keep your 

audience reading, and update your 

website frequently to keep people 

coming back for more. If you send 

out press releases or media kits, make 

sure you constantly update them to 

include your latest accomplishments, 

appearances or clippings from your 

most recent work.

When promoting yourself its also 

important to be concise. Audiences 

(and the media) are growing increas-

ily impatient, so you need to get your 

point across quickly. If you’re planning 

to speak on a TV or radio program or 

a podcast or webcast, prepare by writ-

ing down your pitch or your descrip-

tion of your work. Edit it down, and 

then rehearse it a bit. Don’t over pol-

ish it—you don’t want to sound like a 

robot—but practice the art of getting 

your main point across. Your goal is to 

be quick, clear and interesting.

estaBlishing Yourself  
as the exPert
Everyone has a different way of 

presenting themselves to the public, 

whether the goal is to be authoritative 

or entertaining (or both). The main 

thing to keep in mind is to present  
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yourself as an expert within your 

genre, whether you think you are or 

not. To be an expert, you don’t have 

to be the world’s most informed per-

son about something—you simply 

need to know what you’re talking 

about. If you research and write regu-

larly about a subject and present your-

self in a knowledgeable way, then that 

makes you an expert.

Bottom line: You have to believe 

you’re an expert before the media or 

your audience will, so have faith in 

what you know and present yourself 

with an authoritative voice.

setting realistic goals
Start by setting achievable goals for 

yourself. Having a “pie in the sky” 

dream is great, but make sure you 

have a realistic plan for getting there.

I’ve worked with authors whose 

first question is when I’ll get their 

book on Oprah. (Hmmmm. How 

do I respond to that?) I’m not say-

ing I don’t think the book deserves 

Oprah’s attention. I’m not even say-

ing the book won’t eventually get on 

Oprah. But, there is probably a better 

place to begin publicity efforts—such 

as local TV and radio and relevant 

blogs and periodicals. By actively ap-

proaching these venues first, an au-

thor is more likely to gain the atten-

tion of broader-reaching media.

Bottom line: Start with realistic 

and achievable promotional ideas and 

build from there. Your efforts will help 

you gain more success and should lead 

to better and better opportunities.

dealing With rejection
When promoting your writing, it’s 

important to deal with rejections or 

bad news professionally. It’s easy to 

become frustrated or even angry when 

you have a manuscript rejected, get 

negative feedback about your work, 

or have a scheduled public speaking 

event or bit of media coverage post-

poned or canceled. But these things 

are simply going to happen—it’s part 

of the business. Take them in stride. 

You don’t want to close any doors or 

burn bridges. When an opportunity 

falls through, be understanding and 

express an interest in pursuing it at a 

later date. Showing disappointment is 

OK, but keep it in check and put forth 

an optimistic face.

Remember: If writing is your career, 

then relationship building is an impor-

tant part of that. Having a good atti-

tude in the face of setbacks is essential. 

Always think long term.

Working With PuBlishers
A lot of authors I’ve worked with 

are confused about or don’t really 

understand exactly what goes on in 

marketing and publicity departments, 

and therefore are confused about 

how much time, effort and resources 

will go into promoting their book. If 

you’re already published, then you 

probably have an idea of what I’m 

talking about, but if you’re soon to be 

published or are shopping your book 

around, then I’d like to help you know 

what to expect.

One harsh reality you should pre-

pare yourself for is that most publish-

ers don’t have a large budget to work 

with for advertising. For this reason, 

a lot of promotional work publishers 

do relies on publicity—which is to 

say they try to come up with creative 

ways to get positive reviews and men-

tions of books in newspapers, maga-

zines, online and elsewhere. This, 

as you can imagine, can be hit and 

miss. Publicists find themselves at the 

mercy of the publications they’re so-

liciting for reviews.

Which brings me to the second 

thing you need to keep in mind (espe-

cially if you’re working with a larger 

publisher): Publishers have to divide 

their time and resources amongst 

many titles. In my own day-to-day 

work, this seems to be the primary 

cause of frustration with authors I 

talk to. It’s easy to feel forgotten or 

neglected when your publisher has a 

few main initiatives planned for your 

book when you’re brimming with lots 

of great ideas.

So where does that leave you? 

First of all, I advise any author to do 

a lot of her own work promoting her 

book. Whether your publisher has a 

large marketing plan or not, anything 

extra you can do will help. Set up 

some local speaking engagements and 

promote your book on your website 

or blog. Stay active on online message 

boards and forums relating to your 

topic. Consistently update your blog 

or website with new content. Attend 

writers conferences, book festivals 

and other events relating to the genre 

you write in. Keep your publisher in-

formed of everything you are doing. 

This will help them to coordinate their 

efforts with yours. 

The main thing is to keep open 

lines of communication with your au-

dience as well as with your publisher. 

By being open, positive and easily ac-

cessible, more opportunities will open 

up for you. nW
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