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#1 –Build a Tree-Legged Stool: Marketing, Advertising and Public Relations 

Marketing 

Get your product information directly to the customer and convince them to buy. 

Effective marketing can include an email campaign, a direct marketing campaign, 

and/or seminars. All of these methods will lead to direct sales - the ultimate goal 

for anyone in the book business. To effectively market you need a mailing list, 

good copy, and people who are interested in your product. Another example of 

marketing might be to develop strategic alliances with others who are willing to 

share their audiences with you.   

Advertising 

Buy adverting in a newspaper, online and/or broadcast. It's expensive but it's the 

best way to control and target your message to millions of people.   

Public Relations 

Seek out third party endorsements and book reviews, through print, broadcast, or 

social media. Generally speaking, it's free, although sending out a press release 

may cost you money. 

To have an effective and balanced book campaign or product pitch, you need all 

three legs of your promotion stool. 

#2 - Define Your Goals  

Saying something like, "I want my book to be a best seller!" is a great goal, but it 

has to be a realistic goal for your book. Which best seller list do you want to appear 

on? New York Times? Wall Street Journal? USA Today? Amazon.com?   

Amazon.com is the most popular online book site - it's the first site people will go 

to when they hear about your book. A way to gauge the sale of your book is to 

watch the ranking (located below the details of your book). Seeing your ranking 

drop from over 1 million to triple or double digits over a period of time means you 

are selling books very frequently. But to be on the best seller list for the New York 

Times means you must sell about 100 books a day for a month!   

One big mistake authors make is assuming that if their book is dropping from 1 

million to 250 that they've sold thousands of books - but that's not necessarily so. 

It simply means that during one hour your book sold more than 250 other books 

in that short time frame.   
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Unless you have access to hundreds of thousands of contacts, It’s a rare 

occurrence to see your book as #1 on Amazon.com.  If you are #1 in all of 

Amazon.com, it means your book sales are outpacing the sales of the likes of 

Harry Potter, at least at that particular moment.   

On Amazon, it’s actually more realistic for your book to take a top position in a 

category of your book.  If your book is about investing in stocks, you may choose 

your goal to be more attainable, like in the categories of 

"Business/Investing/Stocks.”  (That really narrows your goal, defines your 

purpose, and gives you a very pointed direction - making your goal much more 

realistic.  You can say, “My book was #1 in its category on Amazon.com.”  Being 

#1 in any category is a very big deal, especially if it stays #1 for any period of time. 

#3 - Develop a Marketing/PR Plan   

This is the most difficult process of selling your book - even harder than writing 

your book. The book is your passion, maybe even a link to your livelihood. But 

now you're in the book business.  I always tell my clients to come to me before 

they write their books - because the only plan that will guarantee the success of 

the book is the marketing plan.  

A formal marketing proposal, which includes public relations, is often required by 

big house publishers to complete before they even take a look at your book. A 

marketing plan may require filling out seven or eight pages of information that tells 

them if your book is even saleable.   

Should testimonials be part of your marketing plan? Well, of course. Sometimes 

authors will come to me and say, "I've got all these amazing testimonials," and 

that's great - it proves you have well-known friends. To be effective, testimonials 

need to be from a source that's bigger than you are.  

Sometimes the testimonials are not really strong enough to make an impact - PR 

professionals may call these "testabalonials." They are weak in wording and may 

be a name that is not well-known, with a generic title. If the testimonial is not from 

a source, name or company that's known by the readers, it may not be worth 

taking up space on the back of your book.   

The PR part of your marketing plan is seeking out media exposure. Media 

includes print, TV, radio, and online public relations. A printed column or a guest 

appearance on radio or TV tells the world that you are validated by a reputable 

third party. You just can't buy this kind of advertising. In fact, nothing would be 

worth more than an article in The Wall Street Journal, the New York Times or an 

appearance on National Public Radio, Fox News Channel or CNBC-TV. These 

are a few examples of outstanding media - sources that will shout your credibility 
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to the world, and validate your worth by a source that is much bigger than you 

are. Of course the best part is that it's free.   

#4 - Know Your Audience 

In your Sales 101 Classes, you've heard "know your audience," but here's another 

place where authors get hung up. When asked, "Who’s your audience" avoid 

assuming your book is for "all baby boomers" or for "everyone who's interested in 

investing." A book for everybody is a book for nobody.  

Here's what the media wants to hear, something like: "My book gives a successful 

pathway for people who are planning retirement, revealing a unique strategy to 

attain double-digit returns." Now it's easy to zoom in on exactly what media would 

be interested in your book - the beat reporters, producers and editors that cover 

retirement. Also, be prepared to reveal the "unique strategy" or "unique selling 

point."  

#5 - List the Media You Want to Pursue 

Like real estate is all about location, location, location, publicity is all about 

contacts, contacts, contacts.  

Many authors ask, "Where can I find a list of media with contact names?"  You 
can subscribe to media data bases such as Cisionpoint.com, a resource that has 
hundreds of thousands of media with contact names and numbers.  To get more 
targeted, some public relations firms may sell you their own lists.   

Another way, and probably the most cost efficient, is to just Google your topic and 
find out what financial journalists are writing about your topic.  Or go to CNBC.com 
or Foxbusiness.com and search your topic to see where your competition is 
appearing.  To do this work, you could hire a researcher and they would send you 
a list of their contacts through research on the internet. 

Many times journalists or broadcast media will tell you they don’t review books.  
That’s when you really have to get creative.  You submit a press release that tells 
what’s happening in the industry your book covers.  For example, in The Vital Few 
vs. the Trivial Many, the author he tells how to make money using the principles 
of insider trading.  When Martha Stewart was accused of illegal insider trading, 
the media was all over anyone who was an expert, and this author was ready to 
step up to the plate. 

 He was able to give the media background on the illegal side of insider trading, 
which is very different than the legal kind outlined in his book.  The author was 
able to give the media what it wanted, and as a result, sold thousands of books 
through ancillary sales.  After talking about Martha Stewart for a few minutes, the 
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talk show hosts segued into the story of The Vital Few vs. the Trivial Many, which 
is all about legal insider trading.  

#6 - Know the Difference Between a Story, a Message, and a Media Hook 

The Story 

The "story" is what your book is all about. You need something that will in effect 

turn a reader's head - something like a "Hey Martha" story (when a husband says 

to his wife at the breakfast table, "Hey Martha, listen to this!") The media also want 

a story that your Aunt Ruth can understand; a story directed at a person who 

doesn't have a lot of education but has a lot of common sense.   

The Message 

The "message" is what you want people to know. Your message may be that you 

are an expert in a certain type of financial field. It's a summary of your story that 

is condensed to two or three sentences. It's these two or three sentences that is 

the first part of your press release, email media alert, or book bio.   

Media Hook 

A "media hook" is the few words that get the reporter or producer to open your 

email. It's not "Author writes book about options." It's something like, "Proven 

options strategies can make even beginners rich!" If your book is about options, 

commodities or day trading, find a media hook that appeals to the lowest common 

denominator of investor, so most investors can understand your strategy--that's 

what the producers and reporters look for. Know which reporters and which 

producers cover your topic. In most publications and broadcast media, there is a 

staff of reporters and producers so do your research and know which ones to 

pitch. 

#7 - Don't Make Cold Calls 

When you make cold calls, reporters or producers may think negatively about your 

approach. However, If you know something about the show or publication you are 

calling, you're not making a cold call, you're telling them something about yourself 

that they need to know; better yet, something they really want to know. You'll get 

a friendlier response if the contact person knows you have watched their show or 

read their article - it's a great way to segue to your own personal story.   

For example, if CNBC is reporting on the Fed’s current decision on interest rates, 
a show like Squawk Box, Power Lunch or Closing Bell may need commentators 
on what sectors of the market will be affected, and what stocks may rise or fall 
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because of the Fed’s decision.  You have to be versatile if you want to appear on 
TV, because unfortunately, it’s not always just about you.   

It’s about the news anchor and their story.  If you skillfully fit your material into 
their story, doing a good job will give you credibility, as well as exposure.  TV 
appearances require some media training, because the interviews are short and 
punchy,  so don’t hesitate to get this training if you need it.   

While this might not make your book a best seller, it will get your name out there, 
on their web site, and you can refer to the media in your literature, “As seen on 
CNBC-TV.”  There’s no better credit to your expertise than to be validated by New 
York broadcast media, since it is the No. 1 market in the U.S.; Los Angeles is #2, 
Chicago is #3 and San Francisco is #4. 

When leaving a voice mail, practice speaking short.  “My name is Harry Brown, 
and I’d like to appear this week to talk about the Fed’s decision.”  Then say, 
“please check your email with the subject line:  ‘Fed’s interest rate move means 
increased inflation.”  CNBC loves to hear bullish and bearish comments and 
sometimes they will pit the bulls and bears against each other.  This is where you 
will make the fastest inroad--just knowing what the current topics are. 

Fox News Channel is slightly different than CNBC.  Business program hosts on 
Fox News like to talk about current events, and how they relate to the markets, 
but they like an edgy spin.  Certain shows on Fox News Channel have become 
the most watched on financial cable TV.  Saturday shows may get over a million 
viewers on any given weekend.   

Pitching to financial television is more difficult than pitching to the press, because 
the nature of breaking news.  Your news story may not have legs beyond one 
day, and then you’re forced to come up with a new story, just to keep up with 
current events.   

Anticipating a market’s related event i.e., a Fed rate increase, a new FDA drug 
approval announcement, or the effect of the stock market as it relates to sports, 
wars, the falling or rising dollar, import/exports and pitching your story to make 
the producer’s life easier, is a sure way to gain respect.  You won’t be making a 
cold call, because your input will be welcomed material. 

Financial News Program Contacts 

 CNBC Financial Television - planning@nbcuni.com 

 Fox Business - desk@foxbusiness.com 

 Bloomberg Television - release@bloomberg.net 

 CNBC Asia - editor@cnbcasia.com 

 CCTV America - planning@cctv-america.com 

 Subscribe to media databases – Cisionpoint and Meltwater 
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#8 - Take Advantage of Digital Media: Social Media, Blogs and Webcasts  

A very quick, inexpensive way to get a “buzz” going about your product is to start 

with a news release.  No matter what you have heard, news releases have their 

place, especially in the book publishing business.  Also the news release should 

be sent through your Facebook, LinkedIn and Twitter accounts.  Ask your friends 

to help you here by distributing through their own accounts. 

On Amazon.com, there's more technology that could sell your book.  Ask your 

friends to give you rated reviews, but make sure they buy the book first.  This is 

important, as once the rated reviews are noticed on the internet, particularly five-

star reviews, your book will attract online buyers.  A review on Amazon will signify 

whether these reviews came from actual buyers, and that includes electronic 

books.  A person that writes a review without purchasing the book could be a 

"shill," or simply a loyal friend of the author. 

Send the press release via email to your friends, customers, clients and business 

associates.  If you are doing a webcast or teleclass, you’ll need to contact an IT 

professional to set this up, and you’ll need an audience to promote to - this is all 

an extension of your current media relations/PR plan. 

# 9 – Always Be Available 

A recent survey was taken of producers and reporters asking, “What are the most 

important criteria for choosing someone to be quoted in your story?”  The answer 

was, hands down, “availability.”   

Top notch reporters and producers are always way too busy, are always on 

deadline, and will gravitate to those people they know will respond immediately.  

Many clients will carry smart phones so they can get instant access to the media.  

One client told me he even does interviews on the golf course.  Another told me 

that I can call him any time, day or night, and he’ll always take my call.  You may 

not get quoted this time, but the next time, you may see your name prominently 

displayed on the front page of your major newspaper, or on TV.   

Of course there are times when you cannot be reached for one reason or another.  

But it’s guaranteed, if you are not available twice in a row, there’s little chance of 

you getting another call to be quoted in what could be a major story.  Mark Victor 

Hansen tells his story about being around dinner with his family and asked to do 

an interview.  Rather than decline he took the interview - it’s just part of the PR 

book selling business.  Be prepared 24/7 to appear on broadcast or to do an 

interview. 
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#10 - Become “Mediagenic” 

When a person attracts an audience, either online, in print, or on broadcast, in the 

PR industry, we say he or she is “mediagenic.”  What makes an author 

mediagenic, and how do they get that way?  With the right media training, you’ll 

have that sparkle that the media is looking for.  You’ll have just the right colorful 

quote that gets you a regular phone call from major print publications or any 

broadcast media that is the right fit for you.   

Most financial experts want to be seen on CNBC, Fox Business, and Fox News 

Channel.  Quite frankly, this is the most difficult media to approach, but not if you 

are mediagenic.  How do you know if you are mediagenic?  Ask friends, family 

and media experts to provide the feedback you need to make your public relations 

campaign a complete success. Get media training and learn how to talk “short.”  

When pitching to the media, talking short means summing up your story in 8 

seconds or less (that’s all the time most reporters have when they are working on 

deadline - and they are always on deadline.)   

Imagine you are on an elevator with a TV producer going from the first to fourth 

floor and you only have 8-12 seconds to get their attention.  Memorize your 

“elevator pitch” so it rolls off your tongue and sounds natural.  For example, “Hi, 

Adam.  I have a new book with exclusive interviews of top managers of the hedge 

fund industry.  Would you like me to send you one?” 

If you are convinced that you need media training, there are many outstanding 

media trainers in the field.  Make sure you have someone who is experienced in 

the financial field and knows what TV anchors look for when interviewing guests 

who can prove the point of their stories. 

If you follow the above tips your first book will be a most exhilarating and successful 

experience!  Above all, have fun. 
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